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Yferscer Dealers! NOW -— your Carbon Paper tions are, you will be able to meet this demand - 
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ucts — already the fastest moving line in your bigger volume and greater profits for you now, 
distribution system. Best of all, present indica- and for years to come. 
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OFFICE APPLIANCES is 
a news and technical trade 
journal, serving the entire 
industry of office equipment 
It covers the manufacture 
and distribution of office 
machinery, office devices, of- 
fice furniture, office supplies 
and the entire range of com- 
mercial stationery. Its com- 
prehensive news reports of 
the industry and its valuable 
special articles upon subjects 
germane to its field have 
given it unusual prestige. Tt 
serves a clientele composed 
of managers and agents for 
the various office machines, 
devices and supplies, com- 
mercial furniture, commer- 
cial stationery dealers and 
many of the largest corpora- 
tions in the United States. 
It also reaches some dealers 
in fifty-four other countries 
who deal in American office 
equipment. 


{No person, firm or corpo- 
ration either directly or in- 
directly connected with the 
industry the journal repre- 
sents, has any share in its 
ownership or voice in shap- 
ing its policy, which has in 
view at all times the best in- 
terests of the field it serves. 
It aims to discuss all sub- 
jects fairly, and to furnish 
its readers reliable informa- 
tion concerning the progress 
and development of the of- 
fice appliance industry. It 
will answer any questions 
germane to its field to the 
best of its ability, and it 
asks its readers in all parts 
of the world to aid it with 
inquiries and suggestions to 
which it will give prompt 
and earnest consideration. 
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{SUBSCRIPTION RATES 
in the United States and its 
possessions and Mexico—one 
year, $2.00; two years, $3.00; 
three years, $4.00. Canada— 
one year, $2.50; two years, 
$4.00; three years, $5.50. 
Foreign — one year, $3.00; 
two years, $5.00. Remit- 
tances may be made by 
personal checks, drafts on 
New York or Chicago, Post- 
office or Express Money Or- 
ders, or in American Postage 
Stamps or currency, if sent 
by registered mail. Single 
copies, twenty-five cents. 

{CHANGE OF ADDRESS. 
Subscribers may have their 
mailing addresses changed as 
often as desired. Notice re- 
ceived before the fifteenth 
of the month will permit 
delivery of next issue at 
new address. Both old and 
new addresses must be given. 


{CONTRIBUTIONS are in- 
vited upon any topic of 
interest to this trade. All 
accepted manuscrips will be 
paid for at space rates. Un- 
accepted manuscripts will 
not be returned unless post- 
age is enclosed by the sender. 
Correspondents should give 
their names and addresses, 
which will be withheld from 
publication if requested. 
{ADVERTISING RATES 
upon application—only ar- 
ticles of office equipment 
or directly related products 
eligible. 

Entered as Second-Class 
Matter, July 8, 1905, at the 
Postoffice at Chicago, IIL, 
under Act of March 3, 1879. 
{“Office Appliances” is regis- 
tered in the United States Pat- 
ent Office, Washington, D. C. 
{COPYRIGHT. Contents 
covered by Copyright, 1941, 
by the Office Appliance 
Company. 
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Acco Products, Ine 132 
Ace Fastener Corp 77 
Acme Visible Records, Inc 114 
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Allen & Co. 152 
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American Can Co 111 
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American Passbook Co 157 
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Ames Supply Co 135 
Anderson-Hickey Co., In¢ 157 
Art Metal Construction Co 89 
Art Steel Co 154 
Automatic File & Index Co 140 
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Bankers Box Co, 134 
Barkley, C. L., & Co 14; 
Bassick Company 106 
Bentson Mfg. Co 145 
Blaisdell Pencil Co. 136 
Bright Chair Co 132 
Bristow, Stanley R 155 
British Stationery Exporter 157 
Browne-Morse Co 15 
Brush-Punnett, Ine 
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Clarotype Co rhe 156 
Codo Mfg. Corp 134 
Cole Steel Equipment Co 76 
Collier-Keyworth Co 12 


Columbia Rib. & Car. Mfg. Co... 94 


Columbia Steel Equip. Co. 119 
Continental Ink Co ’ 153 
Cook, The H. C., Co 15 
CopyRight Mfg. Corp 139 
Corona Typewriter 67 
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Dictaphone Corp 10 
Domore Chair Co., Ine 90 
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Appliances is maintained for the exclusive 
use of subscribers and advertisers. In the execution 
of its various commissions this bureau calls upon 
practically every member of the staff. It answers by 
personal letters all inquiries upon matters germane to 
the field, it furnishes special reports upon articles of 
office equipment, supplies names of manufacturers of 
any article wanted, puts man and job together, pre- 
pares advertising copy, furnishes list of desirable 
agents and dealers in nearly every country, aids for- 
eign dealers in securing U. S. A. lines, and in many 
other ways performs useful service, all without charge. 
Subscribers in every land have made, and are making, 
good use of this bureau; manufacturers in every sec- 
tion of the field have evidence of its proved value 
Subscribers’ requests for catalogues to bring their files 
up to date, or to replace the file in case of fire or 
other form of destruction, are broadcasted in a bulle 

tin which is mailed frequently to leading manufac- 
turers 
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These advertisements present the products of the leading manufacturers in each diz 


for honest differences of opinion, the publishers obviously cannot undertake to guarantee transactions 
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between advertisers and 


They do, however, offer their services in resolving any disagreements which result from relations established 
through the journal. 
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communicate with the service bureau, through which 


Adding Machine Parts 
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Mittag & Volger, Ine 
Rex-O-Graph, Ine 

Ross Laboratories 
Shipman-Ward Mfg. Co 
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Index Co 


Equipment Co 
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Macey Co The 


Metal Office Furn. Co 
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Remington Rand Ine 
Steel Equipment Corp 
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Security 


Shaw 


Vietor Safe & Equip Co 

¥ in and Erbe Mfg. Co 
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Globe-Wernicke Co., The 72 


Imperial Methods Co 
Weis Mf Co 83, 84, 85 


Y man and Erbe Mfg. Co 
Filing Supplies 

\ Products, Inc 

\ Go. 2g Co 

Art Metal Construction Co 
Barkley, C. L. & Co 
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Globe-Wernicke Co., The 72 
Guide Systems & Supply Co. 
Imperial Methods Co 


Macey Co., The 





Metal Office Furn. Co 

Oxford ling Supply Co 

Pronto File Corp 76 
Quali Park Envelope Co 


THE CLASSIFICATIONS 


(Continued on page 6) 


Many of the requirements of the modern business office 
are represented. Should subscribers be interested in any article of office equipment not listed here, they are cordially invited to 
the information will be promptly and cheerfully furnished by letter, without 
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THE CLASSIFICATIONS 


(Continued from page 5 
Rockwell-Barnes Co 
Shaw-Walker Co 
Victor Safe & Equip. Co 
Wabash Cabinet Co., The 
Warshaw Mfg. Co 
Weis Mfg. Co 83, 84, 8 
Yawman and Erbe Mfg. (¢ 


Filing Tables 
Toledo Metal 


Finger Pads 


Furniture ¢ 


Speed Products Co 
Folders (See Filing Supplies) 
Fountain Pens 
Esterbrook Pen ¢ 
Parker Pen Co., The 
Sheaffer, W. A Pen Co 


Gummed Cloth Rings 


Dennison Mfg. Co 
Graff, Geo. B., Co 
Warshaw Mfg. Co 


index Card Signals 


Cook, H. C., Co 

Graff, Geo. B Co 

Victor Safe & Equip. Co 
index Tabs 

Aigner, G. J ( 

Barkley, ©. L., & Co 

Globe-Wernicke Co,, The i2 

Guide System & Supply Co 

Markilo Co 

Melind, Louis, Co 

Shaw-Walker Co 

Sheppard, The ¢ I hr 


Speed Products Co 
Victor Safe & Equip. Co 
Inks, Adhesives, Ete 
Continental Ink (<« 
Dennison Mfg. Co 
Harriman-Welts Prod. ¢ 
Higgins, Chas. M Ink Co., 
Ink Specialties Co 
Melind, Louis, Co 
Parker Pen Co The 
Rivet-O Mfg. Co 
Sheaffer, W. A Pen Co 
inkstands 
Sengbusch Self-¢ Inkstand ¢ 
Labels 
Dennison Mfg. Co 
Imperial Methods Co 
Oxford Filling Supply ¢ 
Warshaw Mfg. Ce 
Ladders, Library, Store & Vault 
Cotterman, IT. D 
Leads for Mechanical Pencils 
Rite-Rite Mfg. ¢ 
Sheaffer. W \ Pen ¢ 
Leather Goods 
Doppelt, Charles, & ¢ 
Mashek, Frank, & Co 
Nat'l] Brief Case Mfg. 
Stein Bros. Mfg. Co Ir 
Leather Upholstered Furniture 
Bright Chair Co 
Ehrlich Upholstery Work 
Gunlocke, The W iH Chair Co 
Jasper Chair Co 
New Indiana Chair ( 


Letter Openers 


Oakville ¢ Div. Seovill 
Multipost Co Ine 
Letter Trays (See Desk Trays 
Letterheads ‘ 
Wiggins, John B., Co 
Library Equipment 
Art Metal Construction Co 
Art Steel Co 
Corry-Jamestown Mfg. Corp 
General Fireproofing Co., The 68 
Globe-Wernicke (« The 72 
Macey (¢ Mhe 
Peerless Steel Equip. © 
Security Steel Equipment Corp 
Shaw-Walker (¢ 
Yawman and Erbe Mf ‘ 


Lithographed Continuous Forms 
Hano, Philip Ine 

Lockers ard Storage Cabinets 
All Equip Co 
Anderson-Hickey Ce 
Art Metal Construction (¢ 
Art Steel 
Brown 


to 


Steel 


Ce 
Morse Co 
lamestowr 


Mfg Corp 


Fireproofir ‘ I'he OR 


Corry 
General 
Globe-Wernicke Co 
Macey Co The 
Metal Office Furn. Ce 

Pronto File Corp rf 
Security Steel 
Shaw-Walker Co 
Yawman and Erbe 


Loose Leaf Books 
Aigner, G J 
Amberg File & Index Co 
National Blank Book (« 
Sheppard, The ¢ k Co 

Loose Leaf Sheet Covers, 
Markilo Co 


Equipment 


Mfg. 
& Systems 


Celluloid 


Loose Leaf Metals and Devices 
Sheppard 


The ¢ I a 


Mail 
Bristow, 
Cole Steel Equipment (« 

: Globe-Wernicke Co., The 2 2 

133 Victor Safe & 

Manifold Books & Business Forms 
Hano, Philip, €« 

Map Tacks 
Graff, George B Co 
Moore Push-Pin Co 

Matched Office Suites 
Art Metal 
General Fireproofing 
Globe-Wernicke Co 
Macey Co 
Royal Metal 
Shaw-Walker Co 
Sloane, W. & J 

ig Memorandum Books 

National Blank Book (< 

3! Rockwell-Barnes ¢ ' 

Memorandum Devices 
Bristow, Stanley RK 

Mending Tape 

Mfg. « ’ 

Mfg. 


Distributors 
Stanley R 


Construction ¢ 
Co The. 68 
The i2 2 


Mfy Co 


Dennison 

Warshaw 
Metal Badges, Checks, 

Dayton Stencil Works 
54 Meyer & Wenthe, I 
7 Moisteners 

Rivet-O 
5 Sengbusch 
Numbering Machines 

Amer. Numbering 

Melind 
, Roberts 
Office Partitions and Railing 

Globe-Wernicke Co rhe 
Office Printing Outfits 

Fulton Specialty 
Pads, Figuring 

National Blank 
‘ Rockwell- Barnes 
Paper 

Rockwell-Barnes ¢ ’ 
Paper Clamps 
7 Acco Product Ir 
: Esterbrook Pen 

Oakville Co 
Paper Clips 

Acco Products, Inc 132 

Cook, H. C., Co 150 

Graff B Co 140 
. Oakville Co Div 
152 Vail Manufacturing Co x] 
Paper Fastening Machines 

Ace Corp 

Hotchkiss 
Products Ct ’ 
& Equip. Co iD 
Inks, Adhesive hte 
Sharpeners 


Geo. B Co i 


Tokens, Ete 


Mfg. Co 14 
Self-Cl. Inkstand ¢ 82 


Mach. ¢ 
Louis ar 
Numbering 


Mach. Co 


Book (¢ | 
( ) 


Geo 


Scovill 


Fastener 
Sales ¢ 22 
Speed 
Victor 
Paste 
Pencil 
Graff 
Pencils, 
Parker 


Safe 


(See 


Mechanical 
Pen Co The mw 
Rite-Rite Mfg. ¢ 158 
Sheaffer, W A Pen Co au 
1 Paper Wound 
" Biaisdell Pencil ¢ 
Pencils, Stylo Ink 
Inkograph Company In 
Pencils, Wood Cased Lead 
Blaisdell Pencil 
Pens 
Esterbrook 
Sengbusch 
Picture Hooks 
Moore Push-Pin ¢ 
Pins and Pin Contairers 
Oakville Co., Div will 
Mfg. Co sl 
Typewriter 
Writing Machine Co 
Supply Co 
Mfg. Co 


Percils, 


to 


Co 149 
Inkstand Co Su 


Pen 
Self -Cl 


Seo 
Vail 
Platens, 
Amer 
Ames 
Shipman-Ward 
Postal Scales 
Hanson Scale Co 
Shipman-Ward Mfg. Co 14 
Triner Scale & Mfg. (« 
‘ Price & Sign Markers 
Fulton Specialty Co 
aad Publishers 
- British 
; Punches 
Acco Products Inc 132 
Globe-Wernicke Co., The 
Mitchell Binder Co 
Nat Blank Book ( 
Push Pins 
Moore Push 
Oakville Co 


7 Ribbons and Carbons 
Allen & Ce 

938 Allied Carbon & Ribbon 
Amer. Writing Machine ¢ 

Ames Supply Co 

Codo Mfg. ¢ 
Columbia R 
Manifold 
Mittag & 
Neidich Process 
Old Town Rit 

Pacific Carb. & 
Peerless Key 


Stationery Exporter 


ional 


orp 


& ¢ 


Supplies 


Mfg. Co 44 
Co ‘ 
In 7 
Div. t E. F 

& Carb. ¢ 
Rib. Mfg. ¢ ’ 
Imperial Mfg. ¢ 


Volger 


Equipment Co Os 


Im ” 


The ds 





Phillips Process (¢ 
Remington Rand Inc 
Royal Typewriter Co., Inc 
Shipman-Ward Mfg Co 
Smitt L. & Corona Tw 
s H. M Co 
I erwood Elliott Fisher Co 
sack 
l S. Typewriter Ribbon Mf 
Webster, I Ss ( 
Rubber Stamps 
Melind Louis s 
Meyer & Wenthe, I 
Rubber Type 
Fulton Specialt * 
Safes 
Art Metal Construction Co 
Brush-Punnett, Ine 
General Fireproofir Co Mhe 
Globe-Wernicke ( The 
Macey Co., The 
Meilink Steel 7) rm 
Mosler Safe Co . 
Remington Rand In 
Schwab Safe Co 
Security Steel Equipment Cory 
Shaw-Walker Co 
Victor Safe & Equip. Co 
Yawman and Erbe Mfg. Co 
Scrapbooks 
Globe-Wernicke Co lhe 


Secretary Desks 






Art Metal Construction (¢ 
General Fireproofing Co The 
Globe-Wernicke C¢ The 
Peerless Steel Equip. Co 
Shaw-Walker Co 
Wabash Cabinet ¢ The 
Shelving 
A Ste Equip 
Art Metal Construction Co 
K ! Morse Co 
( 1 Jame wn Mfg. Cory 
General Fireproofing (« The 
Globe-Wernicke Co The 
Macey ¢ The 
Security Steel Equipment Cory 
S| Walker (< 
Smoking Stands, Office 
RK il Metal Mfg Co 
Sorting Devices 
Bristow, Stanley R 
Stamp Affixers, Postage 
Multipost ¢ Inc 
Stamp Pads 
Fulton Specialty Co 
Melind, Louis, Co 
Meyer & Wenthe Inc 
Philli Process Co 
R t-O-Mfg Co 
Reckwell-Barnes (Co. 
vi r Safe & Equip. Co 
Stands for Office Machines 
Ar Supply Co 
Anderson-Hickey Co 
Art Steel to 
Corry-Jamestown Mfg. Corp 
Fair Furniture Co 
General Fireproofing Co The 
Globe-Wernicke Co., The 
Harter Corp 
Metalstand Co 
Peerless Steel Equip, Co 
Sherr Manson Mfg. Co 
Shipman-Ward Mfg. Co 


loled Metal 
Staple Extractors 
Ace Fastener 


Posture 


Chair Co 


irniture ¢ 


orp 


Staples and Stapling Machines 


Ace Fastener Corp 

Hotchkiss Sales Co 

Oak e Co Div Scovill 

Speed Products 

Vail Manufacturing Co 
Stencils, Brass 

Dayton Stencil Works 
Stenographer's Note Books 

National Blank Book Co 

Rockwell-Barnes Co 


Stools 
Harter Cory 
Metalstand ¢ 


Royal Metal Mfg. Co 
F 
Storage and Transfer Cases 


Metal 


All Stee 


Art Metal 


Eq 





irniture Co 


Construction Co 


ment Co 


Equip. (« 


Corry-Jamestown Mfg. Corp 
General Fireproofing Co., The 
Globe-Wernicke C¢ The 

G System & Supply (« 
Imperial Method Co 

Macey TT 

Metal Office Fur Co 

” t Stee Equip, 


{ 


121 
115 
14 
98 
129 


133 








Pronto File Corp 76 102 
Rockwell-Barnes Co 95 
Security Steel Equipment Corp 117 
Shaw-Walker Co 137 
Weis Mfg. Co 83, 84, 85, St 
Yawman and Erbe Mfg. Co +o 
Strong Boxes, Fire Protected 
Meilink Steel Safe Co 15 
Walz Mfg. Co 154 
Tables 
Art Metal Construction Co 89 
Browne-Morse Co 15 
Corry-Jamestown Mfg. Corp 10 
General Fireproofing Co., The 68, 69 
Globe-Wernicke Co., The 72, 121 
Macey (<¢ The 98 
Mutschler Bros. Co 137 
Peerless Steel Equip. Co 133 
Shaw-Walker Co 137 
St. Johns Table Co 131 
Victor Safe & Equipment ( 108 
Tabulating & Statistic Machines 
Remington Rand Inc 10 
Tags 
Dennison Mfg. Co 139 
Telephone Accessories 
Vietor Safe & Equipment (« 108 
Telephone Stands 
Art Metal Construction Co 89 
Art Steel Co 154 
General Fireproofing Co The 68, 69 
Globe-Wernicke Co., The 72, 121 
Peerless Steel Equip. Co 133 
Shaw-Walker Co 137 
Yawman and Erbe Mfg. C¢ y 
Thumb Tacks 
Graff, George B., Co 140 
Moore Push-Pin Co 155 
Oakville Co., Div. Scovill 153 
Ticket Holders 
Oakville Co., Div. Seovill 
Vail Manufacturing Co 81 
Trimming Boards 
Amer. Photo Laboratories 14 
Type, Typewriter 
Amer Writing Mach CX re 
Ames Supply Co. 135 
Shipman-Ward Mfg. Co 14 
Typewriter Cleaning Material 
Amer Writing Mach Co 73 
Ames Supply Co 13 
Clarotype Co 156 
Mittag & Volger, Inc 87 
Rivet-O-Mfg. Co 154 
Shipman-Ward Mfg. Co 14 
Webster, F. S Co 2 
Typewriter Cushion Keys 
Amer, Writing Mach. (« 73 
Ames Supply Co 135 
Peerless Key-Imperial Mfg Co 126 
Shipman-Ward Mfg Co 146 
Speed Key Mfg. Co 56 
Speed Products Co 7 
Typewriter Cushion Knobs and Bases 
Amer Writing Macl Co 73 
Ames Supply Co 135 
Peerless Key-Imperial Mfg Co 126 
Shipman-Ward Mfg. Co 146 
Typewriter Parts and Tools 
(mer Writing Mach. Co 73 
Ames Supply Co 135 
Shipman-Ward Mfg. Co 146 
Typewriter Tables (See Stands for 
oft Mach 
Typewriter Touch System 
Tu Rite Corp The 124 
Typewriters, Mfrs. of 
Corona Typewriter 67 
Remington Rand Inc 109 
Royal Typewriter Co 75 
Smith ha “<2 & Corona Tws 67 
Underwood Elliott Fisher Co. 


Back Cover 
Rebuilt and Used 
Mact ( 7 
Mfg. Co 


Typewriters, 
Amer Writing 
Shipman-Ward 


Visible Systems Equipment 
Acme Visible Records, Ine 114 
Aigner. G. J Co --1 64 
Art Metal Construction Co 9 
Automatic File & Index Co 140 
Globe-Wernicke Co., The 72, 121 
National Blank Book Co 154 
Remineton Rand Ine 109 
Shaw-Walker Co 137 
Sheppard, C. E., Co 134 
Victor Safe & Equipment (< 108 
Visible Records Equipment Co 127 
Yawman and Erbe Mfg. Co 9 

Vocational School Equipment 
Tuch-Rite Corp., The 121 

Waste Baskets 
American Can Co 111 
Art Steel Co 154 
Cole Steel Equipment Co 7¢é 
Corry-Jamestown Mfg. Corp 105 
General Fireproofing Co., The. 68, 69 
Globe-Wernicke Co., The 72, 121 
Metal Office Furn. Co 129 
Peerless Steel Equip. Co 133 
Shaw-Walker C 137 








| WANTS AN 


The rate for classified advertisements is 


SITUATIONS WANTED 


a number of years 


group of 


trict manager for steel furniture 


has beer list 
open for new Capable of ren 


SALESMAN WHO for 
manufacturer onnection 


field 


states 1s 


covering a 





fering excellent service as branch manager sales executive or representative 
Experience covers all branches of sales activities including ining of dealers’ sales 
men. Has been active principally in Midwest but will section of the 





country Interested in any line of office of references 


Address H-181, care Office Appliances, Chicago 


equipment 


SALESMAN WITH TWENTY YEARS experience in office 





specialties is open for 
connection as manufacturers’ salesmar w factory representative cover the Northeast 
Well acquainted with all the important retail and wholesale establishments in New 
York and New England Also has valuable acquaintance with large banks, industrial 
accounts, and public offices Top references For additional information address 
H-17 care Office Appliances, Chicage 





MECHANIC WITH FIFTEEN years’ experience on all types of office machines is 








open for new connection Capable of supervising or managing a complete service 
department Age 35, married Prefers to work with established dealer Address 
H-176, care Office Appliances, Chicago. 
EXPERT SERVICE MAN on all makes and kinds of office equipment with over 
25 years experience with the larger firms, is seeking a change and can furnist 
good references—tools and car Am past draft age and have selling ability 
Address H-177, care Office Appliances, Chicago 
MECHANIC with good sales ability; can service any make of typewriter or adding 
machine Would work on percentage basis with right concern Go anywhere Rox 
H-178, care Office Appliances, Chicago 

SALESMEN WANTED 
IF YOU ARE NOW selling to offices, we have a product that will prove to be 
a very profitable sideline It quickly becomes a major line Exclusive territories 
are available Box W-292, care Office Appliances, Chicage 


MANUFACTURERS OF A REPRESENTATIV > LINE OF FLUROESCENT DESK 


TIVE 
LAMPS DESIRES EXPERIENCED SALESMAN CALLING ON OFFICE FURNI 
TURE AND DEPARTMENT STORE TRADE IN REPLYING. STATE EX 
PERIENCE, PRESENT CONNECTIONS AND TERRITORY COVERED ROX 
W-289 CARP OFFICE APPLIANCES 100 EAST 42ND STREET NEW 
YORK, N. Y 
SALESMEN COVERING MID-WEST. California, New York State and Pennsyl 


vania, to handle lines of fluorescent desk lamps, ash stands, waste baskets, et« 
Commission basis Give full particulars The Apella Co 101 Wooster St New 
York City 

MECHANICS WANTED 
EXPERIENCED TYPEWRITER MECHANIC WANTED for large Chicago firm; 
both inside and outside work Address W-295, care Office Appliances, Chicago 
SALESMAN ALSO MECHANIC with sales ability Muncie Typewriter-Adding 
Machine-Cash Register Exchange, Muncie, Indiana 


REPRESENTATIVES AVAILABLE 


SALESMAN DEVOTING ENTIRE TIME TO OFFICE FURNITURE TRADE 
METROPOLITAN NEW YORK DESIRES LINE OF WOODEN MODERNISTIC 
OFFICE FURNITURE. BOX H-174, CARE OFFICE APPLIANCES, 100 E 


42ND ST NEW YORK CITY 


sold to stationers 
Through 
1 favorably 


SALES ORGANIZATION giving national representation to two lines 
the products of one y ufacturer 


I 1a 
Well ar 





to handle 
years has greatly 


in a position 
4 period of several 





known among dealers from coast t ist ri ’ » a good job starting at once 
For additional information write H-180, care Office Appliances, Chicage 

IOBBER SALESMAN seeks new connections for fluorescent lamps Travels entire 
country Will serve as salesman for manufacturer, or will sell line made up 
especially for my trade which is well established Address H-175, Office Appliances 
Chicago 

SALESMAN covering Ohio Michigan Illinois Indiana for manufacturer of 


stationery item, is in position to add one addition lin Well known in the territory: 


al line 
Office Appliances 


highest references Address H-173, care Chicago 

RETAIL BUSINESS FOR SALE 
WILL SELL ALL OR ONE-HALF INTEREST to able manager in profitable 
stationery and office equipment business Write W-29 care Office Appliances 


Chicago 








FOR SALE OFFICE SUPPLY BUSINESS-—established industrial city 200 
miles from Chicago Business has gained consistentl every year Prior interests 
compel owner to sell Address W-290, care Office Appliances, Chicago, for details 
ONE OF THE OLDEST and one of the most successful office supply stores in West 
Texas Commercial Stationery. printing, typewriters adding machines A pproxi 
mately $20,000 will handle Health of owner ar other interests reason for 
selling West Texas Office Supply, Midland, Texas 
FOR SALE—Established typewriter and office specialty | in one 
of the smaller cities in the East is for sale he Ce Located 
in a thoroughly live industrial sectior Exce it to expand 
volume quickly 4 rare opportunity for experienced F with reasonable amount 
of capacity Investigate Address W-288, care Office Appliances, Chicago 

BUSINESS OPPORTUNITIES 
WANTED TO BUY small business at present manufa ring and selling small 
office devices Address W-294 r oft Ay ances, ( 

SALES LETTERS 

LETTERS WILL BUILD SALES—For years I have t t letters that pull sales 
You need them more than ever now Send me your data for new letters, or 
unsuccessful letters for reshaping Particulars on reque Address H. M. Gold 
thwait, 1659 Broadway, Denver, Colo 





) tOR SALE 


eight cents a word, minimum charge, $1.60. 


FOUNTAIN PEN REPAIRING 


ALL 


service 


MAKES Pens, Pencils, Desk Sets, ete 
Standard prices Welty Pen & 


usually 12 to 24 hour 
State St., Chicago. 


Repaired 
Repair Co., 38 So 


ADDING MACHINE PARTS, TYPE, ETC. 











LARGE STOCKS of new and used Adding and Calculating Machine Parts available 
Quotations furnished on specific parts upon request I Dehn, Jr., 1643 101st 
Ave Oakland, Calif 

DUPLICATING MACHINE PARTS 
NEW PRICE LIST of parts for the Mimeograph machine now available Special 
attractive prices on all rubber parts for the Mimeograph Write for catalogue and 
price list Mimeo Repair Co 95 Broadway, New York City 


DUPLICATOR SUPPLIES 


MULTIGRAPH 
Established 
Milwaukee 


RIBBONS 
over ten years 


Wis 


remanufactured 


Duplicator inks and typewriter ribbons 
Write us : 


save money Lewis Co., 413 W. State St 


FOR SALE AND WANTED TO BUY, USED EQUIPMENT 


ines, Die 





ELLIOTT-FISHER, Burroughs, Moon Hopkins, Adding-Calculating M 

taphones, Ediphones, bought and sold Chieago Office Appliance Co 529 S. Wells 
St.. Chicago 

ELLIOTT-FISHER Machines Adding Machines Comptometers Burroughs and 
Monroe Calculators, Typewriters and all office machines bought and sold Teeter 


Warsh (« 849 N rd Street, Milwaukee, Wis 


office 
Mil- 


ELLIOTT-FISHER machines, calculating 
equipment, bought and sold W J. Crowley 
waukee, Wis 


machines—all 
Caswell Bidg., 


machines adding 
Company, 434 


WILL PAY TOP PRICES for ELLIOTT-FISHER Bookkeening Machines, SUND 
STRAND Bookkeeping and Adding Machines L. lL. HADDEN, Standard Office 


Equipment Co 42 S. Dearborn, Chicago 

BURROUGHS ELLIOTT-FISHER MOON HOPKINS Bookkeeping Machines 
ADDING MACHINES, COMPTOMETERS, Calculators—Bought, Sold and Rebuilt 
State model and serial number Southern <‘alifornia Adding Machine Co., 947 
South Broadway, Los Angeles, Calif 


BURROUGHS, MOON HOPKINS, Elliott-Fisher Bookkeeping Machines, Compto 
meters, all makes calculators bought and _ sold Dorrell-Markel, 93 8S llth 
Minneapolis, Minn 


BURROUGHS, MOON-HOPKINS, Elliott-Fisher, Remington Accounting Machines 


and everything in the office machinery line State model, serial number and we 
will quote highest cash prices International Office Appliances, Inc., 326 Broad 
way, New York City 

BURROUGHS—Duplexes, Moon Hopkins. Bookkeeping Machines, Kardex All types 
office machines bought and sold Fort Pitt Typewriter Co., 644 Liberty Avenue 
Pittsburgh, Pa 

10-17 BANK BURR DUPLEX machines—universal split-shuttle carriages—new 
A CC. motors above 1,000,000 series Best offer A. J. Bolles, 209 W. Jackson 
Blvd., Chicago 

WANTED TO BUY FOR CASH, adding and calculating machines, all makes and 
models—-typewriters, wide carriage 14” and larger—Burros 13-13-02-23-13-02 

Moon Hopkins 72A-T71A-78A-50M and higher—Remington Accounting Machines 
Models 121-123-125—Elliott-Fishers Direct Subtractions and cross footers—Hand 
Addressographs—'‘'B'’ frames long clip and late style, also ‘‘E’’ frames Shipman 
Ward Mfg. Co., 325 N. Wells St., Chicago 

DICTAPHONES SUPPLIES—-headquarters—machines bought and 


EDIPHONES 








sold—Wholesale Retail—Write us Chicago Dictating Machine Co., 28 S. Wells 
St Chicago 

DICTAPHONES—-EDIPHONES—Largest stock and lowest prices—write for infor 
mation and atalog American Dictating Machine Co 235 Fifth Ave., New 
York 

ADDRESSOGRAPHS Duplicators Dictaphones Multigraphs, Sealers, Folders, 
Typewriters, Adding Machines. Write for FREE Money Making Circular. Pruitt 
527 Pruitt Bldg., Chicago 

WANTED TO BUY FOR CASH—International Payroll Machines Address W-291 
care Office Appliances, Chicago 

KARDEX ACME al akes used isible filing equipment Thousands of recon 
itioned cabinets, panels, books, always on hand Special service and prices to 
lealers for purchase or sale Get our quotations Chas. S. Nathan, Ine., 548 
Broadway New York 

KARDEX, ACME, POSTINDEX, etc visible filing equipment of all types bougrt 
and sold We specialize in tt field and offer full cooperatian to dealers Com 
mercial Card Systen 15 Broadway, New York City 

GUARANTEED REBUILTS, KARDEX, other visible systems, attractively refinished 
thoroughly rebuilt for years of additional service, moderately priced Used equip 
ment also bought 1 exchanged Universal Office Equipment Co., 561 Broadway 
New York, N. Y 

VISIBLE BQUIPMENT bought sold and exchanged We specialize in rebuilt 
K ardex Acme and International Visible Factograph cabinets, as well as other 
makes We can supp new improved brass shift rods (that will not break), for 
International cabinets also cards and card _ holders Have available credit 
authorization equipment in one line tube panels, and 5xl% pocket panels, for 
reasonable prices Vrite ao ll us what Visible equipment you need or have 


for sale Special prices to Dealers k H. Heineman, 4 N. Eighth St., St 


Louis, Mo 





8 OFFICE APPLIANCES 





NEW TRADE LITERATURE N I 4 b yn? 7» oa ay ur oe naga — , ing oe epee 


(Catalogues, pamphlets, broadsides, folders and other publicity 
material recently released) 


G. J. Aigner ois © gnome omen 1 price increase or ! I B US | N ESS OPPORTUN ITIES 




















items i new price s been issued to the trade by the G j 

Aigner Company 03 South Jefferson street, Chicago, Ill In a tte 

accompanying the new list, the Aigner Company explains the reason f Wanted Here at Home 

price increases in the following words “Shortages of raw mate New Stationer in Madison. 1 Stat Shop has been opened b 
which have been diverted int National Defense work and increa ‘ : : 7 os ; . - ne otter ol * - 

R. A tre il dep e Advertisers Press, located 

of handling these goods have caused higher prices for us on leat! ’ State atinet Ma n, W Lines to be carried inelude fountain 
celluloid, tag cloth Fabrikoid, board, blue, felt, paper, metals and alm re per s rubber sta ite y s items of offi 
two-thirds of the essential materials used in the manufacture fr A ent L e leaf a t be hele Many f the first conta 
products P chal Daa cestor ete: a aa 

Art Steel Company, Inc...A new price list to be used in conjunct e 

with the firn catalogue ) ) has been j ed t the trade b the ’ , 

Art Steel Company, lr 00 Kast 145th street, New York, N. Y. The 1 U. S. Commerce Department Reports 

price list cover all of the compat many ine ind is punched for the heading f New ( ties the following re] t 7 

se leaf I } v ( W J e 2s 

Boorum & Pease Company. A _ revised price list on it ine f Eeor I A re t | = 100,006 lotted t tl } 

post binders which replaces the price shown on page 71 of price list H Purct ing Department Departament Federa de Compras ; ta he 
has been issued t the trade by tl RBoorum & Pease ¢ mpany, 84 Hud ! ed for accumulating t k f st lard pment, including stationery 
avenue, Brooklyn, N. Y. Copies are available for dealers who have not ft pplic 

is vet received the revised list ( ! Approximately 20 7 ent f Cey n’s imports f iffice suy 

Milo Harding Company...Covering the firm's line of Tempo brand of f re now riginating in the United States: most of the remainder 
duplicating supplie ink tencil ind art equipment, a new italogue f the ted Kingdor Ame in participation is confined 
has been issued to the trade by the Milo Harding Company of Pittsburg! hiefly t high quality fountain per echat i) pencils, carbon paper 
ind Ls Angele Many new products are included in the twenty-f tvne ter ribbons and stapling } 

page of items as well as mar new tencil service Copies are ava On a price basis Americar I t have not been able t compete 
ible to the dealer and request } ild be ent t $36 West Pi b ‘ ‘ fully with the rresponding Britis} u Japanese products pat 
vard in La Angels or 617 Com nwealtl Annex Pittsburg} t tl itter Pr t tl A mermany and Japan were offering 
The Higgins Ink Company, Inc. Four colorful and animates eaflet “5 ASinNg trong (it i however, has been eliminates 
which star the firm’s American drawing ink Eternal black writing k the irket and t lanar nd th I ted State 
vegetable glue ind office past« nd patented drawing topper, have bee heen redu ny ny t rwtior 
made ready for distribution to the dealer by the Higgins Ink Compar rt I gn € J ed the following 
In 71 Ninth street, Brooklvn, N. \ Catchy copy and illustrations te , t Imports i plies ow coming tinly fr 
the cor er the p . =" for a sale Intended for nas inter United State Japa ‘ Great B iin are still de ering supplie 
distributior nd insertior packag etters and statements, the leaflet : st u juantit Al _ ! luct 

ire light in weight ire folded t fit a small mailing envelope and have ited at $500 000 

space for the dealer mprint rad Approximately mw pel ent r the tvpewriters i ‘ in Iraq 
Just & Son. A rm “+ ‘ talogue picturing and describing t ginated in the United Stat Import f typewriters and other off 
firt entire ne f ft f nit equipme nt pplic printir ( ichines numbered luring 4 mpared witt 937 during the pre 
engraving. has been | i by Just & Son, 58 West Washington street ng year. Imports of calculating es and cash registers declines 
Chicag Hl t ted a Catalogue ind Buve Guide N ‘ I'he nit ! i ! ! 

+ 


new hook ! ia ‘ le ip with extra rge il i t 5 
every item. each of which is accompanied by descrivotive text in easv-t Current Corporation Reports 
read type and with the price set woldface An introductory page ir The ectors of the Dennison Manufacturing Company have advised 








form the eader that Or wts of eading manufacturer t er that 482 lebenture } r i 4 prior-preferred shar 
hown ind are guaranteed f t! r materia ind workmanshiy ‘ t f nm response t the I tat lated June 18 104] have beer 
italogue easures 81 by nehe ind it er bears a picture t that | ‘ t ‘ k tendered was less thar 
Chicago's famous I Satie treet templated n the plat tf il ng thie lirectors have decided not t 
Midwest Naturlite Company...A new envelope folder, picturing, desecril : mate the fifteen-vear in plan described in the invitation. W. E. P 
ing and containing price f the firm’s line of fluorescent desk. lamy ! H tr surer, said the par ‘ 11 its available ish and 
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PATENTS 


Copies of patents shown here can be obtained 
from the Commissioner of Patents, Washington, 
D. C., for ten cents each in cash, postoffice 
money orders or certified check. Stamps and 
personal checks not accepted. 





2,246,570. Flexible Indexing Strip. Charlies D. But- 
terbaugh, South Bend, Indiana. Application August 
4, 1940, Serial No. 351,337. Granted June 24, 1941 

2,246,584 Visible Record System. Marchand B 
Hall, Chicago, lil., assiqnor to Acme Visible Records, 
inc., Chicago, I., a corporation of Delaware. Applica- 
tion February 26, 1940, Serial No. 320,824. Granted 
June 24, 1941. 

2,246,763. Loose Leaf Binder. Benjamin Schlosser, 
Chicago, IIl., assignor to Wilson-Jones Company, Chi- 
cago, Ill., a corporation of Massachusetts. Application 
November 2!, 1938, Serial No. 241,629. Granted June 
24, 1941 

2,246,969. Typewriting Machine. Louis C. Antrim, 
New York, N. Y., assignor to Autographice Register 
Company, Hoboken, New Jersey, a corporation of New 
Jersey Anplication December 28, 1940, Serial No 
372,100. Granted June 24, 1941. 

2,247,134. Method of and Means for Forwarding 
Sheets. Patrick Henry Roethe, Chicago, IIl., assigror 
to Ditto, Ineorporated, Chicago, Itl., a corporation 
of West Virginia. Application October 18, 1939, Serial 
No. 299,927. Granted June 24, 1941. 

2,247,275. Automatic Motorized Typewriter. Arthur 
H. Buckley, Chicago, IIl., Application February 23 
1939, Serial No. 257,775. Granted June 24, (941 

2,247,347. Bright Copying Hectograph Blanket 
Robert C. Bour, Chicago, !ll., assignor to Ditto, In- 
corporated, Chicago, I1l., a corporation of West Vir- 
ginia Application February 19, (940, Serial No 
319,698. Granted July !, 194! 

2,247,397. Loose Leaf Binder Gustaf H. Oman, 
Whitestone, N. Y. Application October 4, 1938, Serial 
No. 233,174. Granted July {, 1941. 

2,247,637. Filing Device. Luiqi Lombardini, Turin 
Italy Anplication December 22, 1938, Serial No 
247,176. In Italy May 20, 1938. Granted July |, 194! 

2,247,750 Tape Dispensing Device Jan Dohnal, 
Dobris, Bohemia, Czechoslovakia Application August 
19, 1929, Serial No. 291,017. Granted July {, 194! 

2,247,840. Envelope Operer Richard W. Harrison, 
Charlestown, Mass. Application February 29, 1940 
Serial No. 321,583. Granted July !, (941 

2,247,938. Calculating Machine. Raymond G. Bower, 
Bloomfield Hills, Mich., assignor to Burroughs Adding 
Machine Company, Detroit, Mich., a corporation of 
Michigan. Application July 19, 1935, Serial No 
32,227. Granted July 1, 1941 

2,248,027. Hanger for Duplicator Stencils and the 
Like. Ernest C. Maass, Cleveland, Ohio. Application 
March 2, 1940, Serial No. 322,044 

2,248,049. Desk Construction. Daniel G. Anderson, 
Los Angeles, Calif Application October 3, 1939 
Serial No. 297,686. Granted July 8, 194! 

2,248,140. Letter Opener. Martin E. Trollen, St 
Paul, Minn., assignor to Brown & Bigelow, St. Paul, 
Minn., a corporation of Minnesota Application De- 
cember !1, #939, Serial No. 308,627 Granted July 
8, 1941 

2,248, 152. Line Space Mechanism For Record 
Making Machines Elmer L. Wise, Bridgeport, Conn 
assignor to Underwood Elliott Fisher Company, New 
York, N. Y., a corporation of Delaware Application 
June 16, 1938, Serial No. 214,009. Granted July 8, 
1941 

2,248,257 Register Actuating Device Linden A 
Thatcher, Stamford, Conn., assignor to Pitney-Bowes 
Postage Meter Company, Stamford, Conn., a corpora- 
tion of Delaware Application September 29, 1939 
Serial No. 297,094. Granted July 8, (941. 

2,248,345 Loose Leaf Binder Charlies H. Granz, 
Jr., Wauwatosa, Wis., assiqnor to The Heinn Company 
Milwaukee, Wis Application july 19, (940, Serial 
No. 346,337. Granted July 8, 1941 

2,248,355 Angular Tab Guide. Charles E. Jones 
Chicago, II!., assignor to Charles L. Barkley and 
Peyton H Barkley, a copartnerhsip doing business 
as C. L. Barkley & Co. Application October 17, 1940, 
Serial No. 361,543. Granted July 8, (941. 

2,248,416. Copyholder. Lewis W. Shafer, Bridgeport 
Conn., assignor to Remington Rand tnc., Buffalo 
N. Y., a corporation of Delaware Application April 
16, 1940, Serial No. 329,938. Granted July 8, 1941 

2,248,582. Mounting Means for Sheets and the Like 
Edwin M. Phillips, East Orange, N. J Application 
June 3, 1940, Serial No. 338,479 Granted July 8, 
1941 

2,248,691 Type Bar Mechanism for Typewriters 
Alfredo Tombolini, Milan, Italy. Continuation of ap 
plication Serial No. 30,387, July 8, 1935. This applica- 
tion August 2 1939, Serial No. 288,056 Granted 


July 8, 1941 
2,249,064 Self-Locking Tubular Binder Rudolf 
Tauber, New York. N. Y. Application August 5, 1940 


Serial No. 351,527. Granted July 15, 1941 

2,249,265 Assorting and Filing Device Raymond 
Edward Bauder, Chicago, Ill. Application October 24 
1940, Serial No. 362,666. Granted July 15, 194! 

2,249,313. Duplicating Machine. Willis A. Kropp 
Chicago, IIl., assignor to Victor Adding Machine Com 
pany, Chicago. IIl., a corporation of tilinois. Applica 
tion June 30, 1939, Serial No. 282,015. Granted July 
15, 1941 

2.249.616 Reservoir Desk Stand Lynn P. Martin 
Fort Madison, lowa, assignor to W. A. Sheaffer Pen 
Company, Fort Madison, lowa, a corporation of Delaware 
Application April |, 1940, Serial N 327,239. Granted 
July 15, 1941 


DESIGN PATENTS 


127,977. Desian for a Posture Chair Nathaniel T 
Shepherd, Chicago, Il! Aoplication October 20, 1939 
Serial No. 87,752 Granted July | 194! 

128,000 Design ‘or a Stapling Machine Lou 


Obstfeld, New York, N. Y., assignor of one-half to 
Abraham Obstfeld, New York, N. Y. Application De 
eember 13, 1940, Serial No. 97,290. Granted July |, 
1941 

128,118. Design for a Guide Tab. Charles E. Jones 
Chicago, Ilil., assignor to Charles L Barkley and 
Peyton H. Barkley, a copartnership doing business as 
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L. Barkley & Co., Chieago, Hil. Application May Emanuel R. Posmack, New York, N. Y. Application 


1941, 
128,174 


Serial No. 101,255 Granted July 8, (94! November 23, 1940, Serial No. 96,761. Granted July 
Design for a Combination Desk Unit 8, 1941. 
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N.T.0O.M.D.A. Executive Staff, 1941-1942 


Front row: John Loser, Noiseless Writing Machine Service Company, New York, 
immediate past president and now a director; Irwin Vincent, Western Typewriter Com- 
pany, Topeka, Kans., president-elect; A. H. Wittekind, New York, vice-president; Leo 
Adler, Cleveland Calculating Company, Cleveland, treasurer. 

Second row: James P. Ward, Reliable Typewriter & Adding Machine Corpora- 
tion, Chicago; O. A. Olson, Typewriter Service Shop, Detroit; R. H. Preston, Preston 
Typewriter Company, Knoxville, Tenn.; |. R. Ritchie, Addressing Machine & Equipment 
Company, New York; Elmer Young, Young Office Machines Company, Chicago. 

Back row: Stanley Stemp, Stemp Typewriter Company, Madison, Wisc.; Fred T. 
Carpenter, United Typewriter & Adding Machine Company, Washington, D. C.; James 
J. Sheehan, Office Appliance Company, Providence, R. |.; Paul McWilliams, Little 
Rock, Ark.; F. K. Ketcherside, Buckland Van Wald Company, Detroit. 

Those not present when this picture was taken: Lamont H. Wood, Midwest Type- 
writer Company, Kansas City; William F. Clausing, International Typewriter Exchange, 
Chicago; Luis DeOlazzara, Shipman-Ward Manufacturing Company, Chicago; W. R. 
Shilling, Fort Pitt Typewriter Company, Pittsburgh; John LaHiff, J. E. Albright & Com- 
pany, New York; Albert Schlecht, Typewriter & Supply Company, Cleveland; J. D. 
Doyle, Doyle Typewriter & Office Machines, Kansas City; O. D. Morrill, Ann Arbor, 
Mich.; A. E. Glassman, City Typewriter Exchange, Rochester, N. Y. 

All not otherwise indicated are directors. (Convention report starts on page 24.) 
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Sul Budgeting 


A SIMPLIFIED PLAN THAT WORKS 


ONE of us wants to be snow- 

bound with detail. If we get 
in such a condition we will have 
to neglect other important mat- 
ters that should have our atten- 
tion. 

Many of us do not operate a 
business that is large enough to 
permit us to hire an exclusive 
stock clerk. Without a_ stock 
clerk to continuously check stock, 
a regular stock control budgeting 
system cannot be used. Then, too, 
the usual stock control requires 
considerable detailed record keep- 
ing, necessitating entries of pur- 
chases and sales as additions and 
subtractions of inventory item by 
item. This more detailed system 
is a big help in the successful op- 
eration of a business if it is big 
enough to spread the cost. 

Because we do not feel that we 
can afford a stock clerk we have 
adopted a simplified stock budget- 
ing plan. It has helped us and 
we like it. It has guided us in 
keeping our inventory in line with 
what we want it to be. I shall 
try to explain the mechanics of 
our system 

A copy of the budget sheet used 
for our Boy Scout department is 
shown in reduced reproduction on 
page 12. Looking at it may help 
to understand my explanation. 

For a long while before we used 
a budget control our store was 


(From an Address Delivered at the 

Recent Annual Convention of the 

Illinois Booksellers & Stationers 
Association, Peoria, Ill.) 


By W. M. WECK 
Haines & Essick Company 
Decatur, Ill. 


¥ 


departmentalized. We have twen- 
ty-six departments, as follows: 
1. Book 


2. Bible 

3. Sport 

4. Toy and Game 

5. Magazine Subscriptions 
6. Office Supplies 


~] 


. Typewriter Sales and Rent 
8. Kodak 

9. Service 

10. Dennison 

11. Stationery 

12. Frames 

13. Fountain Pens 

14. Art Supplies 

15. News 

16. School Books 

17. Developing and Printing 
18. Gift 

19. Every Day Cards 

20. Valentines 

21. Easter 

22. Hallowe’en 

23. Christmas 

24. Boy Scout 

25. Jewelry 

26. College Supply 

Perhaps we have too many, but 


this or at least some depart- 
mental breakdown of sales and in- 
ventory is necessary in order to 
receive real value from budget 
control. Otherwise it would be 
very difficult to find out where 
there is too much stock and where 
too little, without the narrowing 
down in departments. 


For quite a while, too, we have 
had annual records prepared that 
show us departmental gross profit 
and stock turnover. This infor- 
mation also is necessary in order 
to do a good job in setting up a 
budget control system. 

Average Figures Serve as Guides 

Now, let’s say that we can take 
the departmental figures for last 
year, or, if we have them for a 
longer period, we might take the 
average of several years to guide 
us in making our future plans. 
We see that in a certain depart- 
ment, ror instance our Boy Scout 
department, we have done so 
much business, say $3,300.00 last 
year, or an average of so much 
business during the last few years, 
let us say $3,000.00. We decide 
that because of certain conditions, 
an additional camp period or 
something else, we can do $3,800.00 
in the coming year. Then we 
take the average sales breakdown 
by months and arrive at a per- 
centage figure for each month. 
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This monthly percentage figure is 
applied to the expected sales for 
the next year, but is adjusted for 
change in season dates or other 
known factors, in order to break 


down the _ $3,800.00 total by 
months. 
Next we analyze the gross 


profit which we secured in this 
department last year, and we also 
look at an average for the last 
few years. Keeping in mind what 
we have done, we decide what we 
will try to do next year, basing 
our adjustment on known pur- 
chase and resale figures in gen- 
eral for the department. Let us 
say that it will be possible to get 
a gross profit of twenty-five per 
cent. 

Now we must examine the rate 
of stock turnover achieved last 
year, and an average of previous 
years. Can we do the increased 
sales volume next year on the 
same average inventory as we had 
last year? If we can, of course, 
we can increase our turnover, or 
perhaps we can do it on even less 
stock and, as a result, accomplish 
even a greater turn. A word of 
caution is in order, and that is, 
there is a limit to the amount of 
profitable turnover possible. If 
a dealer starves himself on in- 
ventory, sales volume cannot be 
maintained or increased. Local 
experience will have to be used 
as a guide even though average 
figures might be available from 
some sources. We will assume 
again that the rate of turnover 
we will try to secure is to be four 
and a half times. With this in- 
formation we can easily find out 
our average stock in the depart- 
ment by dividing our total cost 
of sales during the year by four 
and a half. The result is the 
average stock. 

We know our cost of sales, our 
average stock, our rate of turn, 
and we have already decided what 
the monthly sales will be if we 
make the year’s sales quota. Look- 
ing at our monthly purchase rec- 
ord last year, and perhaps for 
several years, we decide how we 
will apportion the total allowed 
purchases for next year, keeping 
in mind the stock turn desired 
and any expected seasonal re- 
quirements that might occur at 
a different time. We try to have 
each month-end _ inventory 
amount to approximately the 


same as the average inventory 
figure. 
This departmental budget is 


now a guide for the buyer. He 


sees that he is allowed to add 
$200.00 to the beginning inventory 
of $604.83, providing he sells 
$255.36. If he doesn’t sell $255.36 
and does buy $200.00, he will be 
overstocked at the end of July. 
That means that the “Open to 
Buy” set-up for August must be 
decreased by the amount of over- 
stock. If in July he sold $294.04 
and bought only the amount set 
up in the budget as “Open to 
Buy” he would have a stock de- 
ficiency at July 31. He then 
could add the amount of the de- 
ficiency to the August “Open to 
Buy,” providing he expected to 
sell the amount set up in the bud- 
get for August sales. 

This “Open to Buy” control will 
cause a buyer to analyze all stock 
in his department. He will not 
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want to be loaded on certain items 
which might keep him from buy- 
ing other items that are neces- 
sary for a balanced stock. Per- 
haps he will just make mental 
observations as a guide for pur- 
chasing. But if he operates a big 
department with a great many 
items, he might break down his 
stock item by item on paper, al- 
lotting a certain portion of his to- 
tal inventory to each item. He 
can establish minimum and maxi- 
mum quantity figures for each 
item to use as a purchasing guide 
in his attempt to keep stock in 
control. Our office supply buyer 
uses this method. At any rate, 
the responsibility for stock con- 
trol now rests with the buyer and 
it is up to him to work out his 
own problem. 


BOY SCOUT DEPARTMENT 


oc 


Mark Up. « « « 25 
Turn » « «© «© « 4 





1941 Est.Cost Open 
Date Last Year Quota t of Sales to Buy Sales Purchases 
Stock Beginning ry 604.83 
1940 July § 222,17 255036 «6e72 $ 191.00 $ 200.00 § 269.04 § 132.78 
(614400) ( 535.30) 
Aug. 165.1 190.00 5,00 142,00 135,00 253.50 171.27 
( 387.29) ( 445,36) (607,00) ( 522.54) ( 516.44) 
Sept. 127.83 147.06 3.87 110.00 100.00 197.47 153.62 
( 515.12) ( 592.42) (597.00) ( 720.01) ( 522.16) 
Oct. 33029 268.28 7.06 201.00 225-00 362.53 355-30 
( 748.41) ( 860.70) (621.00) (1,082.54) ( 605.56) 
Nove 231.31 266.00 7.00 200.00 400.00 344,35 323.23 
( 979,72) (1,126.70) (621.00) (1,426.89) ( 670,53) 
Dec. 687, 32 190.40 20.80 593.00 400.00 655.71 445,55 
(1,667.04) (1,917.10) (628,00) (2,082.60) ( 624,30) 
1941 Jan. 160.70 184,68 4,86 139,00 125.00 2913 199,59 
(1,827.74) (2,101.78) (614,00) (2,341.73) 629,54) 
Feb. 374.66 430.92 11.34 32 3.00 325.00 477.20 301.93 
(2,202.40) (2,532.70) (616.00) (2,818.93) ( 573.57) 
March 212.9 245.10 6.45 184,00 175.00 433.89 364.70 
(2,415.35) (2,777.80) (607.00) (3,252.82) ( 612,85) 
April 229,39 263.72 6494 198.00 200.00 
(609.00) 
Mey 349.51 402.04 10.58 301.00 325.00 
(633.00) 
June 309.74 356.44 9.38 267.00 265.00 
Total § 3,303.89 $ 3,800.00 100,00 2,850.00 (631.00) 
Average Stock $ 633.00 


( ) eround figures in columns of 
Accrued Totals, 

around figures in columns 
on maintaining expected gross profit. 


— 


f Last Year, 1941 Quota, and Sales to Date represent 


of Purchases and Open to Buy are Inventory Figures based 


Figures Showing How Stock Budgeting Is Done by the Haines & Essick Company. 
A similar form is used for each of several departments, as explained in the article. 
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A STANDARD CATALOGUE SIZE 


ECENTLY we have been as- 

sembling a catalogue for our 
Stationery department. This com- 
pilation consists of the catalogues 
of various manufacturers which 
we are placing in a catalogue 
binder similar to those in use by 
practically every dealer in auto- 
motive accessories. 

For years we have had a collec- 
tion of catalogues in steel vertical 
files, but the one we are now com- 
pleting is to contain catalogues 
in more frequent use with the idea 
of having them on a desk for ready 
reference. 

Naturally we used an 11 by 8'% 
binder and found quite a few cat- 
alogues which were just the right 
size and others which could be 
trimmed to fit. Still there were 
lines which could be included only 
with difficulty due to the many 
different sizes of catalogues fur- 
nished by the manufacturers. 

We recognize that all catalogues 
probably cannot be made in the 
11 by 814 size. Many of us have 
grown so used to the smaller cat- 
alogue of the loose leaf manufac- 
turers that we prefer that small 
size. Also, many furniture manu- 
facturers seem to be totally unable 
to condense their material to 11 by 
814. Others are making an effort 
with considerable success. 

The setting up of a catalogue 
binder such as that referred to 
above is something that probably 
few stationers would want to do 
although we find it extremely use- 
ful and convenient; but there is a 
far more important reason for a 
uniform size catalogue and price 
lists. 


By L. W. HAMM 


The Pierce Company 
Fargo, N. D. 


M4 


Our firm travels seven men. We 
supply them with a catalogue of 
our own and supplement this with 
catalogues, price lists and circu- 
lars received from manufacturers. 
In the course of time they accu- 
mulate a couple of sample cases 
full of this material, which is al- 
most impossible to keep in any kind 
of order. The final result is that 
everything except the bare neces- 
sities is jammed into a couple of 
cases which are left in their car 
or probably left at home and never 
reach the sight of the customers 

We have tried to supply our men 
with material that would fit into 
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an 11 by 8% binder. Material so 
furnished is carried by them and 
these are the lines that are being 
sold in a larger volume than those 
covered in catalogues which are 
odd sized and which we cannot fit 
into the standard catalogue cover. 

For many years as a traveling 
salesman and more years looking 
at the situation from the inside, 
I know that most salesmen will 
follow the line of least resistance 
when it comes to carrying their 
sales material into the prospect's 
place of business. I did it, and 
our men do it today. Why not get 
our line into a catalogue such as 
the hardware salesman carries? 
He takes it all to the customer or 
he takes nothing but an order 
book. 

I do not believe all manufac- 
turers realize how much better 
coverage their catalogues would 
get if they could be put out to the 
trade in a standard size with a 
wide enough inside margin to per- 
mit punching for a _ catalogue 
binder. The value would be tre- 
mendously increased, and the cost 
would differ little, if any. 

There is nothing new in these 
remarks for the subject has been 
up before and I believe some effort 
was made by the National Sta- 
tioners Association to promote a 
standard size catalogue. We have 
written many letters to manufac- 
turers and have had some very 
favorable responses. A little jog- 
ging now and then may produce 
further results, which we are of 
the opinion would produce more 
business for both stationers and 
manufacturers. 
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WHO WENT TO LAW 
By Norris L. Hayward 


DIRECT TO THE CONSUMER 


wat i HE devil,” the senior partner of the Bobjo Supply Company blasphemed, and handed 


over an order form. 
“The devil a couple of times,” 


typewriters, and we haven’t got one in stock.” 
"Couldn't we just send the order as it is to the Colt Typewriter Company and tell them 
to ship the stuff direct to the customer?” 
“Sure we can—never thought of that. We did just that very thing when Sam Bell ordered 


the filing cases.” 


the junior partner concurred. 


“An order for five Colt 


Six days later the typewriters were on their way from the factory to the customer: twenty- 
four hours later the Bobjo partners learned that he (the customer) was insolvent, and ten 
minutes later the partners were consulting their attorney. 

“We know that if we'd shipped the machines ourselves direct to our customer, and he’d 
gone bankrupt, we could have halted the shipment in transit, but where do we get off in a 
three-cornered affair like this?’”’ the partners wanted to know. 

"You'll come off second best,” was the gloomy response. “The Nebraska Supreme Court 
has decided against you in the case of Neimeyer Lumber Company vs. Burlington Railway 
Company, 74 N.W. 670, and there’s an Arkansas case that is no help, either.” 
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GET THE "BUGS" OUT OF ITS SYSTEM 


HE financial statement tells 

the tale of managerial efficien- 
cy, but only competent diagnosis 
will reveal it. Too often a sizable 
net worth is the only yardstick 
used by the office appliance re- 
tailer to measure managerial ef- 
ficiency when a look-see behind 
the assets and liabilities will dis- 
close a weak condition in gen- 
eral. A sizable net worth on pa- 
per is no assurance of business 
health. Your business condition 
may need doctoring because the 
net worth is bloated by the inac- 
curacies in other accounts. A pe- 
riodical examination of your fi- 
nancial statement will strengthen 
the weak spots and serve as a 
guide to the wholesome conduct 
of your business. 

We cannot offer the exact pre- 
scription to remedy defects found 
through balance sheet analysis 
because all businesses are differ- 
ent and the dealer is the best doc- 
tor for the weak spots if he knows 
where to look for them. This 
monograph tells where to seek 
business ailments by a diagnosis 
of the financial statement. The 
office appliance retailer must pro- 
vide the remedies from his expe- 
rience. These suggestions will 
help you test your business blood 
pressure systematically. 

Current Assets‘! Cash, receiva- 
bles and inventory are the life- 
blood of business. From this 
source, business procures’ the 
funds to carry on, hence, current 
assets should be liquid at all times. 
A healthy cash account should 
run fifteen to twenty per cent of 
current liabilities when current 
loans are no more than half the 
current liabilities, otherwise, the 
cash account should total more 
than twenty-five per cent of cur- 
rent liabilities. Cash is essential 
only insofar as current expenses 
are incurred and current liabilities 
mature. If the dealer meets his 
obligations promptly, his cash ra- 
tio is sound. A current ratio of 
two to one, two of current assets 
to one of current liabilities, usu- 
ally indicates adequate working 
capita! If this ratio changes for 


the bad, you may be using too 


(Fifth of a Series of Articles on 
Retail Management for Stationers) 
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much of current funds for fixed 
assets or buying too heavily on 
credit. Often a lack of current 
funds is not noticed until credit 
is restricted or business dips 
deeply. The dealer who analyzes 
his balance sheet intelligently 
will ward off such dangerous com- 
plications. 


Make Proper Comparisons 

Cash and receivables are called 
cash assets. Compare them to ac- 
counts payable, accrued items and 
bank loans. Try to keep this ra- 
tio equal. Test the collectivity of 
receivables. Determine the dates 
of open charges and compare with 
corresponding conditions of the 
same accounts in prior periods. 
If notes receivable increase or be- 
gin to appear on a balance sheet 
where such paper seldom is listed, 
it indicates a defect in credit and 
collection procedure. Dubious re- 
ceivables should be listed separ- 
ately and a reserve set up for 
them, making a corresponding re- 
duction in net worth. How many 
weeks’ business is tied up in re- 
ceivapies? Is the collection lag 
upward or downward? Compare 
receivables to credit sales for the 
current and previous periods to 
note the trend. If delinquents are 
increasing, the greater the allow- 
ance for bad debts, the higher the 
current ratio. The analyst should 
lean heavily on past experience as 
mirrored on _ previous’ balance 
sheets when making the current 
examination. For example, if 
credit sales for the past year were 
$36,000 and open accounts on the 
balance sheet are 9,000, the ratio 
is four to one. If this ratio is sat- 
isfactory, and changes, find out 
why. If sales are made on thirty- 
day terms, obviously, this ratio is 
bad because it shows that open 
accounts total three months’ 
credit sales and at least two- 
thirds of them are past due. The 
analyst should keep a close, com- 
parative check on cash sales to 


receivables and total credit sales 
to average outstanding per month 
so that he can determine effec- 
tive credit and collection pro- 
cedure in order to maintain 
customers’ good will and keep bad 
debts at minimum. 


Proper Relations of Assets and 
Liabilities 

Some authorities state that cur- 
rent assets, including inventories, 
should be at least twice the sum 
of the current liabilities. Their 
rule-of-thumb computation dic- 
tates that inventories be fifty per 
cent, seldom more than sixty per 
cent of current assets. In other 
words, if cash and receivables to- 
tal $10,000, if liabilities are $10,000, 
then a fair inventory position is 
$10,000. If cash and receivables 
aggregate $8,000 and inventories 
$12,000, they contend the ratio is 
less desirable. The dealer need 
not accept this as a hard and fast 
rule, nevertheless, it is a_ vital 
spot that needs periodical testing. 
Obviously, if inventories are un- 
duly high or low and current lia- 
bilities equally out of orbit, the 
business isn’t functioning effi- 
ciently and needs immediate 
treatment to prevent collapse. If 
inventories are a large part of 
current assets, the ratio of current 
assets to current liabilities should 
usually be greater than if inven- 
tories are a small portion of cur- 
rent assets because there is less 
confidence in the liquidity of in- 
ventories than in cash and receiv- 
ables. If current assets are largely 
inventories, a business needs im- 
mediate hospitalization. 

Fixed Assets: Buildings, fixtures 
and delivery equipment should be 
scaled down to conservative val- 
ues. Some dealers carry fixed 
assets at purchase prices when 
they have depreciated consider- 
ably through the years of use. If 
no depreciation reserves have 
been set up for fixed assets, loss 
on inventory and receivables, the 
net worth may look good on paper 
but be anemic in reality. Check 
fixed asset values conservatively. 


Appreciation of assets without 
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good reason is bad business medi- 
cine unless an appraisal by a dis- 
interested agent justifies it. Fixed 
assets mean regular expenses for 
repairs, taxes, depreciation, etc., 
hence, an adequate sales volume 
must be maintained to pay the 
toll. Divide the average of fixed 
assets into annual sales to get 
the turn on fixed investment. 
Check this turn with former years 
to note the trend. 

Other Assets: Insurance and 
other items paid in advance, for 
which service has not been ren- 
dered, should be listed as deferred 
assets. Check all investments to 
determine conservative values. 
Intangibles, such as good will and 
patents, should be carried at nom- 
inal values. 

On the liability side, the bal- 
ance sheet accounts should be 
checked as closely as those on the 
asset side: 

Current Liabilities: Open ac- 
counts, short-term notes, accrued 


items, such as payrolls and taxes 
due. Do the accounts payable 
show a reasonable relationship to 
inventories or does their large 
total indicate failure to pay 
promptly? Are bank loans high? 
If so, it indicates good banking 
connections or that borrowings 
are at peak and working capital 
is being strained. Check loans 
payable to determine if they are 
paid off as due or renewed con- 
tinually. If the latter, it would 
seem that the dealer considers 
current loans as fixed liabilities 
and should payment be de- 
manded, embarrassment may fol- 
low. Current loans should be 
borrowed only to settle current in- 
debtedness. It is usually poor pol- 
icy to borrow current short-term 
loans to buy fixed or slow assets. 
Continual renewal of current 
loans is a danger signal. Unless 
reduced consistently, your busi- 
ness may suffer a heart attack 
any day. 








EDWARD SIMPSON 


Office Appliances 
Assets 


Cash on hand and in bank 


Receivables, less allowance for bad debts 


Inventories at cost 


Total current assets 


Land and building for business purposes 


Fixtures and equipment 
Delivery trucks 


Total fixed assets less depreciation 


Good will 
Deferred items 


Total of other assets 


Total of all assets 


Liabilities 


Accounts payable 
Loans payable = 


Accrued items, including payroll, interest, taxes, etc. 


Total current liabilities 
Notes receivable discounted 
Mortgage payable 


Total liabilities 
Net worth 


Total of liabilities and net worth 


$ 2,139.44 
6,911.64 
26'020.30 

$35,071.38 
$37,400.00 
7560.00 
1500.00 

«$46,460.00 
1.00 
281.00 

any 282.00 

$81,813.38 
$ 5,748.62 
8,000.00 
579.10 

44,327.72 

1:700.00 

20,000.00 

36,027.72 

45,785.66 

$81,813.38 


Analysis of This Balance Sheet Indicates a Favorable Financial Position.—The 
current ratio, current assets to current liabilities, is better than two to one. The 
cash account is about fifteen per cent of current liabilities and current loans are 
only about one-half of current liabilities, indicating that the dealer is not exceeding 
his borrowing capacity. Moreover, inventories, figured at cost, are more than twice 
the current payables so the dealer is apparently meeting his obligations. 

Dealer Simpson has made allowances for bad debts, has depreciated his fixed 
assets, written good will down to $1 and entered notes receivable discounted for 
notes discounted at the bank. All good business practices. The one bad feature 
is the receivables. His credit sales are $1,800 monthly so Simpson has about four 
months’ open accounts on his books and his terms are thirty days. His collection 


system is weak. 


His net worth exceeds the debt or liabilities by a good margin. A rule-of-thumb 
computation is that net worth should be at least equal to the debt. When making 
balance sheet analyses, compare current statements with those for prior years. 


Keep all statements in a loose leaf binder. 
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Contingent Liabilities: Have you 
listed them all? Endorsements 
or guarantees of accounts of 
others, notes receivable or trade 
acceptances discounted at the 
banks, accommodation endorse- 
ments, accounts or notes, the pos- 
sibility of a big loss through an 
adverse court decision must be 
represented on the balance sheet. 
Not long ago we audited the ac- 
counts of an office appliance 
dealer who had taken $2,000 in 
notes receivable to settle open 
accounts, then discounted these 
notes at the bank. He failed to 
enter the discounted notes as a 
contingent liability. Note makers 
defaulted to the tune of $1,200 
and the dealer had to pay, al- 
though the balance sheet did not 
show the liability. 

Fixed Liabilities: Mortgages, 
bonded indebtedness and long- 
term notes should be checked in 
detail at set periods to disclose 
the residual value of assets under 
mortgage or bond. 

Net Worth: Includes reserves, 
capital and surplus of a corpora- 
tion. The net worth of an indi- 
vidual or partnership is the dif- 
ference between the assets and 
the liabilities, including the re- 
serves for depreciation. The 
higher the debt to net worth, the 
greater the risk. The net worth 
should total more than the fixed 
assets. If less, it indicates undue 
business expansion and curtail- 
ment of adequate working capital. 
Business ownership should con- 
tribute more than the fixed capi- 
tal or fixed assets, the additional 
contribution falling under the 
head of current assets, hence, part 
of working capital. The net worth 
is incorrect if other balance sheet 
accounts are too high or too low. 
The larger the sales to net worth, 
the less the percentage of net 
profit needed to earn a given rate 
of return on investment. Figure 
the profit on net worth. A high 
return means good management. 


Figures deceive, so it pays to 
X-ray them occasionally. If you 
have water on your financial 
statement such as_ good _ will, 
doubtful accounts, assets not 
written down with depreciation, 
or other inflated items, tap them 
to a sound condition with mathe- 
matical surgery, otherwise your 
business won’t get around with 
greater agility than you would 
with water on the knee. Balance 
sheet analysis is an important 
business operation that must be 
handled skillfully if the patient 
is to be kept in best health. 
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jt Ktailer s iZ ublicity 


SHOULD BE PLENTIFUL—NOT BIZARRE 


mp Clark, proprietor of the 
Tri-County Typewriter 
Company, Monterey, Calif., wide- 
ly known for his activity in the 
National Stationers Association, is 
a firm believer in publicity, plen- 
ty of it, but thinks a firm will 
sell more typewriters if the pub- 
licity is kept above the bizarre. 

Mr. Clark has his own methods 
of keeping his company constant- 
ly in the minds of the people in 
the three counties in which he 
operates. He believes in loaning 
typewriters when it is a matter 
of needed accommodation. For in- 
stance, whenever there is a con- 
vention at the Del Monte hotel 
near his city of Monterey he sees 
to it that the convention manag- 
ers are supplied with typewriters. 
This is a fine way of aiding the 
manufacturer whom he represents 
for he gets the name of every 
delegate to such convention who 
shows interest in the typewriter 
and he notifies the representative 
in the territory from which such 
delegate comes. This not only 
helps the manufacturer but creates 
good will and results in some nice 
reciprocal favors. 

Whenever there is a contest at a 
local theatre the Tri-County 
Typewriter Company has a type- 
writer or two on display in the 
lobby. 

There is always one of Mr. 
Clark’s portables on display in 
each typing room in the high 
schools throughout the area just 
before a class finishes. This is for 
the accommodation of the teacher 
primarily but since the teacher 
uses it to explain the operation 
and characteristics of the portable 
to the pupils who are completing 
their courses the value of the loan 
of. the machine is very obvious. 


Machine for General Use 
Mr. Clark has a typewriter and 
table at hand in his store for the 
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use of anyone happening along 
and needing to do a little typing. 
In his town of Monterey, a town 
which from its nature attracts 
artists, writers, and others and 
which is a recognized convention 
center in California, this method 
of accommodation and publicity 
is important. The convenience is 
a real one to a large number of 
people. It means a feeling of 
friendship, a good word here and 
there, and this, Mr. Clark Says, is 
publicity that is worth dollars 
and cents to any dealer. This 
writer has used that typewriter in 
Mr. Clark’s store and found it a 
great accommodation at that par- 
ticular time. This is not some- 
thing to be forgotten. 


Constantly Speaking 
Partly from hobby and partly 
from a good sense of publicity, 
Mr. Clark has gone very deeply 
into certain subjects which keep 
him constantly in demand as a 


TRI-COUNTY 





The Tri-County Typewriter Company 
Delivery Truck, With a Monterey 
Hotel as a Background. 


public speaker before luncheon 
clubs, high school classes, adver- 
tising clubs, sales groups and var- 
ious other groups. At the present 
writing Mr. Clark estimates that 
he has spoken approximately 1,500 
times to such groups. 

This type of thing results in a 
great amount of newspaper pub- 
licity, as can be surmised. Mr. 
Clark has made a deep and thor- 
ough study of birds on the Mon- 
terey peninsula, a spot said to 
have a greater variety of birds 
than any other place in America. 
This particular peninsula also 
shows in its cliffs the outcroppings 
of several geological ages. A deep 
study of this subject also makes 
Mr. Clark much in demand for 
talks throughout the area. In 
addition to that, Mr. Clark has 
made himself considerable of an 
authority on anthropology and 
speaks on the developments, phys- 
ical and cultural, of the various 
races in Europe. Naturally, par- 
ticularly at the present time, 
themes like this are very popular. 
A talk before an organization of 
any kind means a news story and 
a news story means publicity for 
the typewriter company whether 
that be the first intent of the 
public address or not. 

These are but a few of the types 
of general publicity that Mr. 
Clark has found worth while in 
the typewriter business. Obvi- 
ously the public must be conscious 
of the dealer’s business if it is 
to patronize it. By making his 
company known throughout the 
length and breadth of the three 
counties in which he operates— 
Monterey, Benito and Santa Cruz 

Mr. Clark, with practically no 
outside salesmen, has been able 
to get all the business he can 
handle. His truck with the mean- 
ingful tri-county (triangle) sign 
on the side is a well known vehicle 
throughout that historic area. 


HE “‘nigger in the wood pile’’ of the present demand for rental typewriters, the shortage 

of good rental stock, is being routed by many dealers who are finding that it is just as easy 
to rent a good portable typewriter as a used standard machine. Likewise, they find that the 
idea of renting a new machine appeals to their customers and they are able to get higher 
rates for such rentals. A few years ago a plan of this sort might not have succeeded. Today, 
however, with portables as substantial as they are, with operating features so similar to 
those of standard machines, there is practically no barrier in the way of suggesting the 


renting of a portable. 


—W. A. Metzger, Sales Manager, 
Portable Division, Royal Typewriter Company. 








MR. OSBORN 


S IT possible to mechanize the 

salesman? Is it possible to con- 
fine him to eight hours a day or 
even any hours? I believe not. 
Give me a beginner, give me a 
plodder, give me a man who will 
work consistently for one solid 
year, and I will hand to you a 
salesman who will have a terri- 
tory all his own. He will have be- 
come so intrenched in that terri- 
tory that he will have little time 
for work other than caring for a 
well groomed trade, and he will 
have a list of clients who will act 
as unpaid salesmen. 


A bricklayer, a painter or any 
mechanic may work the prescribed 
time, but the salesman never. His 
work is never done; he may start 
work early in the morning, work 
throughout the entire day, and 
then have appointments that will 
carry him into the hours long 
after the office may be closed. 
There are many buyers who must 
devote time outside of the time 
given to interviewing salesmen. 
The executive of the company 
generally devotes his time to a 
different class of work and appor- 
tions time for buying to his pur- 
chasing agent. In smaller con- 
cerns this work is left to the chief 
clerk who may be the head stenog- 
rapher. As a rule, she is familiar 
with the goods best to buy for 
their work. 


Value in Advertising 

Advertising certainly does pay. 
No dispute there. It is a difficult 
matter to determine to what ex- 
tent it does pay—what it really 
does is to forever keep the goods 
advertised before the public until 
it is so well-known that it requires 
little time to discuss the question 
in hand. A salesman cannot fol- 
low up advertising, but may know 
the publicity has acquainted the 
buying public with the goods he 
is selling. That cannot be dis- 
puted. 
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A salesman is not really good 
until he has spent considerable 
time in his field and becomes 
well-known to the buyers. A good 
salesman is a poor salesman un- 
less he devotes his whole time to 
work. Give me a hard worker, a 
man who has not passed the time 
of knocking at the door and you 
may have the so-called finished 
salesman. Give the salesman co- 
operation, service and confidence 
and he will give you the business 
Paul C. Kellogg once refused to 
employ a young man I recom- 
mended. I finally sold him on the 
man. He employed him. He was 
a worker. At the close of his first 
year, he was known as one of the 
best producers in the Boston office 
of the Remington Typewriter 
Company. That is twenty years 
ago; he is still there and he is still 
producing. When he started, he 
Was as green as the proverbial 
shamrock, but he worked. 


Work Is Essential 

There is no substitute for work 
Many sales managers do not know 
what it is to go through the mill. 
True, they have sales meetings; 
true, they suggest something new, 
true, they give sales talks, but it 
is far truer the salesman is the 


man on the firing line. He is the 





THANK God every morn- 
ing when you get up that 
you have something to do 
that day which must be 
done whether you like it or 
not. Being forced to work 
and forced to do your best 
will breed in you a hundred 
virtues which the idle never 
know. 





HOW IS HE MADE EFFECTIVE? 
Ay OF Tiss: Expresses Stain 


man who disposes of the manu- 
factured goods. He must do it his 
own way. 

No, you cannot calculate the 
hours the salesman may work, 
nor can you mechanize him. Do 
not forget the typewriter business 
has changed during the last sev- 
eral years; competition is strong, 
the days of taking orders over the 
telephone as a matter of course 
have passed away, angles we do 
not enjoy have made the life of 
the salesman not quite so happy. 
Leaders have fallen by the way- 
side, other companies have come 
in, and in time they will reach 
their zenith and another company 
will forge ahead. So you see it is 
not quite so easy a matter to sell 
even the best advertised product; 
it must be sold by the salesman, 
and you cannot bring his time to 
hours, minutes and seconds. He 
will take care of that if the man- 
agement is worth anything at all. 


Working Sales Managers 


Give me the manager who hits 
the line hard, give me the work- 
ing manager who will spend his 
time in the field and not in sales 
meetings (sometimes opened in 
prayer) and he will give you a 
creditable sales force. There are 
too many general sales Managers 
who lack the esteem of their men, 
and there are too many managers 
who just do not know. One of the 
finest sales managers, and I be- 
lieve he will never be equalled, 
said to me “work, I will be patient 
and I know you will give me the 
business.” All over the world he 
was loved, if man can love an- 
other man. He was looked upon 
as a shining light and why? Be- 
cause he did not suggest mechan- 
izing his sales force. He just 
knew, and that is one of the rea- 
sons his company to the time of 
his retirement kept the lead by a 
large majority. You can lead a 
horse to water but you cannot 
make him drink. The sales force 
must work on honor, and to do 
that the salesmen must be hon- 
ored. 
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Rbbon ell a me es 


THE SAME AS FOR OTHER COMMODITIES 


used for manifold work and for 


UR technique in selling rib- 

bons and carbon is no differ- 
ent than that used in selling all 
our commodities. Knowing that 
these particular items are highly 
competitive, i.e., local and direct 
selling by manufacturers, we have 
perhaps placed a little more effort 
on them. We have tried to create 
in our customers’ minds that we 
have no competition, meaning, of 
course, the service angle and not 
the commodity. 

The first step in our merchan- 
dising of carbon and ribbon is to 
prove to our customer that since 
we have a typewriter department 
we should know a great deal about 
the supplies that go with the ma- 
chine. Our typewriter sales force 
takes time to explain to as many 
customers as they can about the 
rubber platen on a typewriter. In 
explaining, they tell about the 
softness or hardness of the platen 
in regard to the type work for 
which the machine is to be used. 
They do not, however, go into the 
respective merits of ribbons and 
carbons, but rather concentrate 
on the match of machine with 
work, plus supplies. The grades 
and quantities are left in the 
hands of our commercial item 
salesmen. With the true picture 
from the machine department, 
and freely quoting this depart- 
ment, our customers are then pre- 
sented with an explanation of 
graded items. 

We have attempted to familiar- 
ize our entire sales force with 
chain store competition. We feel 
that perhaps our customers know 
that they can buy typewriter rib- 
bons from these chain stores at 
lower prices. We also know that 
certain so-called consumer re- 
search magazines have recom- 
mended chain store ribbons as 
longer wearing. With this infor- 
mation in the hands of our sales 
force, they attempt to carefully 
explain that it isn’t always long 
wearing qualities that are impor- 
tant, but the type of work desired. 
With the complete information 
concerning the machine, i.e., as to 
its use for interoffice letters or 
direct to their customer, or any 
of the other many uses of letters, 


By F. W. AMEY 
Ream’s, Inc.. 
Lancaster, Penna. 
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the proper explanation is used in 
our attempt to introduce our par- 
ticular ribbon or carbon. 


Able to Tell Customer 


We feel that a customer using 
a typewriter for interoffice letters 
should be interested perhaps in 
longer wearing features. If the 
same machine is to make a large 
number of copies, every one hav- 
ing to be legible, we know the 
proper carbon to recommend. We 
have found so many times that 
the same sheet of carbon paper is 
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one copy letters. Since we have 
advance information as to each 
machine, we are better prepared 
to tell our customers what they 
can use to their best advantage. 


We have found in this system 
of ours that a large number of 
customers blame the carbon or the 
ribbon for inferior work. When 
they realize that a typewriter, as 
it gets older, acquires a harder 
platen, they are interested in our 
recommendation in order to elimi- 
nate supply trouble. Likewise, 
when a customer gets a new ma- 
chine we attempt to explain that 
the same supplies used in older 
equipment would naturally give 
different results. We do not get 
all of the typewriter business so 
we are continually watching for 
any competitive make typewriter 
that is delivered to our customers. 

We have sold our sales force on 
cooperative selling between de- 
partments. Each department tries 
to bring in the other and thus 
eliminate any possible mistake 
and the chance of losing an order. 
We personally feel that this sys- 
tem not only tends to help sales 
but definitely helps our customers 
Even if only one ribbon is involved 
potential sales created by the con- 
tacts more than offset the small 
sale with so much time taken, 
and we also realize that the re- 
peat business is very profitable. 





Interior of the Spacious Store of Ream’s, Inc., Lancaster, Penna., Where Large 
Quantities of Ribbons and Carbons Are Sold Daily. 
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Realizing that large quantities 
of carbon paper are used for spe- 
cial purposes, rather than just 
copies of letters, our sales organi- 
zation tries to get permission to 
submit a sample. These samples 
are requested of our supplier and 
tabulated. Incidentally, we have 
only one source of supply on 
an exclusive basis which allows 
concentrated effort by our sales 
force and the manufacturer's rep- 
resentative. When their repre- 
sentative visits us, we take him 
to the customer and check on the 
samples submitted. 

Our success with carbon binders 
had created one very interesting 
installation. We knew that some 
of the bookkeeping machine man- 
ufacturers did not sell carbon 
paper. With this thought in mind, 
we watched for new installations 
of bookkeeping machines. Our 
first test came and resulted in 


Ribbons oul Codie iz ay 


some very fine business with a 
company that never bought car- 
bon paper from us. We helped 
the bookkeeping system salesman 
do a better job and as a result he 
is very willing to call on us on 
every new installation. 

Our creed in our cooperative 
selling is never to place blame on 
any one thing. If a customer tells 
us that our ribbons are poor in 
quality and that they become torn 
or worn in a few days, we don’t 
immediately blame it on the type- 
writer but tell him that we will 
immediately check and make a re- 
port to him. After we have thor- 
oughly investigated to make sure 
that the proper ribbon had been 
shipped, our machine man visits 
the complaining customer and 
asks for permission to examine 
the ribbon and the _ typewriter. 
After careful examination he tells 
the customer that unless the man- 
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ufacturer has changed their num- 
bers the ribbon is the same as we 
have always furnished. With this 
entry he has a better opportunity 
to discuss the real reason for the 
wearing ribbon. The rest of the 
story is well-known. 

This might seem to some like a 
costly system to sell one ribbon 
or one box of carbon, but we feel 
justified knowing that we sell 
service and not a commodity, and 
we are repaid many times over in 
other types of business and in the 
repeated business which we enjoy 
with carbon paper and ribbons. 

In regard to our retail sales, we 
make sure that our stock is ade- 
quate and placed well in the front 
of the store. We also make sure 
that our clerks know the proper 
ribbons for particular makes of 
typewriters and the right kind of 
carbon for a customer’s special 
needs. 
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STIMULATE SALES OF OTHER PRODUCTS 


UR business obtained its very 

start by the selling of car- 
bons and ribbons from door to 
door. These were the first com- 
modities sold by this firm, which 
has grown from a one-man con- 
cern to fifteen employees, so we 
retain a very warm spot for this 
type of business. 

There is, however, common 
sense logic behind the promotion 
of carbons and ribbons in the of- 
fice outfitter’s scheme of Selling. 
This line can mean not only a 
surprisingly fine volume of busi- 
ness, but be a contributing factor 
in selling many other products. 

There are no. other’ items 
through which to become more 
intimately acquainted with the 
office buyer than ribbons and car- 
bons, due to the fact that it is 
necessary to develop through 
painstaking care the proper ink- 
ings of ribbons and weights of 
carbons to meet particular needs. 
Here is an opportunity for real 
service. The customer association 
develops closely and forms a basis 
for writing larger sales of other 
items. The very future of our 
business depends on not over- 
looking such small items for the 
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larger and more infrequent sales. 

When we first began talking 
carbons and ribbons it was on the 
basis of selling coupon booklets. 
It still is. The coupon booklets 
offer savings to the customer and 
defeat competition in the repeat 
orders. The average user of rib- 
bons and carbons does not recog- 
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nize differences in weights or 
softness of carbon, nor in the de- 
grees of weave and inking of rib- 
bons. We feel it is our job first 
to satisfy the user, then to record 
this information in our office, so 
that the customer will be certain 
to obtain the correct product for 
his particular application. We 
sell the customer the idea that he 
will not have to worry about not 
getting the same type of product 
consistently. 


Watch Changing Conditions 


The customer is always chang- 
ing typewriters, weights of writing 
paper, and office personnel with- 
out regard to matching carbons 
and ribbons to the changing cir- 
cumstances. It is our job to watch 
for these particular changes, rea- 
lizing as we do that the item 
which works out satisfactorily 
with one weight of paper and one 
type of platen will not be at all 
satisfactory under varying cir- 
cumstances. 

We feel credit is due to our 
supplier, whose policy of exclusive 
territory together with fieldmen 
help has been a large factor in 
the steady growth of this type 





20 


of service to our customers. Their 
aid to us has been invaluable. 
The dealer who buys ribbons and 
carbons from different sources 
without due regard for differences 
of quality and character of prod- 
uct is bound to find it difficult to 
maintain a constant uniformity of 
supply to the ultimate consumer. 

This subject of ribbons and car- 
bons is given its proper impor- 
tance in the set-up of the average 
successful office equipment deal- 


er. The retailer whose volume of 
business in carbons and ribbons 
has not been promoted properly 
simply does not realize their po- 
tentiality as sales-getters. Any 
Sincerely honest dealer, if he is 
at all ambitious, cannot help 
building a fine business around 
the nucleus of these items. 

The insurance of a constant 
source of a wide variety of rib- 
bons and carbons to meet each 
particular need, together with 
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RIBBONS AND CARBONS 


N THE merchandising of ribbons 

and carbons, there are several 
factors to be considered to make 
this a highly profitable depart- 
ment. The first is to select the 
product that the dealer feels will 
enable him to meet the competi- 
tion he will encounter in his terri- 
tory. 

The second is for the sales force 
to be sold on it and to take the 
time to become thoroughly famil- 
iar with the line. Then comes the 
most important factor of all, ie., 
to give the customer the correct 
ribbon or carbon best suited to 
his particular need. 

To do this the salesman must 
know the customer’s requirements, 
and study them carefully, as the 
average customer will buy on the 
salesman’s recommendation. This 
is a responsibility the salesman 
must be giad to assume, and this 
is where a thorough knowledge of 
the line comes in. 

We never try to fill a customer’s 
inquiry by telephone. We send our 
salesman to do this most impor- 
vant task, as we find it pays big 
dividends in repeat orders and 
often results in the sale of coupon 
books which keeps out competi- 
tion, especially the direct seller. 

There are four vital factors that 
the salesman must find out. First, 
the make and condition of the 
typewriter; second, the weights of 
paper used; third, the degree of 
finish on the copies desired, and 
fourth, the amount of pressure the 
operator uses in typing. This last 
is important, because an operator 
with a light touch presents an- 
other problem in giving the proper 
sheet to develop the desired re- 
sults. 


By JERRY GRUNER 
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adequate help in recommending 
particular products for specific 
cases, is certainly important to 
success in this business. Regular 
and thoughtful contacts for ren- 
dering specialized service to each 
customer in these lines is even 
more important to success. The 
prime ingredient in this, as in 
every other retailing job, is an 
honest effort to see how you can 
help your customer before he dis- 
covers the need. 
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Store of the Franklin De Kleine Company, Where Salesmen Are Students of Ribbon 
and Carbon Applications, Benefiting Both Customers and Themselves. 


We have found through years of 
experience that these four things 
are so closely related that every 
phase must be considered so that 
when the job is done the results 
are perfectly blended. We have fol- 
lowed these rules for several years 
and there have been only a few 
instances where we have been un- 
able to satisfy our customer. In 
some of these we know that the 
human element has played a part, 
i. e., there are always some who it 
is impossible to please, no matter 


what your product, or how much 
effort is put forth. I think all sta- 
tioners encounter this at some 
time or other. 

In determining the correct car- 
bon paper to match the weights of 
paper used, it is important to know 
just how many copies your differ- 
ent weights of carbons will make. 
For instance, we know that our 
7 pound sheet will make six clear 
copies, using up to 20 pound stock, 
but the same sheet will only make 
about four clear copies using 28 
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pound stock. In Lansing, there are 
quite a few insurance companies, 
and we run into this situation 
quite frequently. Another element 
encountered in this particular line 
is the finish of the carbon paper. 
In insurance work, the policies are 
written here and sent to the head 
office and sometimes back again. 
In the process the copies are sub- 
jected to a lot of handling, and if 
too soft a finish is used, they be- 
come smeared and result in com- 
plaint to the dealer. Where we 
know of this practice, we recom- 
mend a sharp, light finish. It will 
take a lot of handling, and will 
not smudge or look dirty, but will 
remain clear. 

In selling ribbons we also study 
the situation with the same thor- 
oughness. We recommend silk 
gauze ribbons for the following 
reasons: first, a much sharper, 
clearer impression is obtained from 
a silk ribbon than cotton, because 
a silk ribbon is 50 per cent thinner 
than cotton. Second, a _ twelve- 
yard silk ribbon will wear two to 
three times longer than a cotton 
ribbon. The finished work from 


silk is still neat looking copy when 
the ribbon is almost done. This is 
not true of a cotton ribbon. 

We have found that the time we 
have spent in studying this phase 
has paid well. We have obtained 
overhaul jobs on the customer’s 
typewriters because we have found 
in several instances that the type 
was too sharp, or out of line, caus- 
ing the ribbon to wear out long 
before its time. Our customers 
consider this a favor and not just 
an attempt to get more out of 
them. A lot of them did not real- 
ize the condition of their machine 
and have attributed their troubles 
to other causes and sometimes the 
operator. 

In merchandising ribbons and 
carbons and trying to analyze all 
factors, we have benefited to a 
very great extent by giving our 
customer service and in return he 
has shown his appreciation by 
giving us new business. We think 
there is no line we sell that does 
as much for us in getting cus- 
tomer good will as ribbons and 
carbons. 

Using this line of thought over 
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a period of years we always insist 
that our salesmen, new and old, 
carry samples of carbon paper 
with them at all times. We find 
that the older men as well as the 
new will get into places difficult of 
access, turning mediocre accounts 
into really good ones. 


Careful Study Pays 


As mentioned above, the study 
of the four factors, the machine, 
the operator, the weights of paper 
used and the desired darkness of 
copy, will pay the stationer divi- 
dends he has not thought possi- 
ble. We are selling merchandise 
today where SERVICE is a big 
factor and I believe that there is 
no line that will pay larger divi- 
dends which are so sorely needed 
than a good line of ribbons and 
carbons 

We also have our departments 
so arranged in our store so that 
the ribbon, carbon and typewriter 
paper sections all tie in together. 
This makes it easy for the inside 
man to suggest a new ribbon when 
asked for carbon paper and vice 
versa. 
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BUYING AND SELLING TECHNIQUES 


S IN every stationery busi- 

ness, ribbons and carbons 
are two of the main items in our 
line of merchandise. They have 
such an important position in our 
stock, because no business, re- 
gardless of size can be properly 
conducted without them; hence 
they are not office conveniences, 
but necessities. 


The office must have a type- 
writer. Every home should have 
one. Ribbons and carbons auto- 
matically follow the typewriter. 
In purchasing these two requisites 
for our stock, we try to get the 
best for our trade for the amount 
of money we know they would 
want to spend. We find “the best 
by test.” When we are approached 
by a representative of a ribbon 
and carbon company, we always 
request samples. We put these 
samples to work in our office. We 
test the ribbon for its clearness 
of copy, for its non-smearing 
qualities and for its durability. 


By F. H. ANKENEY 
Proprietor, 
The Ankeney Company, 
Cumberland, Md. 
¥ 

We test the carbon for the same 
qualities. After the test is made, 
we discuss the results with our 
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stenographers and give due con- 
sideration to them. 

While the test we give ribbons 
and carbons usually governs our 
decision as to what we shall stock, 
we also pay particular attention 
to the demands we have, and if 
we have calls for any other brand, 
we try to give service on it. 

We stock two grades of ribbons, 
both furnished us by the same 
manufacturer. When we have a 
call for a ribbon in our store, or 
when we are selling them out in 
the field, of course, we suggest 
the better one and explain to our 
customer why it is better. In most 
cases we Sell it, but if our cus- 
tomer should say that he could 
use something a little less expen- 
sive, we tell him about the cheap- 
er ribbon and explain its merits 
in comparison to price. We ignore 
the stocking of ribbons of the 
cheapest quality. The character of 
our store is such that we like to 
guarantee the service of all mer- 
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chandise sold or “money cheer- 
fully refunded;” therefore, it fol- 
lows that the grade of our rib- 
bons must qualify. We do supply 
a factory grade ribbon to a few 
customers who are large users, 
but these are always factory-to- 
user shipments. 

Our brands of carbon paper are 
varied. We carry a large stock of 
one make (the same as our rib- 
bons), and a small stock of several 
others. In the large stock, we have 
all weights and sizes and finishes 
that are suited to every model of 
typewriter. The small stocks of 
the other makes are carried be- 
cause of demand and only in the 
sizes, etc., which these demands 
require. With our typewriter car- 
bon, we also have a representative 
stock of pencil and hecktograph 
carbons. 

We always suggest the purchase 
of a box of 100 sheets of carbon, 
but if this should be too many 
for our customers, we can supply 
them a package of twenty-five 
Sheets or one dozen sheets. We 
also have a broken box on hand 


from which we will sell as few 
as one or two sheets. Of course, 
our price range is such it is sug- 
gestive of buying the larger quan- 
tities at a saving. 


Selling Quality Machines Builds 
Ribbon and Carbon Demand 


Our success in the promotion of 
this business, we believe, is due 
chiefly to the fact that we are 
agents for one of the best makes 
of typewriters and adding ma- 
chines. When we have supplied 
our customers with equipment 
that proves satisfactory in every 
way, it is only natural that they 
would think of us when accessor- 
ies are needed for it. We also have 
a first-class service department 
through which we can advertise 
our quality ribbons when over- 
hauls are made and ribbons are 
included. 

At various times during the year 
we have “specials” in this depart- 
ment. We give a very attractive 
reduction on the combined price 
of a box of carbon and a ribbon 
if both are purchased at the same 
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time and within the limit of that 
particular special. At times, we 
offer an eraser or one dozen pen- 
cils with the purchase of a box of 
our best grade carbon. 

We always suggest the use of 
our coupon books to our larger 
users. We Sell these coupons, one 
dozen to the book, at a saving to 
the customer of approximately 
the price of three ribbons. To the 
boards of education for school use, 
we Offer a special price if coupons 
are purchased in gross quantities. 

Our salesmen, especially our 
typewriter and adding machine 
representatives, are always on the 
watch for this type of business. 
They offer samples of carbon for 
trial and give advice for the use 
of the proper grade to give the 
number of copies required. 

We have found our ribbon and 
carbon department to give us the 
one thing necessary to the life of 
our business—PROFIT. Profit is 
made by the sale of goods, and 
sales are made when quality mer- 
chandise is offered and proper ef- 
forts made to distribute it. 


RIBBONS AND CARBONS—SHELF GOODS 


HEN OFFICE APPLIANCES re- 

quested a stationer like my- 
self to write an article on such 
highly specialized selling items as 
carbons and ribbons, the writer 
wondered how he could approach 
this subject to cope with the many 
real specialists in the business; 
so these remarks should not be 
construed as being from an au- 
thority on the subject of ribbons 
and carbons, but rather from a 
dealer who carries the merchan- 
dise on his shelf. We are, there- 
fore, going to proceed from that 
point of view. 


First, the important thing for a 
stationer is to be sure he has a 
standard brand of goods—a line 
that is nationally known. If he 
has such a line, he will receive a 
great deal of help from the fac- 
tory. This help is definitely 
needed today to cope with the 
price-cutters and low-priced mer- 


chandise sold under unethical 
conditions. We first sell the top 
grade of merchandise, which 


leaves such a wide difference of 
price that the customer could not 
help but realize there must be a 
difference in the quality; and the 
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dealer does not need to cut away 
his entire profit to meet competi- 
tive conditions. 

It is also necessary to carry 
competitive merchandise in all 
fields of competition, but it is just 
as easy to show a customer a $1.50 
ribbon and takes no more effort 
to take it off the shelf than it 
does a cheaper grade. 

Working from the inside of the 
store, the advantage is surely with 
the dealer because he can take 
the customer’s time to. tell 
why he should buy better mer- 
chandise. Our outside men con- 
tinually tell the customer that our 
factory is striving to improve the 
quality of the merchandise rather 
than attempting to make a prod- 
uct to meet a competitive situa- 
tion. We frankly tell our cus- 
tomers there are as many unethi- 
cal methods of distribution used 


in selling carbons and ribbons as 
in any other line. It is vital, 
therefore, to buy a line that has 
a national reputation—that makes 
good any ribbons or carbons that 
do not come up to requirements. 
This, backed by a dealer who is 
known for honest selling inten- 
tions, will bring results in the sale 
of carbons and ribbons. 


Window displays, counter dis- 
plays, and showing customer cata- 
logue and price list occasionally 
helps create a_ psychological 
thought in his mind that the line 
must be good or the dealer would 
not continually sell the same 
brand of merchandise year after 
year. A dealer who changes lines 
or changes imprints, attempting 
to make a longer profit or drive 
a closer bargain, will soon be out 
of the ribbon and carbon busi- 
ness. 

It is a line of merchandise to 
sell that keeps salesmen sharp and 
on their toes, and in our opinion 
this is the best selling help of any 
line in our business. 

We enjoy selling carbons and 
ribbons—especially a long line that 
has 1,005 items. 
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INKED RIBBONS AND CARBON PAPERS 


HE methods of selling carbons 

and ribbons are fundamentally 
no different from those employed 
in selling any other merchandise 
in a stationery store. Yet, there 
are thousands of stationers who 
regard this part of the business 
as an enigma that answers to no 
given formula of salesmanship 
as a phase of the business that 
cannot be controlled by the sta- 
tioner. Consequently, they leave 
it up to the direct men to sell car- 
bons and ribbons to the customers 
upon whom their own salesmen 
make daily calls for regular office 
supplies. 

Actually, carbons and ribbons 
are a vital part of any stationer’s 
business and can be one of the 
most profitable items in his stock 

How do we sell them? Well, we 
sometimes wonder ourselves, but, 
nevertheless, figures will bear us 
out in our contention that we are 
getting our part of this business 
and are doing it at no greater 
selling expense than is involved 
in the turnover of any other 
items. 

The first essential of good sales- 
manship is to know your product 

and your competitors! This ap- 
plies whether it’s office desks or 
canned salmon. It’s vital when it 
comes to selling carbons and rib- 
bons. Therefore, we try to edu- 
cate our salesmen—not only as to 
the features of our own carbon 
and ribbon line—but those of the 
competition as well. After all, 
every good stationer knows that 
every person who has a _ type- 
writer must buy ribbons and car- 
bons. And to sell them our brand, 
it is essential that our sales rep- 
resentatives be able to compare 
grades and prove the superiority 
of our product when competition 
develops. 

And that brings up something 
else—quality! We have made it a 
practice to sell quality in carbons 
and ribbons. And if others don’t 
do the same thing, they’re lost, ac- 
cording to our experience. We've 
found that a customer soon for- 
gets the price of quality merchan- 
dise if it proves as satisfactory in 
use as our salesmen have con- 
tended. We have found, by sad 
experience, that in order to main- 
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tain a successful turnover in this 
merchandise, it must be done on 
the better brands. Customers 
who use cheap merchandise will 
not hesitate to buy something 
cheaper from another salesman 
provided it looks like a “buy.” 


Knowing the Product 


But to get back to this matter 
of knowing the product. It is the 
writer’s belief that this is not a 
matter to be left up to the indi- 
vidual salesman. I have been very 
much interested and have 
watched very closely this part of 
our business for several years 
And I have spent a great deal of 
time with the factory men whose 
merchandise we handle. By try- 
ing to equip myself in such a man- 
ner as to have a fair knowledge of 
carbons and ribbons I believe I 
have impressed all our outside 
men with the importance of this 
type of merchandise. Further, we 
discuss carbon and ribbons at our 
sales meetings and hold schools 
when the factory-trained men are 
available. The result is that our 


salesmen do not pass up any op- 
portunities to develop a larger 
volume of carbon and ribbon sales. 
But, we don’t stop with personal 
salesmanship and outside calls. 

Some of the best display space 
in our store is given to these 
items. In fact, they are placed on 
the shelves in the second section 
from the front of the store, type- 
writer papers being first. We have 
found that these items (paper, 
carbons and ribbons) should be 
displayed close to each other. As 
a result, it often happens that 
only a suggestion from the floor 
salesman that the customer try 
our carbons and ribbons results in 
a sale. Our clerks find too, that 
it is very effective simply to lay a 
box of carbon on top of the box 
of paper that the customer has 
selected, and a ribbon on top of 
that. 

Now for a few extra tips. We 
send out samples of carbon to 
prospective customers. We place 
sheets of carbon in boxes of type- 
writer paper. We ask our sales- 
men to talk these items. We dis- 
play them in our windows and on 
our counters. We use envelope 
stuffers and blotters telling our 
carbon and ribbon sales story. 

There are tricks to every trade. 
Will these methods sell carbon 
and ribbons? All I can say is that 
they work very well for us. I 
think they will do the job for any- 
one else. 





Customers in the Store of The Office Supply Company, Jackson, Miss., Intently 
Studying Merchandise Offered for Sale. Among the items always given graphic and 
informative display are ribbons and carbons. 
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NATIONAL TYPEWRITER DEALERS’ 
SPECIAL CONVENTION SECTION 


Sixteenth Annual Convention Reports and Addresses 


Chicago Zz lay. Sted al Sixteenth 


ANNUAL N. 


ITH total attendance run- 
ning close to 400, the six- 
teenth annual convention of the 
National Typewriter & Office Ma- 
chine Dealers Association held in 
the Palmer House, Chicago, July 
21, 22 and 23 takes its place in the 
category of successful conclaves. 
Throughout all the regular ses- 
sions the basic theme was related 
to the problems of business opera- 
tion under the impact of the Na- 
tional Defense program. Virtually 
every speaker included sugges- 
tions for capitalizing upon the 
seller’s market which has devel- 
oped as result of the tremendous 
increase in production stemming 
out of Defense activities 
At the concluding session on 
Wednesday afternoon, Irwin Vin- 
cent of the Western Typewriter 
Company, Topeka, Kas., was elect- 
ed president. A. H. Wittekind of 
New York City was moved up 
from secretary to vice-president, 
and Leo.Adler of the Cleveland 
Calculating Company, Cleveland, 
was re-elected treasurer. In ac- 
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cordance with custom, the secre- 
tary will be chosen by the new 
president at his convenience. 

The following board of directors 
was unanimously chosen: Chair- 
man, Lamont H. Wood, Midwest 


Typewriter Company, Kansas City, 


Mo.: William F. Clausing, Inter- 


national Typewriter Exchange, 


Chicago, Ill.; Elmer Young, Young 
Office Machines Company, Chi- 
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cago, Ill.; James P. Ward, Reliable 
Typewriter & Adding Machine 
Corporation, Chicago, Ill.; Luis De- 
Olazarra, Shipman-Ward Manu- 
facturing Company, Chicago, II1.; 
W. R. Shilling, Fort Pitt Type- 
writer Company, Pittsburgh, 
Penna.; John Loser, Noiseless 
Writing Machine Company, New 
York City; John LaHiff, J. E. Al- 
bright & Company, New York 
City; I. R. Ritchie, Addressing 
Machine & Equipment Company, 
New York City; James J. Sheehan, 
Office Appliance Company, Provi- 
dence, R. I.; F. Ketcherside, Buck- 
land-Van Wald Company, Detroit, 
Mich.; O. A. Olson, Typewriter 
Service Shop, Detroit, Mich.; R. H. 
Preston, Preston Typewriter Com- 
pany, Knoxville, Tenn.; Stanley 
Stemp, Stemp Typewriter Com- 
pany, Madison, Wisc.; Albert 
Schlecht, Typewriter & Supply 
Company, Cleveland, Ohio; J. G. 
Doyle, Doyle Typewriter & Office 
Machines, Kansas City, Mo.; O. D 
Morrill, Ann Arbor, Mich.; Fred 
Carpenter, United Typewriter & 
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Palmer House, Chicago, Monday Evening, July 21. 
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Adding Machine Company, Wash- 
ington, D. C.; A. E. Glassman, City 
Typewriter, Rochester, N. Y., and 
Paul McWilliams, Little Rock, Ark. 

Washington, D. C., was chosen 
as the convention city for 1942. 
Invitations were also. received 
from Baltimore, Md., and Kansas 
City, Mo., but the approval of 
Washington was practically unan- 
imous. 

A highlight of the program was 
a trip to Milwaukee by bus to view 
the famous collection of type- 
writers presented to the Milwau- 
kee Public Museum by Alderman 
Carl P. Dietz. A large majority of 
those registered took the trip and 
found it worth while from the 
standpoint of education as well as 
reminiscences, because many of 
them saw typewriters like those 
upon which they worked “’way 
back when.” 


Monday Morning 


The convention was officially 
called to order by President John 
Loser about eleven o’clock Mon- 
day morning. Mr. Loser introduced 
Tom Stack of the Stack Type- 
writer & Supply Company, Chi- 
cago, who in turn presented Alder- 
man William Cowhey, who wel- 
comed the delegates in the name 
of the city of Chicago. Mr. Loser 
then appointed James P. Ward, 
Reliable Typewriter & Adding Ma- 
chine Corporation, chairman of 
the day and the convention was 
well under way. 

The first speaker, Alderman 
Carl P. Dietz of Milwaukee, gave 
an interesting review of the de- 
velopment of the typewriter in an 
address entitled A Collector of 
Typewriters Tells His Story. He 
pointed out that there were no 
machines for typing, bookkeeping, 
calculating or duplicating in 1874. 
Inefficient manual methods were 
used until Christopher Latham 
Sholes invented the first practical 
typewriter in Milwaukee nearly 
seventy years ago. Today most 
offices are completely mechanized 

Of the 675 different typewriters 
on the market since 1874, models 
of 450 are in the collection at Mil- 
waukee. With justifiable pride, 
Alderman Dietz spoke of his col- 
lection work and then expressed 
his thanks to the many members 
of the industry who have assisted 
in securing old models. 

Complete text of 
Dietz’ address and of 
major speeches of the convention 
are presented elsewhere in this 
issue. 

Because of his relation to the 
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all other 





President-Elect Vincent of 
the Western Typewriter 
Company, Topeka, Kans. 


office machine industry, Alderman 
Dietz was given an honorary 
membership in N.T.O.M.D.A. 
Following an invitation from J 
O. Waedekin, president of the Mil- 
waukee Typewriter Dealers Asso- 
ciation, that all delegates to the 
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convention be sure to make the 
trip to Milwaukee, a gentleman 
called O. R. Cedarstrom, supposed- 
ly of Denmark, was introduced. 
After a humorous address that 
tickled the risibilities of those 
present, he was revealed as Axel 
Christiansen of Chicago, a well- 
known impersonator on the radio. 

The next speaker was Clyde 
Jungbluth, sales manager, porta- 
ble division, Underwood Elliott 
Fisher Company, New York City, 
whose topic was Are You Becom- 
ing Complacent in This 1941 Mar- 
ket? He challenged his listeners 
to get more than a normal share 
of the current business increase. 
Complacency now will result in 
the exaction of a terrific price for 
future lack of business. He em- 
phasized the need for improving 
service, getting more _ intensive 
coverage of local markets, con- 
tinuous sales promotion activities 
and special attention to the old, 
established customer. 

Just before lunch, Secretary A. 
H. Wittekind presented his annual 
report, which was accepted with 
unanimous approval. 


Monday Afternoen 


Chairman of the Day James P. 
Ward called the meeting to order 
and immediately asked for the 
annual report of Treasurer Leo 
Adler. Mr. Adler presented his fig- 
ures and his report was unani- 
mously accepted. 

The rest of the afternoon was 
given over to four informative ad- 
dresses, and a series of seven slide 
film sound pictures. The pictures 
were shown under the name of 
Strategy in Selling and presented 
through the courtesy of J. C. As- 
pley, president of The Dartnell 
Corporation. In impressive, 
graphic manner, this series of still 
pictures was effectively hooked up 
with comments showing how 
many salesmen make mistakes 
and how these errors can be over- 
come. 

The first speaker was Dr. J. H 
Hazelhurst of the Personnel In- 
stitute, Chicago, who spoke on The 
Importance of Personnel Manage- 
ment. Although many of the sur- 
face problems of today are the 
same as those that existed during 
World War No. One, Dr. Hazel- 
hurst indicated that many of the 
basic factors are different. He 
presented the case for personnel 
management, pointing to the rise 
in unionism even among office 
workers, suggesting that it was 
much better to recognize the prob- 
lem and try to solve it before it 
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became acute. Sudden changes 
often cause disintegration of long 
established businesses. Being con- 
cerned with fundamental person- 
nel problems now may save a 
business in the future. 

J. M. Hackney, sales manager of 
the wholesale portable department 
of Remington Rand Inc., Buffalo, 
N. Y., read an interesting paper 
entitled Doing Business In A 
Seller’s Market. Four years ago, 
he said, business was so good that 
records were being compared with 
those of 1929. Three years ago 
there was a recession. Two years 
ago the world was wondering 
about a “phony” war. One year 
ago war came in earnest. Today 
we are under the stresses of an 
unlimited emergency. From this 
background Mr. Hackney pro- 
ceeded to show that now is the 
time to consolidate business posi- 
tions, to build prestige, to spend 
the extra money that is coming 
in because of increased business 
in advertising and general promo- 
tion work. His suggestions were 
well received by those present. 

Under the title Emancipation of 
the Blind Through the Use of 
Typewriters, William Page, super- 
intendent of Parental Schools of 
Chicago, paid a tribute to the 
typewriter industry for what it 
had done in the production of 
machines to help blind people be- 
come useful, productive citizens. 

M. S. Bandoli, sales manager, 
Victor Adding Machine Company, 
Chicago, spoke on the vital subject 
Organizing to Do a Selling Job. 
Like preceding and following 
speakers, he stated that we are in 
a seller’s market, adding the com- 
ment that we are becoming short- 
sighted because business is coming 
in too easily. He urged that deal- 
ers get down to fundamentals of 
organization building in order to 
create sound channels of distribu- 
tion in the industry. Organize 
promotion programs by seeking 
facts, studying markets and put- 
ting the information in under- 
standable form for all retail sales- 
men. Application of modern mer- 
chandising techniques are neces- 
sary. These involve presentation, 
demonstration and approval of 
product in service. 


Tuesday at Milwaukee 


Within a half hour after sched- 
uled starting time, three char- 
tered busloads of convention dele- 
gates were on their way to the 
city of Milwaukee, about ninety 
miles distant. At the outskirts of 
Milwaukee, the busses were met 


by a welcoming committee from 
the Milwaukee association and led 
by a motorcycle escort to the pub- 
lic museum. There, under the 
guidance of Alderman Dietz, a line 
was formed and everyone visited 
all parts of the great typewriter 
collection. As might have been 
expected, the inspection tour took 
longer than planned, because so 
many of the visitors wanted to 
stop and talk about the various 
models on display, which were of 
the kind of machines “I worked 
on” years ago. 

After leaving the museum, the 
entire group went to the Forst 
Keller, an old fashioned restau- 
rant in one of the Pabst Brewing 
Company buildings. There, to the 
tune of music by an orchestra 
which was provided by the Amer- 
ican Writing Machine Company, 
everyone enjoyed a_ delectable 
lunch. 

The afternoon was devoted to 
tours through the famous Pabst 
brewery, and journeys by busses 
through the parks and other 
beauty spots of Milwaukee. 

The return trip was started 
about 5:30 in the afternoon and 
ended at the Ivanhoe Catacomb 
Gardens on the north side of Chi- 
cago, about 7:30. During the 
course of the evening convention- 
ites had opportunities to visit the 
catacombs and to enjoy a fine 
floor show. Later, Henry Karcher, 
magician and uncle of Hazen 
Ames, president of the Ames Sup- 
ply Company, entertained the 
crowd. 


Wednesday Morning 


The last day of the convention 
opened with President Loser ap- 
pointing Al Schlecht, Typewriter 
& Supply Company, Cleveland, 
Ohio, as chairman of the day. Mr. 
Schlecht took charge and intro- 
duced W. H. Beckwith, advertising 
manager of the Royal Typewriter 
Company, Inc., New York City, 
who talked on Trends in Portable 
Typewriter Merchandising. 

On the premise that the port- 
able typewriter is becoming a 
home appliance, an opinion sub- 
stantiated by another speaker, 
Mr. Beckwith said that too many 
dealers have not registered them- 
selves with non-office buyers as 
sources of portable typewriters. 
The home market is large and is 
getting larger. To reach it the 
dealer must come to understand 
today’s typical portable buyer. Mr. 
Beckwith described her as a 
mother who is interested in giv- 
ing every possible advantage to 
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ON OPPOSITE PAGE. — Familiar figures 

snapped at the N. T. O. M. D. A. Convention. 

1. Front row: Jim Treanor, Peerless Key-Im- 
perial Mig. Co.; J. L. McDonough, Royal 
Typewriter Co.; Luis De Olazarra, Ship- 
man-Ward Mig. Co. Standing: Ben Teck. 
Royal Typewriter Co.; E. E. Hermann, 
Hermann Typewriter Co., Battle Creek. 
Mich.; F. H. Heier, Heier Office Machines. 
Benton Harbor, Mich.; Elmer Young. 
Young Office Machines Co.; Tip O'Neil. 
Royal Typewriter Co.; Sam Polonsky, All 
Makes Typewriter Exchange. Chicago. 

2. H. Morse, National Business Machines 
Co., Milwaukee: I. R. Ritchie, Addressing 
Machine & Equipment Co., New York; 
Joe Rubenstein, Addressing Machine & 
Equipment Co. (seated); Walter Brett, 
International Office Appliances, Inc.; Ar- 
thur Lyons and S. E Durand, Reliable 
Typewriter & Adding Machine Corp. 

3. F. S. Himebauch, i. Vasen and K. A. 
Adams, Victor Adding Machine Co.; J. L. 
Macon, J. L. Macon Office Machine Co.. 
Chicago; Wes Beutler, Typewriter Spe- 
cialists, Chicago; W. R. Shilling, Fort 
Pitt Typewriter Co., Pittsburgh; Pete Car- 
roll, Globe Typewriter Co., New York. 

4. M. S. Bandoli, J. L. Jackson. M. D. 

Hagen, all Victor Adding Machine Co. 

A. B. LaFleur, L. C. Smith & Corona 

Typewriters, Inc., conspicuous as a man 

who borrowed a tool and returned it; 

C. L. Jones, Woodstock Typewriter Co. 

6. W.H. Lewis, Royal Typewriter Co.; Mar- 
cus Harwitz, Regal Typewriter Co., a man 
who had lunch in New York Monday noon 
and was in Chicago in time to participate 
in part of the afternoon session; Wesley 
Beckwith and E. A. Napp, Royal Type- 
writer Co. The face apparently floating 
past Mr. Lewis is a part of the attractive 
Royal decorations. 

7. Emil Peluso and J. N. Keenan, Manufac- 
turers Typewriter Clearing House. 

8. William J. Page, superintendent Parental 
School, Chicago, Ill.: Tom Stack, Stack 
Typewriter & Supply Co., Chicago; Wil- 
liam J. Cooney, director expenditures 
and economy, Chicago Public Schools. 

9. Rudy Hug, C. L. Jones and R. W. Sears. 
II, president, Woodstock Typewriter Co. 

10. Al. Garrigan, Typewriter Equipment Co.. 
Springfield, Ohio: Ed Knecht, Peter Paul 
Mechanical Service, Cleveland. 

11. A hard working trio: Harry Kingery, 
Kingson Service, Chicago, in charge of 
the registration; R. E. Hoover, Young 
Office Machines Co., secretary executive 
committee; Sam Fogel, Mid-City Type- 
writer Exchange, president Chicago Type- 
writer Dealers Association and sub-chair- 
man of the convention committee. 

12. R. LaBres, Manufacturers Typewriter 
Clearing House, Chicago; Marcella Kush; 
W. C. Kitchler, Abernethy-Kitchler, St. 
Augustine, Fla.; Mrs. LaBres. 

13. Loren E. Spiece, Loren E. Spiece Type- 
writer Co., Bucyrus, Ohio; Irwin Vincent. 
Western Typewriter Co., Topeka, Kansas. 

14. E. A. Hug, University of Chicago Book 
Store; R. J. Hug. Woodstock Typewriter 
Company—thought to be the oldest 
brother pair of active typewriter men in 
Chicago. 

15. Tom Stack and Alderman William Cowhey. 

16. Three Wholesalers: W. K. Davis. Walter 
Button, Dean Borresen. all Wholesale 
Typewriter Co. 

17. Paul F. Hooker, Decker’s, Lafayette, Ind.; 
Lavina Holzer, Alliance Typewriter Serv- 
ice. Alliance, Ohio; J. H. Barnett, the 
Print-O-Matic Co.; Lucille Petite, Print-O- 
Matic Co.; Eva Goodchild. Salem Type- 
writer Exchange, Salem, Ohio. 

18. K. W. Gaar, Gaar Brothers Typewriter 
Co., Des Moines; H. Nuhn and C. L. 
Jones, Woodstock Typewriter Co.; Harry 
Ferer, All Makes Typewriter Co., Omaha; 

. B. Gaar, Louisville Typewriter Co. 

19. Richard Showers, Indiana Cash Drawer 
Co.; Paul S. Jones, L. C. Smith & Corona 
Tvvewriters, Inc.; Joseph Showers and 
a Showers, Indiana Cash Drawer 
70. 

20. K. W. Gaar, Gaar Brothers Typewriter 
Co., Des Moines; V. A. Hart. Royal Type- 
writer Co.; Harry Ferer. All Makes Type- 
writer Co., Omaha; H. E. McArthur. 
Nebraska Typewriter Co., Lincoln, Nebr.; 
Ray Anders, Ames Supply Co. 

21. G. H. Park, F. E. Cockrill. Jim Lafferty. 
Ray Noonan and Clvde _ Jungbluth 
(seated), all Underwood Elliott Fisher. 


her son or daughter. If it can be 
proved to her that the portable 
typewriter is a distinct advantage 
to her children, she will buy it 
readily. To get this typical buyer 
into the store, small display ads in 
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newspapers presented consistently, 
bright and colorful window dis- 
plays, home appliance atmosphere 
in the store and demonstration 
pointed toward results rather 
than mechanical features are 
needed. 

Continuing the theme started 
by Mr. Beckwith, A. E. Van Wag- 
ner, advertising manager of the 
American Writing Machine Com- 
pany, New York City, spoke on the 
subject of Typewriters as Home 
Appliances. Because they are in 
this category, Mr. Van Wagner 
pointed out that they are in com- 
petition with other home appli- 
ances and indeed, are in the gen- 
eral competition for the con- 
sumer’s dollar. People have more 
money to spend now, and it is up 
to the typewriter dealer to go out 
after this enlarged market aggres- 
Sively. A low price alone will not 
accomplish the desired result. Ap- 
proaches must include other basic 


appeals—pride, pleasure, profit, 
caution, affection and utility. 

S. J. Graff, sales manager, 
Speed-O-Print Corporation, Chi- 


cago, gave a brief but interesting 
talk on Developing the Duplicat- 
ing Machine Department. He as- 
serted that the stencil duplicator 
is the most hungry machine in 
the office equipment dealer’s store. 
Supplies are always needed by the 
purchasers. He recommended es- 
tablishing a separate department 
for duplicating machines under 
an experienced manager. At least 
one machine should always be 
ready to turn out work as a dem- 
onstration. A card record of cus- 
tomers and prospects should be 
kept and the dealer should initiate 
and follow-through an advertising 
and display program. 

Figuring Machines and Defense 
was the title of the address pre- 
sented by Gordon Laurence, vice- 
president of Allen Calculators 
Inc., New York City. After citing 
ten factors which point to the 
need for special planning and 
preparation by the retail dealer of 
office machines, Mr. Laurence 
urged that the dealers put their 
business houses in order now. 
Sales without delivery result in 
little if any profit. For that rea- 
son he suggested giving serious 
consideration to the sale of figur- 
ing machines, particularly in the 
higher priced brackets. There is 
also a ready market for cash re- 
gisters at the present time. The 
Defense program either directly or 
indirectly offers a fine opportu- 
nity for the dealer to sell more 
figuring machines 


The final address of the conven- 
tion was offered by Fred Brown, 
sales manager of the Dawn Man- 
ufacturing Corporation division of 
The Hall-Welter Company, Inc., 
Rochester, N. Y. Mr. Brown titled 
his comments Hitting Hysteria, 
then inducted everyone present in 
his society, whose name is cryp- 
tically initialed S. P. P. P. P. P. 
Those who sign up, he Said, are 
pledged not to worry—to work 
and pray—to laugh and play. Too 
many people worry about things 
that never happen, using up 
energy that should be directed to- 
ward creative activity. Then he 
revealed the name of the organi- 
zation, which is Society for the 
Prevention of People Putting 
Parsley on Potatoes. 

The nominating committee was 
called upon to report and offered 
the slate which is listed in a pre- 
ceding column. 

The auditing committee re- 
ported the books of the associa- 
tion as being correct. 
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The resolutions presented by 
the resolutions committee were 
brief and few in number. They 
involved the suggestion that a 
telegram of greeting be sent to 
Lamont Wood, former president, 
who is convalescing from a long 
illness, and the expression of 
thanks to the Chicago convention 
committee and members of the 
local association for the good 
work done in staging a successful 
convention. 

Following some _ discussion, it 
was determined to continue the 
office of secretary as appointive 
with recommendation that the 
new board of directors consider 
changing it to elective in the 
future. 

During a short open forum, 
President-Elect Vincent brought 
up the subject of the new inter- 
pretation of the Wage and Hour 
Law. He told of many provisions 
of the law, which were presented 
in detail in the July issue of OFFICE 
APPLIANCES. 





DELEGATES AND THEIR LADIES ON THE ROAD TO AND AT MILWAUKEE. 


At the Milwaukee museum: C. I. Whitmer, Typewriter Exchange, Columbus, Ohio; Alderman 
Carl P. Dietz. Milwaukee; O. A. Olson, Typewriter Service Shop, Detroit. 
E. W. Snyder, Wholesale Typewriter Co.; A. E. Van Wagner, American Writing Machine Co.; 


, Charles Van Wald, Buckland-Van Wald Co., 


Detroit. 


. Some of the Milwaukee greeters: S. Birch and P. A. Evans, Woodstock Typewriter Co.; F. W. 
Gray. Riewer & Gray; Carol Terwelp; Mrs. Terwelp; Ted Terwelp, Acme Typewriter Exchange; 
Walter Lemke and J. O. Waedekin, American Wniting Machine C 


. Otto Kretchmer 


Supply Co., Kansas City. 


Peerless Key-Imperial Mfg. Co.; 


Kansas City; Jim Treanor, Peerless Key-Imperial Mig. Co.; J. 


oO. 
J. E. Chaffee, All-Makes Typewriter Co., 
G. Doyle, Doyle Typewriter & 


. Floyd Ketcherside, Buckland-Van Wald Co., Detroit; Harry Kingery, Kingson Service, Chicago. 
. Loray Anderson, Los Angeles: Mrs. R. C. Anderson, Business Appliance Co., Los Angeles; 


Mrs. C. A. Young, Chicago. 








CONVENTIONITES POSE FOR PICTURES 
l. J. J. Sheehan, The Office Appliance Co., Providence, R.I.; H. Tierney 


o.; Mrs. 


Typewriter Co. Rear: W. A. O'Neil and Bill Franz, Royal Typewriter 


R. L. Smith, Waltz Typewriter & Adding Machine Co.; 
Marcus Harwitz, Regal Typewriter Co.; W. H. Lewis, Royal Typewriter 


and Joseph Burton, Underwood Elliott Fisher Co. 

. R. D. Brewington, Brewington Typewriter Co., Houston, Tex.; Gordon 
Laurence, Allen Calculators, Inc.; George Herrmann, Heyer Corp. 

. Harry Ayres. Speed-O-Print Corp.; Mrs. Viola Schweiss, Fletcher 
Typewriter Co., St. Louis: S. J. Graff, Speed-O-Print Corp. 

Mrs. W. A. O'Neil, Mitzi Davis, Mary O'Neil and Marjorie Vowell, 
Central Typewriter Exchange, Chicago. 

. Front row: Ben Teck, Royal Typewriter Co.; Ida May Waltz, Waltz 
Typewriter & Adding Machine Co., Cincinnati; G. C. Morley, Royal 


Co 


: Harvey Drewes, Young Office Machines Co.; A. W. Techenbrock, 


Elliott Addressing Machine Co.; P. A. DuPont, Office Machine Service, 
Chicago. 


. Herb Wiley, Typewriter Service Co., Springfield, Ill.; Frank Auten 


and Bill Welch, W. W. Welch Co. 


. Dal Marvil, Ames Supply Co.; H. McDaniel, Cairo a eg we i 


change, Cairo, Ill.; Bob Brown, Wholesale Typewriter Co.; 
Nestor, Nestor Typewriter Exchange, Detroit. 


After selection of the 1942 con- 
vention city, which was Washing- 
ton as previously recorded, the 
convention officially adjourned. 


Annual Banquet 


On Monday night, the annual 
banquet got under way a little 
late, but with a big flourish by all 
present standing to sing the Star 
Spangled Banner. Before dessert 
was served in the usual Palmer 
House style of waiters parading in 
to stirring music by the orchestra, 
an interesting floor show was ini- 
tiated. Dancers, a juggler, acrobatic 
clowns and a sleight of hand artist 
performed creditably. The enter- 
tainment was broken into for in- 
troductions of personages, under 
the chairmanship of Sam Fogel, 
president of the Chicago Type- 
writer Dealers Association. He pre- 
sented National President John 
Loser, who introduced Vice-Presi- 
dent Irwin Vincent, Secretary A 
H. Wittekind and Treasurer Leo 
Adler 

A special gift was made to El- 
mer Young, chairman of the Chi- 


cago convention committee. The 
waiter approached the speakers’ 
table with a large glass punch 
bowl and after an intentional trip, 
dropped the bowl to the floor. Mr. 
Young accepted the gift on the 
grounds that he would have made 
the presentation in the same way. 


Mr. Fogel then introduced Roy 


Hoover, secretary of the Chicago 
convention committee, paying 
tribute to him as the one who did 
most of the work. Mr. Hoover 
passed the credit on to Elmer 
Young, who expressed his delight 
with the attendance, response, and 
enthusiasm of the convention. Mr. 
Loser closed the formal part of the 
evening with a compliment to Mr. 
Fogel for his contribution to the 
success of the gathering. The rest 
of the evening was devoted to 
dancing and general good time 


Ladies’ Entertainment 


After viewing the exhibits and 
meeting old friends and new, the 
ladies met with the men on Mon 
day morning for the first few min- 
utes of their meeting. Alderman 


Cowhey, having given Chicago’s 
welcome to the N.T.O.M.D.A., 
President John Loser introduced 
Mrs. Clarice Young, who, in her 
welcome to the ladies, said: “The 
conventions have prospered since 
the ladies began attending. As it 
is not right for man to live alone, 
so it is not right for man to attend 
the convention alone.” 

The feature of the day for the 
ladies was a personally conducted 
tour through the Marshall Field & 
Company store. Many in attend- 
ance would have enjoyed hours 
rather than minutes to view the 
unique features displayed and ex- 
plained. A visit to Field’s pantry 
was concluded with entrance to 
the famous Walnut room, where 
about sixty convention ladies en- 
joyed a delicious luncheon amid 
beautiful surroundings and relax- 
ing music. Adding to the pleasure 
was the style show presented by 
Field’s attractive models, which, 
without doubt, gave the ladies 
“ideas.” 

The outstanding convention 
identification badges, saying “I 
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am”—(Mary Smith, or what have 
you), produced much interest 
among Field’s customers. One bold 
person actually inquired whether 
or not these ladies really repre- 
sented the “I Am” cult. 

A visit to the Art Institute was 
the feature for Wednesday morn- 
ing. The ladies were especially en- 


thusiastic over the thirty-seven 
American rooms in miniature, all 
made by skilled experts in the 
workshop of Mrs. James Ward 
Thorne and much interested in 
watching an artist working on a 
huge piece of sculpture. 

They returned to the Palmer 
House for luncheon with the men 
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and spent the afternoon in the 
Chicago theater enjoying the pic- 
ture, “Moon Over Miami,’ and 
Sammy Kaye and his orchestra. 

Mrs. Young and her committee 
deserve much praise for the splen- 
did manner in which the ladies’ 
entertainment was planned and 
executed. 


Convention Incidentals 


Marcus Harwitz of the Regal 
Typewriter Company is a fast 
mover. On Monday, the opening 
day of the convention, he had 
lunch in New York City, and was 
in Chicago to sit in on the closing 
minutes of the afternoon program. 
He was a little late, but the air- 
plane certainly speeded up his 
rate of travel. 

* * * 

Alderman Dietz and W. R. Shil- 
ling were observed in animated 
conversation in front of the dis- 
play case in the Dietz Typewriter 
Collection in the Milwaukee Pub- 
lic Museum where the Shilling and 
the Fort Pitt typewriters were on 
exhibit. The reason for the special 
conversation becomes apparent 
when it is recalled that Mr. Shil- 
ling’s company, now no longer in 
the manufacturing business, pro- 
duced both machines “’way back 
when.” 

* * . 

Al Hug of the University of Chi- 
cago Book Store, and Rudy Hug of 
the Woodstock Typewriter Com- 
pany, were both in attendance. 
They are the oldest “brother team” 
in the typewriter industry in Chi- 
cago. 


+ * * 


Elmer Young was the last to 


board the last bus for Milwaukee 

Tuesday morning. Apparently he 

did not like the absence of empty 

seats, because he transferred to 

another bus in Grant park, before 

final departure for Milwaukee. 
* * * 

The bus drivers didn’t seem to 
know the way to Milwaukee. Which 
resulted in an unscheduled stop 
before leaving the limits of Chi- 
cago at a service station where the 
soft drink dispenser was soon 
empty. 

+ 7 . 

John Loser claims to have spent 
all of Tuesday “getting out of the 
dog house.” 

* - ~ 

An interesting incident as the 
busses were preparing to leave 
Milwaukee, was Bob Goldblatt 
serving ice cream cones to the la- 
dies, with the well expressed ap- 
proval of Walter Button. 

” + * 

Brother Waedekin of Milwaukee 
certainly functioned well as gen- 
eralissimo of activities in the 
Cream City ‘also famous for its 
breweries). 

a * ” 

Jim Ward, master story teller, 
once again proved his skill as a 
meeting chairman on Monday. He 


is a session executive par excel- 
lence. 
+. = - 

Delivery delays due to Defense 
requirements were capitalized by 
the W. W. Welch Company. A man 
in the company’s booth said, “So 
sorry, but we can’t sell you this 
year! Because: 1. We are protect- 
ing established dealers! 2. They 
took them away too fast! 3. After 
all, there IS a war! However—1. 
We'll be happy to serve you next 
year! 2. New numbers have been 
developed! 3. Larger stock is being 
built up! Step in and Cool Off—”’ 

Some attractive and valuable 
souvenirs were distributed during 
the convention. 

Ames Supply Company gave 
celluloid rulers equipped with a 
magnifying glass at one end. 

Reliable Typewriter & Adding 
Machine Corporation distributed 
plastic cases for business cards. 


Remington Rand Inc. donated 
twenty-seven triple-head electric 
razors, which were awarded under 
the direction of James Hackney 
and George Fotis. 

The Wholesale Typewriter Com- 
pany presented each delegate with 
a leather covered note book. 


Exhibitors at N. T. O. M. D. A. Convention 


ALLEN CALCULATORS, INC., New York 
R. C. Allen calculating and adding machines 
were shown in many models. Gordon Laurence 
was in attendance 

AMES SUPPLY COMPANY, Chicago. A dis 
play consisting principally of a number of 
dealer aids supplied by the company and sev 
eral large pictures of the Ames plant. Hazen 
Ames and Dal Marvil were in attendance 

CURRAN CORPORATION, Malden, Mass 
This booth featured the company’s line of 
*Gunk,”’ a new material used for recondition 
ing business machines 

DAWN MANUFACTURING COMPANY, 
tochester, N. Y Showing the firm's complete 
line of copyholders as separate units or at 
tached to machines. The display was in charge 
of Tom Stack, the Stack Typewriter & Supply 
Company, Chicago 

ELLIOTT ADDRESSING MACHINE COM- 
PANY, Cambridge, Mass.—Various types and 
sizes of addressing machines were shown 
E. S. Parker was in charge 

HEYER CORPORATION, Chicago —This 
hooth contained a display of the company's 
line of duplicators and duplicator supplies 
F. M. Sargent was in charge 

INDIANA CASH DRAWER COMPANY, She! 
byville, Ind.—A showing of cash drawers dis 
played in conjunction with several makes and 


sizes of adding machines. Richard, Joseph and 
William Showers were in attendance 

OFFICE APPLIANCES, Chicago The trade 
journal of office equipment exhibited in a boot! 
where copies were available 


PARAMOUNT DICTATING MACHINE & 
RECORD CORPORATION, New York, N. \ 
An exhibit of dictating machine transcribing 
equipment with many rebuilt models on view 
Joe Rubenstein was in charge 

PRINT-O-MATIC COMPANY, Chicago 
Showing the firm's line of duplicators in an at 
tractive setting J. Barnett and Miss Lucille 
Petite were in attendance 
REMINGTON RAND INC., Buffalo, N. \ 

A comprehensive display of portable typewriters 
was shown under the direction of L. A. Var 
Sant, George W. Fotis and J. M. Hackney 
ROYAL TYPEWRITER COMPANY, INC., 
New York, N. ¥ A display of Royal portable 
and standard typewriters with attractive Neor 
lights leading the way to the booth. Wesley 
Reckwith was in charge 
SHIPMAN-WARD MANUFACTURING COM- 
PANY, Chicag A display featuring the con 
pany enameling and nickel-plating service ur 
der the direction of Luis DeOlazarra. 

L. C. SMITH & CORONA TYPEWRITERS, 
INC., Syracuse, N. \ This display consisted 
of n 


merous models f new portable tyne 


writers, augmented by several Corona adding 
ichines. A. B. LeFleur was in charge 
SPEED-0-PRINT CORPORATION, Chicago 

{ complete showing of Speed-O-Print duplica 

tors and duplicator supplies. S. J. Graff and 

Harry Avres were in attendance 
UNDERWOOD ELLIOTT FISHER COM- 


PANY, New York, N. Y.--This booth featured 
in extensive group of standard and portable 
Underwood typewriters in the latest models 
Clyde Jungbluth and Joe Burton were in at- 
tendance 


VICTOR ADDING MACHINE COMPANY, 


Chicago. Feature models of the Victor ma 
hine line were on display under the direction of 
Fred Hulburd, advertising manager 


WwW. W. WELCH COMPANY, Cincinnati, Ohio 

Showing several models of the Air-Flight air 
circulators for the office or home. This display 
was under the direction of W. W. Welch, Jr., 
son of the company’s head 

WOODSTOCK TYPEWRITER COMPANY, 
Woodstock, Ill 4 display of W oodstock 
standard typewriters under the direction of 
C. L. Jones. R. W. Sears, president of the 


company, Was present at various times 
YOUNG OFFICE MACHINES COMPANY, 
Chicago.-A wide variety of office machines 


made up this display which was under the di 
rection of Elmer Young and staff 





A 
Adams, Kenneth, Victor Adding 
Machine Co., Chicago, IIl. 
Adler, L. W., Cleveland Calculat- 
ing Co., Cleveland, Ohio. 
Ames, Bill, Ames Supply Co., Chi- 
cago, Ill. 
Ames, Hazen, 
Chicago, Ill. 
Anders, Ray, Ames Supply Co., Chi- 


Ames Supply Co., 


cago, Ill. 
Armand, R. T., Shipman-Ward Mfg. 
Co., Montreal, Canada. 


Ayres, Harry, Speed-O-Print Corp., 
Chicago, Ill. 


Beckwith, W. H., Royal Typewriter 
Co., New York, N. Y. 

Beutler, Wes, Typewriter Special- 
ists, Chicago, Ill. 
Bialas, John S., Chicago Adding 
Machine Service, Chicago, Ill. 
Bille, Bud, Ames Supply Co., New 
York, N. Y. 

Borresen, Dean, Wholesale Type- 
writer Co., Chicago, IIl. 

Bret, Walter E., International Of- 
fice Appliances, Inc., New York, 
N 


Brewington, R. D., Brewington’s, 
Houston, Tex. 


Brown, F. E., Dawn Mfg. Co., 
Rochester, N. Y. 

Brown, Robert, Wholesale Type- 
writer Co., New York, N. Y. 

Burton, Joe, Underwood Elliott 


Fisher Co., Chicago, III. 
Button, Walter, Wholesale Type- 
writer Co., New York, N. Y. 


Carpenter, Fred T., United Type- 
writer & Adding Machine Co., 
Washington, D. C. 

Carroll, P. J., Globe Typewriter 
Exchange, New York, N. Y. | 
Cassidy, G., International Typewrit- 

er Exchange, Chicago, IIl. 

Chaffee, J. Earl, All Makes Type- 
writer, Kansas City, Mo. 

Clausing, Bill, International Type- 
writer Exchange, Chicago, III. 

Cockrill, P. E., Underwood Elliott 
Fisher Co., New York, N. Y. 

Cooper, F. S., Codo Mfg. Corp, 
Chicago, Ill. 

Coumbe, J. G., Shipman-Ward Mfg. 
Co., Chicago, Ill. 

Cure, H. ., Typewriter Service, 
Jacksonville, Fla. 


Davis, W. K., Wholesale Typewriter 
Co., Chicago, Ill. 

DeGroot, Earl T., DeGroot Type- 
writer Exchange, Kalamazoo, 
Mich. 

Deobler, L. K., Office Equipment 
Exchange, Chicago, III. 

De Olazarra, Luis, Shipman-Ward 
Mfg. Co., Chicago, II. 

Dinger, George, Kingson Service, 
Chicago, Ill. 

Dobke, A. L., Peerless Key-Imperial 
Mfg. Co., Chicago, IIl. 

Downs, Joe G., Royal Typewriter 
Sales & Service, Jefferson City, 


oO. 

Doyle, J. G., Doyle Typewriter & 
Office Machines, Kansas City, Mo 

Drewes, Harvey, Young Office Ma- 
chines Co., Chicago, III. 

Durand, S. F., Reliable Typewriter 
& Adding Machine Corp., Chi 
cago, Ill. 

Eggleston, Edward J., General Of- 
fice Machines Co., Pittsburgh, Pa 

Eisenhart, J. A., Remington Rand 
Inc., Buffalo, N. Y. 

Ellis, E. E., Underwood 
Fisher Co., Memphis, Tenn. 

Ernest, Otto, Typewriter Inspection 
Co., Chicago, IIl. 


Elliott 


Ferer, Harry, All Makes Typewrite- 
Co., Omaha, Nebr. 

Herman, Remington 
Inc., Boston, Mass. 

Fogel, Sam, Mid-City Typewriter 
Exchange, Chicago, IIl. 

Fotis, George W., Remington Rand 
Inc., Buffalo, N. Y. 

Fransiscus, M. J., All Makes Type- 
writer Co., Omaha, Nebr. 

Franz, William, Royal Typewriter 
Co., New York, N. Y. 


Rand 


Gaar, H. 


B., Louisville Typewriter 


Co., Louisville, Ky. 
Garrigan, A. J., Typewriter Equip- 
ment Co., Springfield, Ohio 
Gilbert, John A., Office Appliances, 
Chicago, II. 





Convention 


Goldblatt, Robert, Star Typewriter 
Co., Chicago, Ill. 
Grobark, John, Young Office Ma- 
chines Co., Chicago, Ill. 
Gross, Paul I., Mailers Service & 
Equipment, New York, N. Y. 
H 


Hackney, J. M., Remington Rand 
Inc., Buffalo, N. Y. 
Hancock, Ernest F., Remington 


Rand Inc., Buffalo, N. Y. 

Heier, Floyd H., Heier Office Ma- 
chines Co., Benton Harbor, Mich. 

Hermann, Elmer E., Hermann 
Typewriter Service, Battle Creek, 
Mich. 

Himebauch, F. §S., Victor Adding 
Machine Co., Chicago, IIl. 

Hirsch, G., Hermes Typewriters, 
New York, N. Y. 

Harwitz, Marcus, Regal Typewriter 
Co., New York, N. Y. 

Hoover, R. E., Young Office Ma- 
chines Co., Chicago, II). 

Hostettler, Don T., Hostettler Type- 
writer Co., Ashland, Ohio. 

Humphrey, H., Humphrey Type- 
writer Inspection Co., Detroit, 
Mich. 


J 
Jackson, J. L., Victor Adding Ma- 
chine Co., Chicago, II. 
Johnson, Alex, Shipman-Ward Mfg. 
Co., Chicago, Ill. 
Jones, C. LeRoy, Woodstock Type- 
writer Co., Woodstock, Il. 
Jungbluth, Clyde, Underwood El- 
liott Fisher Co., New York, N. Y. 
K 


Karsteiner, Melvin, Remington Rand 
Inc., Buffalo, N. Y. 

Kartous, Tony, Ames Supply Co., 
Dallas, Tex. 

Kavich, L. A., All Makes Type- 
writer Co., Omaha, Nebr. 

Ketcherside, F. K., Buckland Van 
Wald Co., Detroit, Mich. 

Kingery, Harry H., Kingson Serv- 
ice, Chicago, Ill 

Kitchler, W. C., Abernethy Kitch- 
ler, St. Augustine, Fla. 


Kline, Frank D., Manufacturers 
Typewriter Clearing House, Chi- 
cago, Ill, 

Knecht, E. J]., Peter Paul Mechani- 


cal Service, Cleveland, Ohio. 
Konrath, J. J., Royal Typewriter 
Co., Dallas, Tex. 

Kretchmer. Otto, Peerless Key-Im- 
perial Mfg. Co.. Newark, N. J. 
Krumbach, Ed., White Bear Type 
writer Exchange, Dubuque, Iowa. 


LaBres, Raymond, Manufacturers 
Typewriter Clearing House, Chi- 
cago, IIl. 

Lafferty, I. T., Underwood Elliott 
Fisher Co., New York, N. Y. 
Laurence, Gordon, Allen Calcula- 

tors, Inc., New York, N. Y. 

Lennartson, W. S., Office Appli- 
ances, Chicago, IIl. 

Lewis, W. H., Royal 
Co., Detroit, Mich. 

Long, William A., Jamestown, N.Y. 

Loser, John, Noiseless Writing Ma- 


Typewriter 


chine Service Co., New York, 
nN. ¥; 
Lyons, J. Arthur, Reliable Type- 


writer & Adding Machine Corp 
Chicago, IIl. 


M 
Macon, J. L., Chicago, IIl 


Markus, Albert, Fort Pitt Type- 
writer Co., Pittsburgh, Penna. 
Marron, Bud, Ames Supply Co., 

Atlanta, Ga 


Marshall, Frank, Ames Supply Co., 
Chicago, IIl 

Marvil, Dal, Ames Supply Co., Chi- 
cago, Ill 

McAllister, Donald, Geyer’s Topics, 
New York, N. Y. 

McArthur, H. E., Nebraska Type- 
writer Co., Lincoln, Nebr. 

McCormick, John J., L. C. Smith 
& Corona Typewriters Inc , Syra 
cuse, N. Y. 

McDaniel, Homer, Cairo Typewriter 
Exchange, Cairo, IIl. 

McDonough, |. L., Royal Typewrit- 
er Co., Chicago, Ill 

Merveaux, Bob. Royal Typewriter 


Co., Cedar Rapids, Iowa. 
Morley, G. C., Royal Typewriter 
Co., Chicago, IIl. 

Morrill, O. D, Morrill Typewriter 
& Stationery, Ann Arbor, Mich 
N 
Nestor, Irwin J., Nestor Type 
writer Exchange, Detroit, Mich 


Registration 


Noonan, Roy, Underwood Elliott 
Fisher Company, Milwaukee, 
Wis. 


12) 
Olson, O. A., Typewriter Service 
Shop, Detroit, Mich. 
O'Neil, W. A., Royal Typewriter 
Co., Chicago, Ill. 
P 


Parks, G. H., Underwood Elliott 
Fisher Co., Cleveland, Ohio. 
Pfahl, E. R., Adding Machine Sales 
& Service, Cleveland, Ohio. 
Phelan, F. M., Remington Rand 
Inc., Stevens Point, Wisc. 
Pollock, John, Jr., Multigraphers 
Corp., Chicago, II. 
Polonsky, Sam, All Makes Type- 
writers Exchange, Chicago, III. 
KR 


Randazzo, Vito, General Typewriter 
Co., Kansas City, Mo. 

Rice, James M., Paramount Dic- 
tating Machine & Record Corp., 
New York, N. Y. 

Ritchie, Irving B., Addressing Ma- 
a? & Equipment, New York, 


Robinson, Frank, Ames Supply Co., 
Boston, Mass. 

Rubenstein, Joe, Addressing Ma- 
chine & Equipment, New York, 
N 


Sargent, F. M., Heyer Corp., Chi- 
cago, Ill. 

Schlecht, A. W., Typewriter & Sup- 
ply Co., Cleveland, Ohio 

Schroeder, Hank, Remington Rand 
Inc., Chicago, Ill. 

Schulhof, William, The Office, New 
7% BY. 

Schweise, Ben F., Fletcher Type- 
writer Co., St. Louis, Mo. 

Sheehan, Jim, Office Appliance Co., 
Providence, R. I 

Shilling, W. R., Fort Pitt Type- 
writer Co., Pittsburgh, Penna. 

Showers, Joseph, Indiana Cash 
Drawer Co., Shelbyville, Ind. 

Showers, Richard, Indiana Cash 
Drawer Co., Shelbyville, Ind. 

Showers, William, Indiana Cash 
Drawer Co., Shelbyville, Ind. 

Snyder, Edward, Wholesale Type- 
writer Co., Detroit, Mich 

Snyder, M. T., Allen Calculators, 
Inc., Grand Rapids, Mich. 

Staats, Ed., Ames Supply Co., 
York, N. Y. 

Stack, F. J., Stack Typewriter & 
Supply Co., Chicago, II. 

Stemp, Stanley, Stemp Typewriter 
Co., Madison, Wisc 

Stifter, John, Allen 
Inc., Detroit, Mich. 

Swain, Marvin D., American Writ- 
ing Machine se Detroit, Mich. 


New 


Calculators, 


Teck, Ben, Royal Typewriter Co., 
Indianapolis, Ind 

Tierney, Harry E., Underwood 
Elliott Fisher Co., St. Louis, Mo. 

Toussaint Ed. J., Central Duplicat- 
ing & Typewriter Co., Camden, 
N. J 


Treanor, James, Peerless Key-Im- 
perial Manufacturing Co., New 
York, N. 


V 
Van Sant, L. A., Remington Rand 
Inc., Chicago, Il 
Van: Wagner, Albert E.. American 
Writing Machine Co., New York, 
N. Y 


Van Wald, Charles, Buckland-Van 
Wald Company, Detroit, Mich. 
Vincent, Irwin, Western Typewriter 


Co., Topeka, Kas. 


WwW 
Waedekin, J. O., American Writing 
Machine Co., Milwaukee, Wisc 


Wagner, Hans, Wagner Typewriter 
Sales, Chicago, Ill 

Ward, James P., Reliable Type 
writer & Adding Machine Corp., 
Chicago, Ill 

Weiner, S. S., Fort Pitt Typewriter 
Company, Pittsburgh Penna. 

Weiss, Louis S., General Office 
Fquipment, Pittsburgh, Penna. 

Welch, W. W., Jr... W. W. Welch 
Company, Cincinnati, Ohio 

White, Farl S.. Ames Supply Co., 
San Francisco, Calif 

Whitmer, C. I., Tynewriter Ex- 
change, Columbus, Ohio 

Williamson, S. M., Paducah, Ky. 

Wittekind, A. H., New York, N. Y. 


- 
Yocum, Paul, Geyer’s Topics, Chi 
cago, IIl. 


Young, E. L., Young Office Ma- 
chines Co., Chicago, Ill. 


LADIES REGISTRATION 


A 
Ames, Dorothy R., Ames Supply 
Company, New York, N. Y. 
Anderson, Mrs. Ray C., Business 
Appliance Company, Los Ange- 


les, Calif. 


B 
Begtanety. ae Lon Island 
achine writer Com 4 
Baldwin, N. 4 gb 
Brewington, Jean, 
Houston, Tex. 
Burrows, Marie, Office Engineers, 
South Bend, Ind. 


Brewington’s, 


Cc 
Coumbe, Mrs. J. G., Chicago, Ill. 
Cure, Mrs. H. L., Typewriter Serv- 
ice, Jacksonville, Fla. 


D 
Deobler, Mrs. L. K., Office Equip- 
ment Exchange, Chicago, IIl, 
DeOlazarra, Mrs. L., Chicago, III. 
Diviaczky, Eleanor, Long Island 
es aaa Company, New York, 


E 
Ellison, Mrs. Fred J., Ellison’s, 
Houston, Tex. 


F 
Feldman, Lola, Office Engineers, 
South Bend, Ind. 


Garrigan, Clara, Typewriter & 
Rauipmnent Company, Springfield, 
io. 


aes mi Mrs. John A., Glen Ellyn, 
Goldblatt, Mrs. Robert, Chicago, 


Goodchild, Eva, Salem Typewriter 
Exchange, Salem, Ohio. 

—- Mrs. Mary, Park Ridge, 

Gross, Mrs. Paul I., Mailers Serv- 
ice & Equipment Company, New 
York, N. Y¥. 


H 
— Mrs. Floyd, St. Joseph, 
ich. 
Hermann, Mrs. E. E., Battle 
Creek, Mich. 


Holzer, Lavina, Alliance Typewriter 
Service, Alliance, Ohio. 


K 

Ketcherside, Mrs. F. K., Detroit, 
Mich. 

Kline, Mrs. Olga, Chicago, III. 

Knecht, Mrs. E. J., Cleveland, 
Ohio. 

Knecht, Miss Janet, Cleveland, 
Ohio. 

Krumbach, Mrs. Ed., Dubuque, 
Iowa. 

is to Mrs. Florence, Chicago, 


Loser, Mrs. John, New York, 
N.Y. 


M 
McDonough, Mrs. 
cago, Il. 


oO 
Mrs. E., Jersey City, N. J. 


Dorothy, Chi- 


Oetken, 

O'Neil, Mary, Chicago, III. 
O'Neil, Mrs. W. A., Chicago, Ill 
P 
Parks, Mrs. G. H., Cleveland, 

Ohio. 
Phelan, Mrs. F. M., Stevens Point, 
Wisc. 


R 
Randazzo, Mrs. Vito, Kansas City, 
o. 


S 
Salomon, Miss ape > ne Shipman- 


Ward Manufacturing Company, 
Chicago, Ill. 
Schweise, Mrs. Viola, St. Louis, 


Mo. 

Shilling, Mrs. W. R., Pittsburgh, 
Penna. 

Snyder, Mrs. M. T., Grand Rapids, 
Mich. 


T 
Taylor, Mrs. Jessie I., Globe Type- 


writer Exchange, New York, 
ae £ 
Toussaint, Mrs. E, J., Camden, 


Vv 
Vowell, Marjorie L., Central Type- 
writer Exchange, Chicago, IIl. 


Ww 
Wittekind, Mrs. A. H., New York, 
mi Ss 


Y 
Young, Mrs. Clarice, Chicago, IIl. 
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ALD. DIETZ 





1874 dawned upon this earth, only a brief sixty 
there were no machines whatever used in 
accounting. 

process of 


HEN the year 
seven years ago, 
business correspondence, or 


writing by hand 


Everything was done by the slow 
The bookkeeper sat on a high stool poring over a still higher desk 
until his shoulders became rounded and his chest hollow Young 


ladies were unknown in offices 
Copies of letters and other writing were made by 
letter and a piece of wet cloth in a book of tissue paper which was 
then placed in a letter press, the top of which was screwed down 
tight, so that the moistened tissue paper absorbed some of the ink 
Within my own lifetime there has come a transformation, a muir 
acle unlike that of any previous age. Today practically all cor 
respondence is legibly written on typewriters. Accounting machines 
perform the most intricate problems in the twinkling of an eye 
with the utmost exactness. Messages are written in New York on 


inserting the 


a teletypwriter, and in San Francisco this message is written down 
on another receiving typewriter, the operator in New York doing 
the work. 

All of these are the result of the first practical typewriter which 


during 1866 and 1873 by Christopher 
Even the Linotype, without which 
modern newspapers and 


was invented in Milwaukee 
Latham Sholes and his associates 
it would be impossible to get out our 
magazines is a development from the typewriter 

The invention of the typewriter, in its effects on modern business 
ranks with the electric light, the telephone or tele 


and literature 
internal combustion engine, or any of the 


graph, the steam or 
other epoch making inventions 

Ever since Gutenberg, about 500 years ago 
for printing, man has undoubtedly hoped for the day 
would do his own printing 

Two hundred and twenty seven l 
Queen Anne of England granted patent No. 395 to Henry Mill, an 
artificial machine, or method for the 
letters singly, or progressively, one 

whereby all writings whatsoever 
or parchment so neat and 
print.” This sounds exac 


invented movable type 
when he 
4 


years ago, on January 


engineer for an 
transcribing of 
writing 


English 
impressing or 
after another, as in 
may be engrossed in paper 
not to be distinguished from 
description of a modern typewriter 
Unfortunately, no model, drawing or other 
Mill invention exists, so, what it was like, no one knows 


exact as 





description of the 


Many Patents Issued 


+ 


On July 23, 1829, the first American patent No. 259 for a writing 
machine was issued to William Austin Burt, of Detroit, Mich 
The original patent model was destroyed by fire in the patent 
office in 1836 The type was on the segment of a circle, not on 
type-bars. Rapid writing for commercial purposes was impossible 
and the Burt machine was never manufactured 

About a dozen other patents were issued in America for various 
writing devices before Glidden and granted 
their patent on July 14, 1868. None of 
practical for rapid writing 

On March 1, 1873, the Sholes, Glidden and Soule patent was sold 
to E. Remington & Sons, of Ilion, N. Y., and early in 1874 the 
first machines, bearing the label ‘‘Sholes and Glidden Typewriter 
were ready for market. Seven different models of these 
ing some degree of 
museum 

The introduction of the 
had not been educated to the use of 
argued: Why should I pay $125 for a machine when I can buy a 
pen for two cents and write longhand? 

In a Milwaukee court in the early days, a complaint in an act 
was ruled out of order because it was typewritten and not written 
with pen and ink 

Some people were insulted when they received typewritten letters 
One man in Kentucky wrote back saying: “‘You needn't print your 
letters to me, I can read writing 
Mark Twain was one of the earliest purchasers of a typewriter 


Sholes Soule were 
these early devices were 


each show 


progress, are to be seen in the Milwaukee 


easy, for the public 
devices. Some 


typewriter was not 
mechanical 


A Collector of Typewriters 


Tells His Story 


By ALD. CARL P. DIETZ 


Milwaukee, Wisc. 


but he received so many letters asking about the new device, that 
he wrote to the Remington Company saying that he had quit using 
the curiosity-breeding little joker and asked them not to tell anyone 
that he had a typewriter, for he didn't like to write letters. 

J. P. Jones, a Texas insurance man and banker in the seventies 
received an answer to one of his typewritten letters which con 
cluded:—’"'I do not think it was necessary then, nor will be in the 
future, to have your letters to me taken to the printers and set up 
like a handbill. I will be able to read your writing and am deeply 
chagrined to think that you thought such a course necessary.” 

William K. Jenne, the superintendent in the Remington factory 
who is credited with bringing to the machine the refinements and 
necessary for commercial presentation, wrote 
a typewritten letter, making a reservation, to one of the New York 
hotels. When he arrived, nothing was known of the reservation 
It developed that the clerk who received the letter considered it a 
printed circular and had thrown it into the wastebasket. 

Such were some of the difficulties which beset Densmore, Yost & 
Company, the first selling agents. There were no operators nor 
typists, and the court reporters of that day read their notes to men 
who transcribed them in longhand. Sales were few, because anyone 
buying a machine would be obliged to spend several weeks learn- 
ing to operate it, and that was considered too much time lost. 

When the typewriter was first exhibited to the public at the 
World's Centennial Exposition, in Philadelphia, in 1876, the people 
the first 


mechanical perfection 


were more interested in the telephone, also exhibited for 
time, than they were in the typewriter. A book describing this 
Centennial exposition in great detail, described the telephone and 


hundreds of other things, but does not mention the typewriter. 

In the Milwaukee museum collection, I have one of the Sholes 
and Glidden typewriters which was actually sold at the Centennial 
exposition in Philadelphia, to a banker and lawyer of Albert Lea, 
Minn. in 1876, in whose family it remained until I secured it for 
this collection in January, 1936. 

After several discouraging years, Densmore, Yost & Company gave 
up the agency, and after a few more changes the firm of Wyckoff 
& Benedict was organized in 1882, taking the selling 
agency for the entire world These men really established the 
typewriter as a commercial necessity and in March, 1886, they pur- 
chased and became owners of the business. 

There being no typists nor stenographers, they established schools 
for young people, both male and female to learn shorthand and 
typewriting, and for a considerable time, whenever a machine was 
sold, a typist or stenographer went into a job with the machine. 

Although the first commercial machines appeared in 1874, it was 
well along in the 1880's, ten years after, before the typewriter be 

adjunct to modern business. 
the world, the 


Seamans 


gan to be recognized as a necessary 
As the idea of writing by machine spread over 


minds of men of inventive genius became attracted to this new 
field of mechanical venture 
Everywhere men became engrossed in developing some new 


methods of writing by machine. What had been an unsolved problem 
for more than 200 years, now that its success had been demonstrated 
suddenly became the incentive for the inventors everywhere 


Many Models Appear 


New typewriting machines sprang up from unexpected sources 
In 1887 seven different typewriters appeared on the market. In 
1888 three more, in 1889 three, in 1890 four, in 1891 seven. During 
the “‘gay nineties’’ several new ones appeared each year, excepting 


1898 made up for this, however, because in that 


in 1897. The year 
machines appeared, and 1899 showed 


year not less than ten 
five newcomers 

This condition continued in the 
and 1902 five more 

Suffice it to say, that during the 
went by, without from tw to 
Ippearance 

The first European ty 
after the first 


new 


next decade, 1901 showing five 
hardly a year 


putting in an 


next twenty years 
eight newcomers 
iter appeared in Germany in 1884, ten 
ican Sholes and Glidden (Remington 











years 
machine. This was the nia, a device similar to a modern bread 
sutter. A model of it ng the forty-five European typewriters 
in the Milwaukee museum 

It was not until that Europe produced its first really prac 
tical typewriter, the ox, and this was a copy of the American 


Bar-Lock 
Many of these ea 
be seen in the Mil 


111 of which can 
today 








chines, nearly 
would be 


lier writing m 





considered 





museum 














AUGUST, 1941 
as mere toys. However, in those early days anything which would 
write from type was advertised as a typewriter, and, as a matter 
of fact, was very welcome to a man who wrote only a few letters 
For he was really proud to send out his correspondence in typewritten 
form, even though it took him an hour to write an average letter. 

Some of these simple machines advertised that they did the same 
work as the standard machines 

Since 1874, more than 675 typewriters have appeared in the 
world. A few of these were the s machine with some slight 
change, put out under different names. However, I am safe in 
saying that at least 600 entirely different typewriters have been 
offered to the public. 

Gradually, the principle of the survival of the fittest has caused 
them, one by one, to fall by the wayside, until to-day you can 
aimost count on the fingers of one hand the typewriter companies 
of America. In Europe, especially in Germany, there are fifteen or 
twenty different manufacturers still active, but everywhere the 
style and design appears to have settled upon the front-stroke, 
four-bank, single-shift, standard keyboard machine 

What the future holds can only be conjectured 


Making a Collection 


My own experience with typewriters dates back to September, 
1891, when, as a boy in San Francisco, I secured my first job as a 
clerk in a law office. My employer had a No. 1 Yost, which did excel 





lent work because it printed directly from the type, the type 
being inked by means of an inkpad, and not through a ribbon. 
I later operated such machines as the Caligraph, Remington No. 2, 
Blickensderfer, Columbia Bar-Lock, Chicag Oliver and then the 
modern machine 

In the spring of 1934, I visited my folks in Oakland, Calif., and 


Diego 
window a Cc 


on my return stopped off at San 
a side street I saw in 
It was the first one I had 
salesman tried to 


There, in a little shop on 
lumbia Bar-Lock typewriter. 
1894, forty years before, 
yne to my employer I had prac- 


the 
seen like it since 


5eil 


when a 


Are You Becoming Complacent? 
By CLYDE JUNGBLUTH 


Portable Division Sales Manager, 
Underwood Elliott Fisher Company, 


Vew York, N. Y. 





N DETROIT, in 1940, I tried to point to you the need and the neces 
sity for trade-up selling ling machines in the higher priced 
brackets in order to assure yourself of the proper profit; that only 


through such 


selling could you promote and expand your business. 
The time is now here r 


the jetting more money for 
goods has been definitely lessened. I s our sales 
experience of higher priced model portables, which sales percentage 
has definitely improved month by month 


where obstacle of 


say this based on 












For the ke of outline and discussion, I have chosen for my sub 
ject, ‘‘Are You Becoming Complacent in T! ] MV I should 
like to repeat the subject fo C nt in This 
1941 Market?’ with particular I s on word omplacent 

I might give you a number of definitions of the word ‘com 
placent’’ as expressed in Webster, but personally I like this one 

u taking it easy Let's each one of us, review quickly our 
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activities since January, 1941 ie 

Have you been taking it easy terrific bulge in 

business activity by getting only re, or have you 

outlined for yourself a program intensification of 

effort to secure not that 100 per 200 per cent? 
These are not normal times 1am or corporation 

should be satisfied with the usual uota performance 








With market research available, and every index of business poten 
tials pointing toward this big market, we feel it is not unfair nor a 
difficult goal to attain 

May I say, in passing, that isher mpany has 
set a goal of 200 per cent é nd I am also 
pleased to say that our experience for x months of 1941 
indicates we are on the right tra 

Never before in the history of suntry has the element of time 
been so important. Glance thr he newspapers and you will see 
caption after caption, ‘‘production speeded uy tirplane factories 





gun factories machine factories of all kin is speed? To 





beat time, to crowd more production into the e, the hour, and the 
day 
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It’s Easy to Be Complacent 
I am sure all of us here iate the value f time, but if it 
keyed with mplac the attainment of your goal f 
1941 will c is nothing « er than to be com 
placent, t fo you etting r share nd 
doing the best you it n the other har , realize that 
the complacent individual or corporation is paying terrific price 
at this very time, so far as it affects its f I ness and welfare? 
In my opinion, th germ called “‘complac ie of evils 
bred during seller’s market, su N experiencing at this 
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ticed on it for about a week, when they decided not to keep it. 


Seeing this old-timer brought back old memories, and I went in to 
look at it. 

While I tinkered with it, the idea came to me: Milwaukee is 
where they invented the first practical typewriter, and we have 
our wonderful museum, but nothing in it to show that here is 
where this tremendous industry started 


The Idea Grows 


I determined then and there to make a collection of typewriters, 
little realizing what I was getting into. I thought that fifteen 
or twenty machines would amount to a real collection. I was an in- 


nocent ‘babe in the woods,” for had I known then what I know 
now about the hundreds of different kinds, I am sure that I would 
have been scared off, and the collection in the Milwaukee Public 
Museum, which now numbers 445 typewriters, would not have 
been made. 

Unfortunately, I did not immediately buy that Columbia Bar- 
Lock, the one which gave me the idea of making the collection. I 
later wrote the man, but he had already sold it and did not have 
the name of the purchaser. So if any of you California men ever 


run across Columbia Bar-Lock typewriter No. 67254, let me know. 

From San Diego we went to Tucson, Ariz., and on the day of 
our leaving for home, we had about an hour before train time. 
Across from the depot was the hotel which had burned out, and 
where the Dillinger gang was discovered when the firemen in car- 
rying out their belongings, noticed that some of the bags contained 
machine guns 

On another corner rcross the street, I noticed a second-hand 
goods store. I walked over to see what I might find in old type- 


writers. I asked the proprietor whether he had any old typewriters. 


Whaddaya mean old said he, pointing to some Smith-Premiers, 
Olivers, Remington N 10s and others on a table. “Aren't those 
"urn to page 132, please 
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very time, which type { market none of us has ever seen before. 

It is very easy for each and every one of us to take this position 
with the customer I'm sorry, I do not have it,’’ and let the customer 
walk out, and then take the attitude that, after all, business is good 


and there is plenty of it. It is not the loss of this particular sale that 
counts, but it is the influence this potential customer may have on 
others. I heard, not ng ago, a very prominent speaker refer to 
this type of selling fourth-dimension selling,’ and he showed by 
n the values of what a satisfied customer 
ure business. Don’t you be guilty of this 


example 





and picturiza 
meant to an organization's fut 


type of selling 





I am charged with the respons y of selling and promoting port 
able typewriters through your dealer organizations, and I am most 





solicitous in the h as dealers, realize the opportunities 
you have before you. I realize that there has been a good deal 
typewriters, but I do feel it is gradually 


pe that you, 
also 
of price cutting on portable 


lessening. I do know that portable typewriters can be sold at list 
price. 
I should like to cite one incident that I believe brought home this 


point more forcibly to me 
I person 
in any 
and during the holiday season 
thirty-six portable typewriters at 
how he did it in face 


than any other. It happened in a city where 
uly believe there was more price cutting on portables than 
city in the country. The person was an individual dealer, 
conducted a mail campaign. He sold 
price, and when I asked him 
f newspaper price cutting advertising, his only 


list 


comment was I just talked a little longer."’ Gentlemen, I call that 
dealer a salesman 

There was a time, not so long ago, when the customer set the 
price, and for fear of ng the sale, or fear that he would go down 
the street to a competitor, we took the order. .We didn’t sell it. That 
was a buyer’s market. Today is a seller's market, and we must be 


salesmen 
Points of Good Business 


Gentlemen, I should like to summarize briefly what, 
he cardinal point f good business which, 

will mean much to your immediate 
guard it in the future 


in my mind, 
if considered 
business and safe 


are some of 
ind practice: 


First is that question of service. Are you perfecting your service as 
it affects your sales Are you perfecting your service department as 
it affects your revenu 





The next important point, in my mind, is the point of coverage of 
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territory. Man power in your organization is just as important as in 
the military. Competition is keener. We need more men. There are 
more outlets to be contacted. Are you taking into consideration 
carefully that the territory you cover, big or small, has the proper 
man power to bring you the proper returns? 

My third point is continued sales promotion. Are you keeping your 
name before the public? Are you letting them know you are handling 
typewriters, office equipment, and the various items you are handling 
as a dealer in your community? 

Fourth, is the importance of the old, established customer, the bed- 
rock on which your business is founded. Are you taking advantage 
of the old, established customer by having him wait while you take 
care of the new customer? 

The next point: The importance of the small order. It is most im 
portant, I believe, that we look into the future just a little bit and 
figure out whether or not this small customer will not be the base of 
our business after the emergency is over. 

The next point, which I think is most important at this time, is the 
need for educating the customer to delays in deliveries. Every manu- 
facturer has a problem. We at the Underwood Elliott Fisher Company 
will do our level best to give your organization as many portable 
typewriters as we possibly can. On the other hand, I want to say 
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here, for your own protection and for your own planning, we do not 
plan to institute any new models during the rest of the year. 

The last point: What are you doing now to guard against a drop 
in business after the emergency is over? I suppose we could discuss 
this problem pro and con, and take a great deal of time to do it. I am 
not going to do it. I am only going to leave the thought with you 
that I think now is the time to plan just what you are going to do 
after this emergency is over which, as sure as death and taxes, will 
occur. 

In closing, may I just summarize again what 
portant points for you to consider: 

1. The element of service: 

Proper coverage of territory; 

Continual sales promotion; 

The importance of taking care of the old, established customer; 
The importance of the small customer and the small owner; 
The need for educating customers to delays in deliveries; 

What are you doing now to guard against a drop in business 
after the emergency is over? 

In closing, gentlemen, I hope all of you in the remaining months of 
this year have the greatest business you have ever had in your 
history. 


I consider the im- 
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The Importance of Personnel Management 
By DR. J. H. HAZLEHURST 


Personnel Institute, 


Chicago, Ill. 


HERE has probably been no time in our history that businessmen 
Tana management have been faced with the serious problems with 
which they are faced today. These are not all concerned with our 
war economy and our defense effort. 

Those of us who have been through a previous war--some of the 
people here, I know, have faced these problems before will see a 
good deal of similarity between today’s conditions and those we have 
had in the past. You men recognize the difficulties that come in 
shortages of raw materials, personnel problems, in problems of han- 
dling customers, and some of the shifts and even reversals in stand 
of those in governmental positions who are directing the war efforts. 
To you, in many ways, it seems to be an old story, and you have a 
set of conducts, a method of approach that is based upon past 
experience. 

There are other people who are coming into a wartime economy 
not so well equipped from the point of view of experience. Some of 
those men are going to make fortunate decisions, and their companies 
will emerge strong and vigorous from this war effort. Others may not 
make such fortunate decisions, and their organizations may possibly 
disintegrate, or at least may go through a period of convalescence and 
have to lick old wounds before they can get back into the swing of 
things again. 

Whether we are old-timers in facing these problems or whether we 
are not, there is one thing it seems to me that is extremely important, 
and that is that we recognize conditions aren't actually the same; that 
they are different, they are more serious in their implications. 


When we went into World War I, we had a different situation 
behind us. There was at least a comparative unity in industrial 
philosophy. We had a different kind of financial system. We had a 


political group in power that we felt we knew something about. We 
understood what they believed in and stood for. 

Today, things are a good deal different. We have just gone 
through a long, serious depression. I think the controls and the 
financial possibilities, from the point of view of inflation and diffi 
culties in the country are going to be different under our Federal 
Reserve System from what they were under the National Banking 
System, in which we had really an inflation during the last war. 
Certainly, we don’t need to rehearse the difference in our public debt 
as we went into this war, as against the last war. 

We have a political group guiding the destinies of the country that 
we don't know too much about, as far as their philosophies are con 
cerned, and I think the businessmen are a little bit suspicious of the 
motives of these people. Whether they should be or shouldn't be is 
entirely beside the point. The fact is that most businessmen are a 
little bit worried and uncertain. Certainly, then, the fundamentals 
the drives, the motive power that lies underneath much of our present 
day effort is different from what it was a decade or two decades ago 
back in the years when we went into our first World War. 

Still, because many of the surface problems are the same, I think 
we tend to look upon them as immediate problems. We are worried 
about the headaches that come to us from day to day, and we get so 
wrapped up in those that at times we forget that decisions must be 
made today in the light of perhaps a broader background of outlook 
than we are likely to have if we meet an immediate problem just as 
it comes up. 

The Question of Getting Materials 


All of us are concerned, perhaps, with question of whether we are 
going to get materials. Particularly those in the manufacturing end of 
any business are greatly concerned as to where restrictions are going 
to come and when they are going to come. Those who are working 
in the distribution channels are worried sometimes as to whether 
equipment is coming, where they are several steps removed from 
sources of material. Companies I have done work for have found 


themselves very much in the dark. They get their raw materials from 
some supplier, who in turn, may get his from someone else, and we 


have to get third or fourth-hand information as to how long supplies 
will last, when we will have them, and when we can sell them. 

I think very many people here are probably faced with such prac- 
tical questions as these: Shall I do as well as I can by my present 
customers, or shall I try to go out and grab off some other business 
that is lying around? Anyone who is in a highly competitive industry 
is faced with that. 

Just recently I have been doing some work for a company in a very 
competitive field, and one of the three big companies in that field had 
a bad strike, with the result they couldn't supply their customers. It 
gave this company with which I was connected a real problem with 
which to wrestle. The question was: ‘Shall we, when facing a 
shortage of materials, supply our own customers who have stayed 
with us, or shall we go out and grab off some of this competitive 
business that we have been itching for, for years, and couldn’t pry 
loose? This might be our opportunity to get in on some of that.” 

Many businessmen are faced with just that kind of a practical 
problem. We don't know how we can handle the price situation. We 
are in a situation where we can raise prices, where we can increase 
our income, although we don’t know when we will run afoul of Mr. 
Henderson and his boys, and we have to jockey for position there. 

All of those things give businessmen today immediate headaches 
that they tend to solve in immediate ways. It is important, in light 
of a situation of that kind, that we try to undersand some of the 
fundamentals that are involved in the total situation of that kind, so 
that when we make our decisions today they are made in the light 
of basic policy, and a basic policy that is likely to survive, because 
whatever our problems may be and whatever decisions we may make, 
they are all directed toward one end, and that is: How can we get 
as much business as it is possible to get today in a seller's market 
and yet, at the same time, protect ourselves against the big wind we 
know is going to blow one of these times, when it may be pretty cold 
and may be pretty drafty? We must face that in a very realistic sort 
of way. 

Social Philosophies in Conflict 

It seems to me that the thing we must not lose track of is this: that 
just prior to Mr. Roosevelt's emergency we were faced with a con- 
flict of social philosophies. One that caused us a lot of headaches, 
that had cost this country a lot of money, that had given businessmen 
a bad case of the jitters, has not gone by the boards just because we 
are engaged in as much of an all-out defense effort as the leaders in 
Washington can push us into. All of that is still there, and it is 
made more dangerous in many ways by the fact that it can be 
covered by this national emergency. It is very much like the magician 
who gains your attention through misdirection to something flashy he 
is doing over here, while over here he is doing the real business. 
When he is all through, you are suddenly aware that something has 
taken place you hadn't suspected was going to take place, and you 
are faced with an accomplishment that is startling and that you had 
to believe might have occurred. 

The same thing is likely to happen as far as our present-day condi- 
tions are concerned. This whole social effort that our government has 
undertaken in the past ten years is going to be intensified and 
strengthened, undoubtedly during the emergency effort. Under cover 
of the emergency effort many of these mechanisms that have been 
set up are going to be strengthened and are going to gain momentum, 
so that when our war emergency is over we are going to be faced with 
a type of accomplishment that perhaps we hadn't suspected, and we 
won't have been able to see it move along step by step because our 
attention will have been distracted by many of these other things. 

Once again, it isn't a matter of whether it is good or bad, whether 
this social philosophy is sound or whether it isn’t sound. The fact 
is that it is going on, and it is going to continue, and we are going to 
have to face it. Whether we like it or don’t like it; whether it is good 

Turn to page 135, please 





Doing Business in a Seller's Market 


By JAMES HACKNEY 


Wholesale Sales Manager, Portable Division, 


Remington Rand, Inc., 


Buffalo, N. Y. 


HETHER we like it or not, we live in a very different business 
world than that in which we used to dwell. Four years ago 
America was enjoying a great boom, and business statisticians were 
comparing the pace of trade with that of 1929. Three years ago the tide 
had turned, and again we found ourselves in the throes of a danger- 
ous recession. Two years ago the world was confronted by a “phony” 
war, one which nobody seemed to want to fight, one which never 
managed to get a decisive engagement on land or sea. One year ago 
the scene had changed with startling swiftness, and a fearful blitz- 
krieg transformed the hostilities into an ‘‘all-out’’ battle. Today the 
march of events brings America to active participation in an unlimited 
emergency. Nor can we ever be sure of what tomorrow has in store. 
We have dashed from a period of surplus to one of shortage, and 
have seen the need for governmental subsidies become an all-out urge 
to produce as we never have before. We are rapidly raising our 
National debt from forty-five billion toward the staggering sum of 
ninety billion, and so quickly is this change coming about that we can- 
not even guess at what it means. 

We have jumped from a universal buyer's market into a huge 
seller's market, and have exposed ourselves to all the opportunities 
and dangers a seller's market offers business. 

It is quite proper, therefore, that we look into the statistics of a 
seller's market. How can it be recognized? What makes this one the 
most significant that ever developed in the United States? Let's 
examine some of the facts. 

The automobile industry has recorded new sales highs every month 
since the first day of January. The steel industry is operating at full 
100 per cent capacity, and steel, you know, is profitable when the 
mills work at only 40 per cent. Not long ago the railroads were the 
‘sick men of business,’’ but now freight loadings are 32 per cent 
above the like period of 1940, and the end is not even in sight. There 
are three and one-half million men at work today who had no jobs a 
year ago—our unemployment problem certainly seems to have solved 
itself. Yet, in the face of these great advances the economists say the 
boom will surely continue. They tell us the seller's market will go 
on for some years. Whether we believe them or not, any man who 
has goods and service to sell nowadays occupies a very favorable 
spot. 


Picture Is Not All Bright 


But let’s not go too far in self-congratulation on that point. Let's not 
look exclusively on the bright side of the picture. There are less 
cheerful aspects. There are less encouraging viewpoints. What, then, 


are the problems to be solved as we transform our national economy 
from one of peace to one of defense emergency? What will be the 
effect of belligerency upon America’s financial activities, upon sales 
and merchandising policies? Who will meet these issues and produce 
solutions? What will happen after the emergency passes? What will 
be the effect of peace upon finance, sales and merchandising? 

Some of the problems are easily recognized. Some lurk beneath 
the surface of the news. But it strikes me that many are very impor- 
tant to this convention. We might as well face facts. Complete war 
economy will touch every business in America, will wield a decisive 
influence upon every life that is lived within our borders; will have 
its effect upon every plan that is laid, upon every hope we are 
encouraged to express. 

We can be certain that the indicated labor shortage will become 
much more acute, as the months pass. Greater value will be placed 
upon the hands of working men and women and the search for capable 
managerial brains will become intensive everywhere. 

First, then, we can certainly expect that more and more manufac- 
turing business will be taken out of the usual channels of trade into 
enterprises which revolve around defense 

As time goes on, we shall more and more feel the pinch of price 
controls and a rationing of materials and commodities. There will be 
drastic supervision of money and credit, for our government has said 
that this shall be one emergency in which there can be no runaway 
inflation. The immediate outlook is that total consumer income in 
1941 will be well in excess of the fabulous year, 1929. There will be 
a curb on installment selling. 

Installment selling will necessarily be restricted because retailers 
will become more selective in choice of credit risks. It always happens 
in a boom, or so-called seller's market, that at some time during the 
cycle a peak is reached where there are more consumers with money 
to purchase goods than there are goods available to consumers, in re- 
turn for their money. This obviously indicates a shortage of goods, and 
a shortage of goods is always pointing to some measure of inflation. 
It follows, too, that installment selling increases the average con- 
sumer’s buying power, and this, too, would add to an inflationary 
movement. With reasonable control, however, on installment selling 
there will be a tendency to neutralize, or at least retard a too exces- 
sive demand for consumer goods. Regardless of how well this problem 
is solved by both government and business, it will continue to be a 
major one throughout this National emergency. 

You will do well as a seller to continue to aggressively sell in this 
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seller's market. One of my early associates used to cock an appraising 
eye at the clouds around us and remark with a suspicion of a chuckle, 
“There isn't any trouble in sight that a lot of nice new business won't 
cure."’ That's pretty much your situation. Difficulties which may be 
ahead can be circumvented by an increase in sales. So how will you 
go about planning and executing your business program? 

I say to you in all seriousness, that in times like these, yours is the 
opportunity, if not the duty, to make a considerable effort to further 
establish yourself in your community. Sales and profits make this pos- 
sible at this time. In other words, this is the time in which to adver- 
tise your business to your customer. This is the time in which to 
publicize the services and the products that you offer for sale. This 
is the time when you can best afford to do it. I recommend your local 
newspapers and liberal use of imprinted advertising furnished by the 
manufacturers. You will find that when sales curves are at the peak 
levels, the roster of advertisers multiplies itself. What would be the 
reason? The answer, of course, is obvious. In times of prosperity 
business can afford to advertise to a greater extent than in times 
when conditions are less propitious. Thus they build a solid foundation 
to the creation of a reputation which remains within the buyer's con- 
sciousness in times when the dealer is forced to have his name appear 
less frequently before the public through the medium of advertising. 
I commend this system highly to you. 

Ralph Waldo Emerson said, you recall, ‘When a man builds a better 
mouse trap than his neighbor, even though he sets up his shop in the 
woods, the world will beat a pathway to his door.” But this isn’t true 
any more. Nobody is going out in the woods looking for mouse traps, 
when a local store two blocks down the street has good ones. Times 
have changed since Emerson’s day. You certainly have to advertise 
your business. 

This principle holds good in every aspect of human life. In Turkey 
the faithful are called to prayer from towering minarets. In America 
it's a church bell that summons us to worship. But even religion must 
broadcast news about the time and place of its services. The success 
of your business activities is just as dependent upon a printed or 
spoken word. Of prime importance when considering this fact is the 
buyer's attitude toward the dealer. More and more the buyer's dis- 
crimination as to the type of merchant he chooses to trade with will 
come to the fore. More and more will he become inclined to confine 
his dealings to those of his local merchants who have earned his 
confidence. I should like to emphasize the term “earned,” for there 
may be numberless merchants who deserve buyer confidence, but who 
have made no particular effort to earn it. 

Follow Through on Sales Program 

Once a program has been determined upon, we should stick to it. 
So frequently, in a burst of enthusiasm, in a moment of inspiration or 
under the influence of another’s ready tongue, we solemnly resolve 
to advertise a business or a service over a definite period, in a definite 
medium, with a very definite theme. Then something happens. Our 
attention shifts to other channels. We no longer feel the spur of a 
brand new idea. We lose our enthusiasm for the project so hopefully 
entered on. Let’s be more consistent in a seller's market. Let’s make 
sure we finish what we start. 

We must publicize our names. “Buick’s the buy’ has probably sold 
more cars than “Ask the man who owns one.’ Those two slogans 
present a very interesting contrast. I may be prejudiced, I may be off 
the track traveled by so many coiners of selling phrases and writers 
of successful ads, but it seems to me that any slogan worth its salt 
must include at least the name of the firm which sells it. 

Not long ago I had occasion to test this theory out. I went from girl 
to girl in our office and asked who advertises ‘‘The Skin You Love to 
Touch.” Is it Palmolive? Is it Ipana? Is it Woodbury? It really is 
Woodbury, but I think you'll be surprised to learn that not one of 
these young ladies was aware of the fact. “The Skin You Love to 
Touch’’ would have done better, would have sold more, if it had been 
tied up with the product or firm it was designed to publicize. 

Well, after you further your reputation, after you become better 
known and well accepted in your community, as it were, there will 
be a compensating continuity of business that will repay you for your 
investment of some of your profits from your peak sales periods. 
Remember that the big business is done by advertising dealers, and 
these advertising dealers plan and budget for regular advertising 
programs. 

Particularly important to you now is the fact that advertising pro- 
vides the only insurance which can protect your business in possible 
leaner days ahead. I say to you, therefore, tell your customers about 
your business. Then the chances are your lot will be happier should 
we encounter a recession later on. 

Next adopt a selling program, and see it through. But know your 
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potentiality first. Set up a general quota for your entire operation, 
another for each individual who contributes to your daily sales. I 
know no better way of producing business than that. If it does noth 
ing more, it provides the target at which you can aim. Should you 
hit the target, you have done well. 

Second, manage your sales. One day, twenty-five years ago, an 
old army major was lecturing a bunch of newly commissioned officers. 
“When you are in a tight spot,” he shouted, ‘‘and it looks as if you 
may be all wiped out, do something. You may do the wrong thing 
sometimes, but it is better to do something, than to go down without 
exerting any effort at all." The major was dead right. We are dead 
wrong, if ever we rely on wishful thinking and only hopeful waiting 
to see us through. Let’s do something now! Let's really manage our 
business. 

Another thing, what do your people think of you? Can you face the 
facts? Do the things they say to friends, to neighbors, customers and 
associates, paint you as you like? It seems to me no more significant 
commentary on employee loyalty could ever be uttered than an 
affirmative answer to this question. And do they ever make sugges 
tions? Do they do it enthusiastically? 

Finally, those of us who hire men and women take on a very serious 
responsibility when we add a name to the payroll. This is no time 
for hiring and firing in rapid succession when an employee fails to 
work out successfully. It’s up to you and up to me to make sure that 
the outcome of hiring is a happy one for employee and for the 
business we represent. 


Program of Education for Sales People 

It's high time a broad educational program was developed for sales 
persons and clerical workers of every organization in this industry. 
I don't refer only to men and women just employed. I mean the vet 
erans on your staff, those who have grown rusty in your service, those 
who still think they know it all. Let's take on this responsibility at 
once. Let’s make sure all the members of our organization, and that 
includes ourselves, learn more about selling portable typewriters these 
next three months than we ever learned before. 

We must remember we can’t do it all ourselves. Typewriter deal 
ers—-in a seller's market--must plan to multiply themselves, to build 
an organization able to represent them in the way they would repre 
sent themselves. We mustn't be caught unprepared. In defense the 
emphasis goes on men, materials and machines. In a seller's market 
the most important phase is men. Let's be eternally ready to meet 
any emergency that may arise. Let's be sure that the needs of the 
army and the attractiveness of other fields will not find us unable to 
carry on as we always have. 

And finally, you have a serious merchandising problem. Within a 
few months the emphasis has moved from consumer’s goods to the 
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heavier commodities. Nobody can predict the direction similar events 


will turn. No one can be certain how they may affect your business. 
But we can be very sure that it will be affected. The time to plan 
for change is now! 

It is already said that automobile production must be reduced by 


thirty per cent. It is already hinted that refrigerators and washing 
machines, vacuum cleaners and other household appliances are in for 
drastic inventory cuts. What will happen to typewriters, and particu 
larly to portable typewriters, no one now dares say. But the wise 
merchandiser prepares for any eventuality. He takes into considera- 
tion the probability that this will be a war of several years’ duration. 
He acts accordingly. 

You, who have known me so long, have rarely seen me take on 
the role of prophet. I'm no prophet, nor the son of a prophet. But, 
I do want to register here and now the suspicion, the not yet well 
defined idea, that there may not be a sudden, serious depression when 
this emergency is over. The evidence is appearing. There may even 
be a post-emergency boom! 

Many people are earning more money than they have earned for 
years. Wants are developing that have gone unsatisfied for a long, 
long time. And yet, when consumer's goods are lacking, these wants 
must remain unfilled. You see, the elements exist for continuance of 
the seller's market long after world peace is declared. I personally 


believe there is real possibility that human desires, technological 
progress, accumulation of unspent funds, and a great many other 
influences, will prolong the period of our seller's market for some 
years. 


These, then, are things we must think about during the days of the 
existing emergency. These are indications of precautions we must 
take and plans we probably should formulate. We have well defined 
responsibilities these days. First, and most important of all, we are 
bound to offer all our thoughts and all our energies to the end that 
our country may ever be safe. Second, we have clear responsibility 
for the welfare of our families and the security of our homes, and 
finally, we have a responsibility to ourselves and our employees. 

We must get the broad perspective. We must appreciate, as far as 
our opportunity permits, what the existing situation is all about. Not 
long ago a man saw two bricklayers working on a wall. ‘What are 
you doing?” he asked one. The reply came, “I’m laying bricks.” 
‘What are you doing?” he asked the other. The answer was, “I’m 
building a cathedral.’’ This second man saw his job in relation to 
the whole, drew great satisfaction from the work he did. He took 
pride from his daily task. We, too, can get a greater measure of 
satisfaction, can justify a greater measure of pride in our own accom- 
plishments, if we also see our responsibility in relation to our country’s 
needs, of our families’ requirements, and of our employees’ reliance 
upon our success. 


Emancipation of the Blind Through Use of Typewriters 
By WILLIAM PAGE 


Superintendent, Parental Schools, 


Chicago, Ill. 


HE typewriter industry has made an invaluable contribution 

to the education of the blind in three distinct ways. The first, of 
course, is the standard typewriter itself which is now operated by 
practically every blind child and adult. The second contribution 
not generally known was the placing of its mechanical facilities and 
its technicians at the disposal of inventors interested in producing 
machines and equipment that write Braille—letters and numbers 
which can be read by the touch. The third progressive aid was in 
the development of the bulletin typewriter which is now used exten- 
sively throughout the country in the sight saving classes of the 
schools. A more detailed account of each of these three remarkable 
helps for the blind is hereby presented. 


Credit for the first practicable typewriter goes to Christopher 
Latham Sholes to whom a patent was issued in 1868 although a 
W. A. Burt got a patent for a clumsy slow machine way back in 
1829. Sholes kept improving his model for five years and then per 


suaded a famous firm of gunmakers, E. Remington & Sons, to 
manufacture it. In 1874 the first machines began to appear on the 
market. From a curiosity in 1874 the typewriter today has become 


an indispensable adjunct to the world’s business. To connect this 
account with a report of how the typewriter has emancipated the 
blind I will quote from a letter from John B. Curtis, supervisor 
of the education of the blind in Chicago’s public schools from 1900 
to 1935: ‘When I was a senior pupil in the Illinois School for the 
Blind in 1889, the superintendent very kindly permitted me to learn 
to use his office typewriter. At this early date he saw the possi 
bilities for the blind in the use of typewriting. The blind were, of 
course, under no handicap in the use of the machine, as the touch 
system was early recognized to be the correct technique for all oper 
ators. I bought a standard machine, and without taking formal 
lessons, learned to use it moderately well, writing a master’s thesis 
of forty-six pages. This was in 1896, at the University of Chicago. 


Typing Course for Blind 
“When I began my work as a high school teacher in the Illinois 
School for the Blind in 1897, I found that the typewriting course 
had been made a definite part of the curriculum. All high school 
pupils were required to take the subject, and six machines were in 
daily use. A similar practice was probably current in the best insti 
tutions for the blind at that time.” 
Public school classes for the blind were started 


in Chicago in 


At first only the high school children were taught the use of 
the typewriter. In 1910 our Chicago Board of Education purchased 
typewriters for the blind centers in the elementary schools. The 
eighth grade children were given instruction with a view to furnish- 
ing them a tool for their high school work. The pupils learned 
readily and so accurately that it was soon found practical to allow 
the younger children to operate the typewriters. 

Today the more efficient blind children may begin typewriting 
in the third grade. Proficiency in typewriting has made it possible 
for some blind girls to obtain positions as dictating machine op- 
erators. The number is limited, of course, as almost perfect work- 
manship is required. One of the graduates of the Marshall high 
school center for the blind, Mary Sirocatka, obtained a position as 
dictating machine operator with Montgomery Ward & Company, 
and the management reported that there was no better operator 
in the office. No doubt many other blind typists have equal records 
of performance. 

The greatest advantage of the typewriting to the blind is the 
advantage it gives them to lead a normal life, so that attention to 
their handicap is eliminated more and more. In the schools home- 
work and notebooks are all typewritten and in their social and 
business correspondence typewriters are regarded as indispensable 
equipment. 

Many people are now familiar with the Braillewriter, the small 
desk machine which embosses Braille characters on heavy manila 
paper. This machine is the outgrowth of the standard typewriter 
and has an interesting background. The machine was invented in 
1892 by Frank H. Hall, superintendent of the Illinois School for the 
Blind, and has ever since been called the Hall Braillewriter. Mr. Hall 
had mony months of anxious thought but great satisfaction in the 
final success of his project. He always gave full credit to those 
who assisted him. 

The inventor said he had a idea of what he wanted; but 
was not mechanical enough to put it into effect. In seeking help 
his first thought was of the typewriter people. He came to Chicago, 
and as he expressed it, found men with a ‘world heart.” The 
management of the Munson Typewriter Company was enthusiastic 
about the project, and asked its technical men, Messrs. Harrison and 
Seifried, to give time and close thought to all matters of detail. 
Features of the Munson machine were allowed to be embodied in 
the Braillewriter without charge, and Mr. Harrison and Mr. Seifried 
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worked as if the project was their own. The perfected Hall Braille- 
writer was a splendid exhibit in the World's Columbian Exhibition 
of 1893. 
Munson Helps Out 

The Munson Typewriter Company assisted also in the develop- 
ment of the Hall Stereotypemaker, the machine with which embossed 
plates are made to be used in the production of thousands of books. 
For many years the Munson company made all the Braille emboss- 
ing machines used in the United States, and constantly improved 
them. It also helped in the devising of a satisfactory foot-propelled 
map-making machine. The map to be embossed is selected from 
an atlas, geography, or history and a scale drawing of it is made 
on a sheet of paper, the size of the brass plate. Exact reproduction 
of ink-print maps is impossible. Rather than crowd too many geo- 
graphic features on a given map, only a few essential ones cre 
selected. If detail is desired, more than one plate is used. When 
the pencil copy of the map is finished, it is pasted onto the brass 
plate and is embossed dot by dot or line by line on the map 
machine. Bodies of water, such as lakes, seas and oceans, are repre- 
sented by a surface roughened by means of small dots. Dotted lines 
indicate rivers and canals. Continuous smooth lines stand for 
boundary lines between political divisions. A series of small arcs 
of a circle indicates a mountain system. Cities are designated by 
letters. The course of a river is made clear by placing a number 


Organizing to Do a Selling Job 


By M. S. BANDOLI 


Sales Manager, 


Victor Adding Machine Company, 


Chicago, Ill. 


HE subject assigned to me is a big one—‘Organizing to Do a 
Selling Job’’ and I hope I can do justice to it. In this day and age, 
to develop and to carry on an organization job is becoming increas- 
ingly difficult. There seem to be so many things going on to take 
our minds away from the business of sound organization and planning. 
First—there is a war raging on many fronts 
Second—there is in progress a huge mobilization of the country’s 
resources and man power 
Third—there is tremendous spending—millions of dollars are being 
spent for every conceivable commodity 


Fourth—the three P’s seem to be catching up with us—prices, 
priorities and profits 
Fifth—-we hear and we believe we are in a seller's market, with 


very little need for organization or program. 

Our salesmen seem to be getting soft because the training and edu- 
cational pressure is lagging. Our businesses are becoming geared to 
the bubble blowing cycle, and many of us, manufacturers included, 
are becoming shortsighted because of the apparent ease in which we 
are realizing unpredicted and unprepared for volume of business. 

Never in its history has the office equipment industry occupied such 
an important position in business and defense economics as it does 
today. Defense spending for armaments and preparedness requires 
an abundance of machinery of management. This machinery and 
equipment precedes and prepares the production line—the records, the 
vital statistics, that are so necessary to plan the production of 
materials for defense. 

From observation, it is my firm belief that dealers and others in the 
office equipment field today are not getting their share of the business 
available, nor are they protecting themselves for the future—that we 
are too susceptible and somewhat blinded by the first blush of easy 
pickings,—-easy orders-—-that as a result, we are not keeping our 
efforts synchronized through more alert training, aggressiveness and 
factual information. Too many of us, manufacturers included, are too 
busy gorging on the horn of plenty that may be here today and gone 
tomorrow, with the result that many of us are automatically slipping 
into shortsighted policies and practices—-practices that lull us to sleep 

and soften us up. Much like the proverbial heavyweight fighter, 
who after a successful career, begins to soften up-—and although he 
is still able to knock out with ease-—the set-ups, his lack of training 
and conditioning during the period of encountering set-ups makes him 


easy prey-—-then the going gets tough and the opposition tougher. 
So it is with many of us today—there is an inclination to be lulled 
into complacency—-to take without much effort the silver plattered 


offerings—and because it seems to be easy, we fail to keep our tools 
sharp-—-our senses alert and our planning and organization out in 
front--where it belongs. 

Complacent Attitude 

The result of this type of complacency does not appear damaging 
at the moment, and while we may feel that our business is good 
we are really not getting all we could get, if we applied the tough 
period methods which helped to build our businesses in the past. 
Then too, it is habit to succumb to the least line of resistance—by 
leaving fences unmended— by forsaking training by failure to plan 
for the future while business is good rather than wait for business 
to fall off and then start fraining activities—-too late to catch up with 
the parade. 

Some one asked Willie Hoppe, the noted billiardist, to what he 
attributed his uncanny skill and success. He replied that he regarded 
all his shots as difficult—that even a set-up must be played as though 
it was tough—-in order to gain position for the next shot. I think we 
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near its source and at its mouth. Two or three pages of explana- 
tion, called the map key, accompany each map. 

The map-making machine is also used to make the plates for 
all diagrams or graphs that may appear in an algebra, geometry, 
or geography. Appliances that are attached to the machine assist in 
constructing perfect lines, circles, squares, polygons, and other figures. 

In more recent years, the typewriter companies have done valu- 
able work for the schools in developing the bulletin typewriter. 
This machine is now a part of the standard equipment of sight sav- 
ing classes. Pupils with impaired vision may read with ease what 
they have written, and teachers may supply needed material in 
abundance. At the John Marshall high school, there is a very large 
sight saving library. This library was produced by the volunteer 
service of Marshall students, who came to the sight saving room 
each day to copy material on bulletin typewriters. Complete texts 
in Latin, French, German, and Spanish have been produced, and 
also many books required for work in the social studies and in gen- 
eral literature. The bulletin typewriters soon became so popular 
that the principals of many schools were ordering them for their 
offices. They were used to type notices for the bulletin boards, and 
to write headings for various articles. The primary teachers were 
the next ones who saw the advantage of using larger print in the 
preparation of work-materials for the beginning of reading classes. 

From the facts presented, you can see that the various companies 
of the typewriter industry have made a definite contribution to the 
education of those whose vision is impaired and to the blind. 
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can all take a leaf out of Willie Hoppe’s book by regarding the busi- 
ness we go after today as hard to get and that it requires the same 
planning, the same principles of selling, the same approach, the same 
preparation and presentation—just as before ‘’B D’’—-before defense. 

Let's be more specific and really get down to fundamentals of 
organization. Let's remember also that the game is not one-sided 
the dealer and the manufacturer must recognize and accept their 
share of responsibility, they both must utilize all factors at their 
command. By both working hand in hand they can bridle complacency 
and set worthwhile standards for the present and the future. 

How does all this affect us-—-what is our next move—what is our 
industry's stake in the future--where do we go from here? In the 
eyes of a novice in this industry, and that’s me—I'm taking the liberty 
of making certain recommendations that say-—let’s organize not only 
to do a selling job but a business job as well! 

First, let's take a look at the manufacturer's side of the picture. His 
responsibilities are to provide 

1. A good product 


New products (development activity) for the future at a fair 


price. 

2. To create and maintain sound channels of distribution that will 
permit a profit return to those investing their time, money and 
effort. 

3. To build consumer good-will and acceptance for product and 
policies. 

4. To promote not only a satisfactory volume of sales for them- 
selves, but also to help develop a sound profitable volume for the 
dealer. 

5. To eliminate selfishness and greed by not permitting too many 


outlets in too few trade areas. 

An example of my statement is as follows: A nationally known 
refrigerator manufacturer had for years been supervising up- 
wards of 5,000 dealers. Too many of these dealers were serving 
one trade area with the result that they were falling all over 
themselves and not doing a job for the manufacturer and defi- 
nitely not accomplishing a profit return in their own business. 
This manufacturer at one fell swoop reduced his dealer organiza- 
tion from approximately 5,000 to 2,000. This permitted him to 
properly supervise and contact the remaining 2,000, most of which 
doubled and tripled their business, placing their businesses on a 
profit basis and in turn through their combined cooperative efforts 
more than doubled the manufacturer's business. 

6. To be consistent at all times with training programs, educational 


media, promotion assists, merchandising helps and counsel, 
financial advice and assistance, and personal contact through 
carefully selected and trained representatives who have the 


dealer's interest at heart. 

7. To accept the responsibility of trust, to act as the executor, to 
hold the stakes for the dealer in a manner which wili instill 
confidence and reap benefits. 

8. To recognize that dealer outlets required varied lines of mer- 
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chandise, termed major appliances in order to round out a sound 
selling picture that, specializing in only one line without benefit 
and support from allied lines is digging an early financial grave 
and increasing the mortality rate among dealers. 

During the development of the household refrigeration business 
there was a tendency on the part of some manufacturers to 
rigidly control outlets handling their product to discourage the 
handling of allied products. The result, a high mortality rate 
Today and for a number of years, refrigeration manufacturers 
insist that distributors and dealers handle associated appliances 
in order to round out a sound sales picture. 

9. To advocate sound business principles by studying individual 
dealer operation involving merchandising practices, investment 
inventory turn-over and by promoting through proper advice the 
general over-all welfare of the dealer and his organization. 

10. To be constantly on the alert, seeking facts, studying markets 
new uses for products, changing potentials, over-crowded repre- 
sentation and to place the facts squarely before the dealer, all 
the cards on the table. 

One concern with which I am familiar offers a special sales 
control service to its dealers. A careful study of local markets is 
made and the information is promptly and currently passed on 
to the dealers. This same concern operates three separate and 
distinct sales controls. 

No. 1. Control, dealing with regular commercial business. 

No. 2. Control designed to analyze and prepare market studies, 
adapted to the emergency period and following through on the 
new potential offered by the expansion of special businesses who 
are serving the defense program. 

No. 3. Control specializes on the study of government outlets, 
Army and Navy, etc. 

The result of building up information from these three separate 
controls permits a very close relationship among the dealers and 
this manufacturer. It is probably the most important move that 
has caused such tremendous increases for this manufacturer and 
for his dealers and outlets. 

And last but not least, the manufacturer should originate the best 
possible merchandising methods to replace many of the antiquated 
procedures of the present and past. Modern applications of merchan 
dising are vitally necessary if we are to safeguard this great indus 
try’s stake in the future. Let's not lose sight of the fact that there 
are a number of outstanding office equipment manufacturers who are 
now following such a program. Several are going much farther as 
they recognize the mutual benefits. Others are revamping their 
policies to conform to modern trends, while still others will never 
change their tactics, believing their principles of many years’ standing 
are all sufficient. 

I am proud to represent that type of manufacturer whose policies 
and procedure can and will be changed monthly, if necessary, in order 
to keep abreast and ahead of changing conditions and to preserve 
sound relations with our outlets. 


Presentation-Demonstration-Performance 


Every industry is identified with its own methods, but almost all 
industries recognize cardinal principles that involve a selling program 
designed to bring goods to market. Salesmanship the world over is 
much the same. First, a good product is necessary—-one that will 
render service and take care of a need. Then selling tactics are ap 
plied and although the application may be different, we still recognize 


the principles of presentation-demonstration and proof of product 
performance. 
Although new to this industry, for the past twenty years I have 


been a student of merchandising and from my observation of the 
office equipment industry, there seem to be but few cardinal prin 
ciples that do not apply to all industry having a commodity or service 
to sell. If that.is true, permit me to make some observations in con 
nection with the office equipment dealer. 

His responsibilities are also great! 

To him falls the task of delivering the goods to market, as effi 
ciently as possible, and as profitably as the traffic will bear. To do 
this job successfully, the dealer is required to put many things on the 
line—chief among them are his 

MONEY 
TIME 
EFFORT 
all of which call for an organized program if that dealer expects to 
be successful and stay in business. 

What are the most important factors recognized by the successful 
dealers and outlets of today? In my opinion, they are as follows 
A good product or products to sell. 

An adequate establishment. 

Adequate potential possibilities. 

Knowledge of how to conduct a business 

Sufficient finances. 

An organization properly trained. 

Satisfactory relationship with manufacturers 
8. Sound policies of a flexible nature. 

Let's assume that the first five points are accepted essentials 
as good products, adequate establishment, adequate potential 
edge of business, and sufficient finances. 

Let’s look a little closer at the remaining three factors: An organi 
zation—-properly trained, satisfactory relationship with manufacturers 
sound policies of a flexible nature. 

A lot can be said about each of these points but time nor the 
temerity on my part will permit me to indulge on your good nature 

To be brief, I think we all admit that we can never secure enough 
organized effort and properly trained personnel. We should always 
avail ourselves of every sound source-—-and particularly should we 
stay abreast of training and educational opportunities during the 
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present era, and to prepare ourselves for the future 
The Selective Service Act affects many of us. 


A goodly number of 
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experienced people have been taken from our ranks—-and what about 
replacements? Men are harder and harder to find—-good men, sus- 
ceptible to training. However, let's not overlook the women as experi- 
ments have proven that women can function in many sales capacities, 
such as demonstrators, etc 

There is a dire need to continue programs of sales and service edu- 
cation, streamlined courses seem to be most effective and if our 
depleted ranks cannot be filled by men, then we should have no 
hesitancy in training women. They are susceptible to instruction and 
can develop rapidly. 

We should insist on more training among those that remain in our 
ranks. More knowledge is vital as the load is heavier. Then there 
are yourselves—-many of you who run your own businesses are also 
the chief producers. It wouldn't be amiss to check up at regular 
intervals, to review your presentations, your standard demonstrations 
to stay abreast of current happenings and to keep yourselves fit with 
practical knowledge and factual information. 

Some of you have been too loose--you have purchased equipment 
for resale too freely and in too great a quantity, building up large 
inventory investments that have permitted promiscuous distribution on 
long trial period basis. Salesmen who have habitually failed to mer- 
chandise equipment through sound presentation and demonstration, 
relying on the outmoded trial method, have increased your investment 
and decreased their own efficiency. It will be a sound move on your 
part to curb promiscuous placing of trials and insist that your organi- 
zation do a little pre-selling before even granting trials. 

In a large city located close to Chicago we have a dealer who 
carries a substantial inventory. His so-call@d leading salesman had 
on trial at one given period 266 adding machines. His sales for one 
month, as a result of 266 machines on trial, amounted to twenty-four 
units. Certainly there is a direct example of lack of pre-selling and 
the least line of resistance by merely placing trials at random. 

Another salesman in this same organization with thirty-five care- 
fully placed trials closed twenty-one orders in a thirty-day period, 
but on a much smaller investment of inventory. 

Another dealer twelve months ago was getting ninety per cent of 
this volume through trials. Today by using pre-selling presentation 
and modern demonstrating methods, sixty per cent of his business is 
closed without trials and the balance of forty per cent results from 
trials left on a much shorter period. 

It's the old story of making your invested dollar go a lot farther- 
turn it oftener by merchandising the product you have to sell and 
not just depend on the law of averages and the line of least resistance 
through promiscuous trials. Your competitor can pot-shot at your trials 
but seldom can he upset a sale made. 

Organize your sales staff to do 1 selling job first 
haphazard methods of mentally lazy salesmen. 

Today efficient streamlined portable office equipment products can 
be sold on presentation and demonstration. Why not prove to your- 
self the soundness of this statement by trying it out, not just occa- 
sionally but on every contact. The trial method should be the last 
resort. 

Naturally a good portion of these observations apply to adding 
machines, but every observation or recommendation I’ve mentioned 
has been tried and proved as sound practice. 


eliminate the 


Dealer-Manufacturer Relationship 


Another important factor is that of satisfactory relationships with 
the manufacturers with whom you do business. The current situation 
requires cooperation, collaboration and counsel with one another. 
Again the shadow of priorities-—-critical materials—-and defense busi- 
ness comes first--enters the picture. It is well for you to know what 
is going onto work closely with your manufacturer—to assist him 
in product forecasts, to follow through on newly uncovered emergency 
potentials—to make your government and defense project calls. 

(A recent survey of one type of office equipment sales to the 
government and to defense projects—-indicated tremendous oppor- 
tunities if they were taken advantage of, but it was surprising how 
many informed dealers passed this business up through neglect or 
tardiness. There is plenty of business available, without waiting for 
Washington's approvals or the unraveling of red tape equipment 
approvals. This point has been proven time and time again. For 
example: an energetic dealer located in the outskirts of a large 
Army camp in the East didn’t wait for home office or Washington 
product approvals, but stepped out with a portable machine under 
his arm and with three days’ canvassing, closed sixty-three ma- 
chines to units of this camp.) 

The time is ripe for dealers and manufacturers to review their 
relationships—-to be sure that houses are in order, especially from a 
credit and collection standpoint—that the data you are asked to 
supply is mailed in promptly—-that cooperation is the short-cut to 
mutual advantages and increased business. This is the era in which 
contractual relationships are cemented and expanded for the future. 
Remember, there are a lot of outlets that can weather fair weather 
but many will need help when fair weather gives way to a storm. 

Another important factor I mentioned was that of sound policies of 
a flexible nature. This phase of your business should be extremely 
important. Policies of yesterday cannot always be called sound 
policies of today. For example: price increases, priorities and scarcity 
of product loom on the horizon 

There is another phase of many of your businesses that needs care- 
ful and frequent scrutiny. I refer to your used machine business. The 
used machine market today is exceptionally good--used and recondi- 
tioned machines are bringing better prices with increased margins. 
Don't be too eager to trade too close—to sell yourself short. The more 
difficult it is for the manufacturer to ship new equipment, enhances 
your traffic in used equipment. Buyers are everywhere trying to pur- 
chase used equipment in wholesale quantities—-because there is a 
ready market here and abroad. Why not cash in by becoming more 
merchandising conscious—-more adroit in your dealings and more firm 
in your prices? 
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So, once more permit me to emphasize the three very important fac- 
tors that contribute so much to your success as office equipment 
dealers 

1. An organization properly trained and well informed. 
2. Satisfactory relationship and understanding with your manu- 
facturer. 
3. Sound policies to guide your business 
the ever-changing need. 
Add these three to the generally accepted five, which once more are: 
Good products to sell; 
An adequate establishment; 
Adequate potential possibilities; 
Knowledge of your business; 
Sufficient finances; 
and we have a catechism of success provided it is sparked by organ- 
ized planning and reasonable effort. 

The future stake of the office equipment industry is large—the add 
ing machine business is an important factor and will become increas- 
ingly important as time and the need for the machinery of manage- 
ment marches on. 
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Portable Typewriter Merchandising Trends 


By W. H. BECKWITH 
Advertising Manager. 
Royal Typewriter Company, 
New York, N. Y. 


‘D LIKE to preface my remarks with this statement. Some of the 

things I say at the start of this talk may sound critical of the type- 
writer dealer. I hope they are not considered in this light. I want to 
make certain suggestions on dealer advertising and merchandising 
which, I hope, will be helpful to the dealer; and to justify these sug- 
gestions I have to paint a picture of what is going on in the portable 
buyer's mind today. 

I want to talk about two trends in the portable typewriter business 
which are becoming pronounced, and, because they are becoming 
pronounced, give every dealer a great deal to think about today. 

The first is something you've heard many times—the portable type- 
writer is becoming a home appliance. This is not news to you. To 
mention it again sounds like the story of the boy crying “wolf.” It is 
happening, though, and it is going to mean a change in the old meth- 
ods of merchandising portable typewriters to the consumer. 


Considers It Home Appliance 

Very simply, what is it that is happening? Just this. The typical 
portable buyer no longer looks upon the portable typewriter as a piece 
of office equipment. She looks upon it as a household appliance the 
same as she looks upon a vacuum cleaner, a radio, or an electric 
refrigerator. This change from office equipment to home appliance is 
taking place in her mind and the important thing about it is that it 
is taking place in her mind 

What we think about the portable doesn’t matter. Whether we look 
on the portable typewriter business as a branch of the office equipment 
business or not doesn’t mean a thing. What the consumer thinks about 
it does matter—-for exactly the same reason that it matters whether 
she thinks a dining room set is something to be purchased in a depart- 
ment store or an office furniture store 


Looks to Department Store 

The second important trend making itself felt today stems from the 
first one 

It is this: In many cities the typical portable buyer is beginning to 
think the department store or the large retail credit store is the place 
to go to purchase a portable typewriter. There are many cities where 
this is not true, but their number is decreasing 

Don't take my word for it. Check it yourself. Stand on a street 
corner and ask the first ten people who pass where they'd go to buy a 
portable typewriter. A lot of them will name a department store, a 
lot of them won't know, and a few of them will name a typewriter 
dealer. 

What's the reason for this? Price cutting special offers 
aren't the answer. They're merely a symptom. The answer simply 
is that too many portable dealers have failed to register themselves 
on a mass scale with the non-office equipment minded consumer. 


deals or 


Dealer Has Done Good Job 

Does this mean that the dealer has not done a good job? 

No By past standards he is doing a better job today than 
ever. What it does mean is that the market for portable typewriters 
is changing and growing and, as it changes, too many dealers have 
not adapted themselves to the change. And thus are not cashing in 
one the full benefits of the growth 

Don’t get me wrong. These trends will not have any immediate 
effect upon the dealer. You know as well as I that no dealer will 
have any problem selling portable typewriters in the present emer- 
Where the danger lies is that this change in buying habits 


gency 
will gather momentum, emergency or no emergency, and, unless the 
dealer keeps pace with it and adapts himself to it, will have passed 


far beyond him when the emergency ends 

You then will have two types of outlets-—-one forced to get along 
solely on rebuilts, repairs and servicing, and the other cashing in on 
the cream of the growing portable market. Some dealers might say 
this would be a good thing. I don’t 


Today adding machines are a major factor in a dealer's business; 
they represent the balance wheel in your business. 

So—manufacturer and dealer in the office equipment industry have 
closely related problems-—problems that require close coordination 
and cooperation. The dealer and the manufacturer must organize 
together—To Do a Selling Job That Guarantees-—-our stake not only in 
the present, but for the future. 

Complacency is something we must not tolerate 
organized—-informed and in trim 


REMEMBERING 


That there are princes and kings 

And clowns that caper in sawdust rings 
And common folk like you and I 

Who are builders for eternity 

To each is given a bag of tools, 

A shapeless mass, and a book of rules; 
And, ere Life has flown, 

Shall carve a stumbling block 

Or a stepping stone . 


let's keep ourselves 
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Service, repairs and rebuilt work will never grow much more profit- 
able than it is today, while the sky's the limit for growth in the port- 
able business. 

Growth Belongs to Dealer 

And this growth belongs to the dealer. It always has been his busi- 
ness. It should always continue to be his business. And speaking for 
my company, we want to go as far as we can in keeping it his 
business. 

The dealer is the pioneer in the portable typewriter business. The 
question many dealers must ask themselves today is: Am I going to 
let this business get away from me, or am I willing to pioneer again 
in new merchandising methods? 

The department store is in the portable typewriter business because 
the department store finds it profitable to merchandise a home appli- 
ance—-and is geared to merchandise it. The dealer who wants his 
portable business to grow must—rather than complain about the 
department store competition-—adapt his own portable typewriter mer- 
chandising to home appliance merchandising. The truth of this is 
borne out by the fact that your most successful portable typewriter 
dealers today are those dealers who have streamlined their merchan- 
dising tactics to keep pace with home appliance merchandising, and, 
consciously or not, have modeled their advertising and demonstrating 
procedures on the methods followed in other home appliance lines. 


What Are Home Appliance Tactics? 

What do we mean when we say “home appliance merchandising 
tactics’? 

Simply, they are tactics planned to appeal favorably to the average 
home appliance buyer--so let's analyze them by analyzing today’s 
typical portable typewriter buyer: 

Who is she? 

What is she interested in? 

How does she go about buying a portable? 

Let me say right here and now that this typewriter buyer does not 
represent every buyer But she does represent a large-enough ma- 
jority of the market--and an ever-increasing majority—-to justify 
fashioning the major part of a selling operation to appeal to her. 


Who Is Typical Buyer? 

First, who is she? 

She is a mother. She has a daughter in high school. Her husband 
doesn’t have too much money. But-—-and this is important--she and 
her husband are determined to do everything possible to give this 
daughter a real start in life 

That describes her. Now, what does she care about a portable 
typewriter? 

Frankly, she doesn’t care a darn thing about a portable typewriter 
as such, but she vitally cares about giving her daughter that start in 
life. She has heard somewhere that a portable will help her daughter 
in school and after school, and she is curious to know if this is really 
true. She wants to find out if it is, and if it is, you can be certain 
she will move heaven and earth to buy a portable for that girl. 


What Does She Want in a Portable? 


what does she want in a portable typewriter? 
She wants a portable that will have 
Mechanically she’s a mental 


Next 
The answer to that is easy 
everything on it her daughter needs. 
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blackout when it comes to knowing anything about the technical 
features of a typewriter. Yet she can be made to care a great deal 
about these features if it can be shown to her that each is a necessity 
her daughter requires. Specifically, she will want to know, too, if the 
portable will be easy for her daughter to learn typing on and easy 
to use after she has learned to type. She will want to know if it is 
well made and well designed to stand up for long service. And, 
although she may not be conscious of it, she will be impressed by its 
appearance. 

How does she stand on price? 

To begin with, you can operate pretty safely on the assumption she 
has no idea what a portable typewriter costs. She wants a bargain 
of course, and a bargain-price ad will attract her. It will attract her 
more, though, because the ad shouts “bargain’’ than because of the 
price itself. If she should happen to know something about typewriter 
prices, the attraction of a low price will be discounted in her mind 
the moment she decides the model it applies to is not the model her 
daughter requires. Once more we go back to the point that everything 
she is interested in-—-including price—is governed by her desire to 
provide help for her daughter. She will insist on getting the most 
value for her money—-make no mistake about that-—-but if she can be 
shown that the difference between giving her daughter the right kind 
and the wrong kind of typewriter is simply a matter of a few extra 
payments, she will quickly accept the extra payment. 

There is your typical portable purchaser. 


How Does She Buy a Portable? 


Now, how does she go about buying a portable typewriter 

She will do one of four things. 

She will go to a department store because that probably will be the 
first place to come to her mind as a piace to buy portables. Or she 
will go to a typewriter dealer because she has seen his advertising 
or noticed his store. Whether or not she recalls the dealer ahead of 
the department store depends upon how well the dealer has promoted 
himself. Frankly, she will probably think of the department store 
first—-and this is the dealer’s problem today. He must establish him 
self in the buyer’s mind as the home appliance store handling portable 
typewriters. This is something he can readily do. He can do it with 
out too great an expenditure of money. The experience of many suc 
cessful dealers testifies to this. But-—he cannot do it unless he first 
realizes that when he is selling portable typewriters, he must be a 
home appliance merchant and not an office equipment trader 

There are still two other things our buyer might do. 

She might go to a dealer because a friend recommended him 
she might stop in at his store because she was passing it as she was 


Or 


thinking of typewriters 
Kep one thing in mind on all of these four possibilities 
is not accustomed to buying portable typewriters 


Today's 


buyer Thus, she 


OFFICE APPLIANCES 


will be in an extremely impressionistic frame of mind. If the impres- 
sion she receives of the first store she visits is not all she'd like it to 
be, she will shop for another one. 


Three Ways to Bring Her in the Store 


There we have a true-to-life picture of today’s typical portable 
buyer. Let’s stick with the lady a while longer and see what we can 
do to get her into our store and send her out with a profitable pur- 
chase. We have checked her on two points. She doesn’t want to buy 
a portable typewriter for the sake of buying a portable typewriter. 
She does want to further her daughter's career in school and after 
school. That's Number One. Number Two is that she feels at home 
in a department store or a home appliance store. That’s the picture. 

As I said before, there are three things that will bring Mrs. Buyer 
into the dealer's store-—-word-of-mouth recommendation, advertising, 
window display. Let's take them in that order. 


Word-of-Mouth Recommendation 


The dealer is in a better position to capitalize on satisfied customers 
than any other form of outlet. It is good business for him and a 
matter of professional pride to recommend the model of machine the 
requires. He furnishes her service whenever service is 
necessary. He stands back of every portable he sells. This creates 
satisfied customers. It is possible our Mrs. Buyer is a friend of some- 
one who purchased a portable from the dealer and was so pleased 
she recommended him to all her friends. The dealer, too, may have 
encouraged this recommendation by sending a note out to his cus- 
tomer list at school opening and Christmas, enclosing several folders 
and requesting they be passed on to friends interested in buying a 
portable. He may have offered a little gift—-a typewriter ribbon, for 
example—for names of interested friends. The customer would get 
a ribbon for each name sold 


customer 


Newspaper Advertising 
Or possibly Mrs. Buyer finds the dealer through his advertising. 


If he can afford newspaper advertising, he should do it, and most 
dealers outside of Chicago and New York can afford it. Small ads, 
not large ones, and small ads which are run regularly. Here's a great 
advantage the dealer has over the department store. The department 
store will run one big ad several times a year and the average dealer 
will get quite disturbed about it, wondering ‘how can I meet that?’ 
Actually the dealer who runs a small display ad regularly throughout 
the year will really compete with the department store in the advertis- 
ing results he'll get--and that goes for every department store price 
offer you can name. 

The set-up of the ad is important. 
a home appliance set-up. The dealer 


Department stores always follow 
sometimes follows an office 


Turn to page 144, please 





CONVENTION VISITORS CAUGHT BY THE CAMERA AT THE PALMER 
HOUSE 


1. O. A. Olson, Typewriter Service Shop. Detroit: James P. Ward. Reli- 
able Typewriter & Adding Machine Corp.; J. J. Sheehan, The Office 
Appliance Co., Providence. R. I. 

2. Albert Markus, Fort Pitt Typewriter Co.; Harry Ayres, Speed-O-Print 
Corp.; Stanley Weiner, Fort Pitt Typewriter Co.; S. J. Graff, Speed-O- 
Print Corp. 

3. E. E. Ellis, Underwood Elliott Fisher Co.; A. W. Schlecht, Typewriter 
& Supply Co., Cleveland; Leo Adler, Cleveland Calculating Co.; Fred 
Carpenter, United Typewriter & Adding Machine Co.. Washington, 


D. C.; Ed Pfahl. Adding Machine Sales & Service, Cleveland; Frank 
Cooper, Codo Mfg. Corp. 

4. F. M. Sargent, Heyer Corp.; R. H. Preston, Preston Typewriter Co.. 
Knoxville, Tenn. 

5. John Loser, Noiseless Writing Machine Co., retiring president. 
N.T.O.M.D.A.; J. Keating, Stack Typewriter & Supply Co.; A. 
Johnson, Shipman-Ward Mig. Co.; F. E. Brown, Dawn Mfg. Corp.; 
Tom Stack, Stack Typewriter & Supply Co.; E. E. Ellis, Under- 
wood Elliott Fisher Co.; Pat Stack, Johnson Stack Co., Chicago. 

6. Herman Fink, W. Hackney and Hank Schroeder, All Remington 


Rand Inc. 








Typewriters as Home Appliances 


By A. E. VAN WAGNER 


Advertising Manager, 


imerican Writing Machine Company, 


New York, N. Y. 


OUR stiffest competitor has never sold a typewriter, and probably 

he never will, for actually your most important competition comes 
not from the other typewriter dealers in your city, but rather from the 
radio dealers, the washing machine dealers, the furniture dealers— 
from every retail outlet in your town that sells something other than 
typewriters! 

The typewriter dealer who plans his business-getting activities with- 
out taking into full consideration the competition from rival industries 
is as shortsighted as the general who puts his entire army into the 
forward line and leaves both flanks unguarded. For while this dealer 
is busy cutting prices in order to take one customer away from another 
typewriter dealer, he is unsuspectingly losing the business of three or 
four or more people who might have been his customers if he had 
just taken the trouble to show them that really they wanted a type- 
writer more than they wanted a new washing machine or radio! 

In illustration of this, let me quote from an advertisement which 
appeared in the New York Times a few mornings ago. The adver- 
tisement, which is headed ‘‘The Battle for the Bucks,” reads: 

“A tew weeks ago we sat down with a well-known monthly maga- 
zine and a thick red pencil. We checked over all of the ads. When 
the advertiser mentioned the retail price of his produce, we wrote it 
down on the ad itself. When he didn't we checked with dealers and 
found out. 

“There were 201 advertisers in the magazine. And our totals showed 
that they were asking their readers to spend $7473.17 for their 
products! 

“Then we asked the advertising manager of that same magazine to 
tell us the estimated average annual income of his readers. He said 
his surveys indicated that it was about $2,275 per year per family. 
Thus, in one monthly issue, these 201 advertisers are asking the poor 
reader to spend almost three and one-half times what he earns in a 
full year! 

So, what will the reader do? Take a cruise or buy a car? Buy 
an electric refrigerator or a vacuum cleaner; a toaster or a type- 
writer; a load of new best sellers or an easy chair in which to read 
them?” 

Competition With Other Merchants 


And that is why, gentlemen, that your real competition is not with 
the other typewriter dealers just around the corner, but with the 
furniture store, the electrical appliances store, and so on down the 
list of everybody who has got anything to sell! Before you ever start 
to compete with the other typewriter dealers, you have to lick the 
stiffer competition that you are getting from other industries. 

We are living today in an age of luxury. Only a very small per- 
centage of our people have such small incomes that they are limited 
in their spending to the bare necessities of life. That is why most 
products that are bought today are bought not because of inescapable 
need, but because of desire. That is why your wife, after thinking 
so long that she must have a new rug for the living room, finally ends 
up by spending the money for a new refrigerator or a new winter 
coat that some aggressive merchandiser has made appeal to her even 
more. It’s purely and simply because the whole question is not one 
of actual need, but of desire. 

In the past several years great progress has been made in making 
people desire typewriters. Right now, more personal correspondence 
is done on typewriters, more travelers carry portable typewriters, 
more students and people in all walks of life own standard or portable 
typewriters than ever before. It is estimated that there is a typewriter 
in one out of every five American homes. Old resistances are fast 
disappearing. Many parents have seen how the use of a typewriter 
has helped their children win higher marks in school; many others 
have seen the advantages of speed and clarity that typing has over 
longhand for correspondence, writing up recipes, and many other 
purposes. But there is still a lot more that we can do, millions of 
dollars’ worth of more sales that we can make—that in justice to our- 
selves we must make! And now, when the defense boom has given 
the people more money to spend than at any time in recent years, 
is beyond doubt the time to go after these sales to the home market 
more aggressively than ever before! 


So far, the United States commitment for defense, including the 
Lease-Lend Act funds and British orders, as well as our general 
defense appropriations, is slightly over fifty billion dollars. Of this 


tremendous sum, something in the neighborhood of fifty per cent, or 
twenty-five billion dollars, will go into payrolls and result in local 
purchasing power. And a large part of this huge sum of twenty-five 
billion dollars represents increased purchasing power. The result is 
that retail sales in 1941 are running way ahead of 1940, and 1942 
and 1943 will probably bring even larger gains 

Probably some of you are right now saying to yourselves that all 
this stuff about defense spending is well and good for those other 
dealers who are fortunate enough to live in a city that has been 
receiving a steady stream of government contracts. Well, perhaps your 
city has not received a big share of direct government contracts, but 
don’t let that discourage you. Remember that a large share of the 
defense work is being done by the subcontractors who supply the 
holders of prime contracts with raw materials, parts, machinery and 
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other equipment. And the effect goes even beyond that, for this tre- 
mendous increase in purchasing power is bound to have its effect 
upon almost all industries and localities. Surveys have shown that 
certain localities which have received less direct government contracts 
have experienced a larger increase in retail activity than other 
localities that have received more direct government contracts. 

The people now have money to spend, many of them more than 
they have ever had before! And with this money in their pockets 
they are looking for ways to spend it. Where and how will they spend 
it? They will spend it, just as people always do, on the products 
which are made, by the merchants, most desirable to them! 

All of this means that we typewriter dealers all over the country 
have a big opportunity confronting us this fall. For when John Smith, 
Jr., goes back to school, he goes back at a time when his parents 
have money to spend. Maybe they'll spend it for new winter clothes; 
perhaps they'll buy new furniture, a new washing machine, radio or 
vacuum cleaner. But if we typewriter dealers are really on our toes; 
if we are alive to our opportunities, we will see that some part of this 
money is spent on a typewriter for Junior! 

In a way, of course, there is nothing new about this, because every 
year a large number of John Smiths, Sr., buy typewriters for the John 
Smiths, Jr., when they go back to school, or at Christmas. But the 
new part, this year, lies in the tremendous size of the market you 
have to go after. It has been reliably estimated that three and one- 
half million families will enter the $1500 to $2000 annual income class 
for the first time during 1941. With this additional money to spend, 
these people are not only more logical prospects for typewriters, but 
also more desirable prospects than they have ever been before. 

How are we going to go about selling all of these new prospects? 
The first thing we have got to do is to show these families that buying 
a typewriter for Junior, or for themselves, is much more desirable, 
much more necessary to their well-being than the new furniture or the 
new clothes; much more desirable and necessary than the new wash- 
ing machine, radio or vacuum cleaner! 

Low prices, alone, will not do the trick! Useful as they are in per- 
suading a customer to purchase his typewriter in your store instead 
of in the typewriter store around the corner, they will not, in them- 
selves, convince the Smith family that they want a typewriter more 
than a washing machine or a radio. And until you have convinced 
the Smith family on this point, price doesn’t mean a thing! 


Reasons Why People Buy 

In going after the home market, it will pay you to remember that 
no matter what the product may be—typewriters, automobiles, vacuum 
cleaners—anything!—there are six basic reasons why people will buy. 
These are pride, pleasure, profit, caution, affection and utility. These 
are the motives that make people buy, and it is to one or more of 
these motives that you must make your appeal if you are to sell the 
idea of owning a typewriter. You have got to analyze your prospects 
to find what motive or combination of motives will be the most apt to 
sway them. And your course of action decided, you have got to sail 
in with all the ingenuity at your command to put the idea across. 

A campaign of this nature does not mean that you will have to 
invest more money in advertising or promotion than you would on a 
campaign that is based on low prices alone. It does require more 
thought and a keener interest in your customers’ problems! It does 
require that typewriter dealers learn to cooperate with each other in 
a concerted effort to build up their market! For the single-handed 
efforts of one progressive dealer in any given city are not enough. 
But united in a cooperative effort to secure new customers, the type- 
writer dealers of any city can work together for the good of all! 

Remember that you will not be working alone. You will be in stiff 
competition with every other aggressive industry that has something 
to sell. All of these other merchants will also be advancing arguments 
to convince the public that their products are more worthy than yours. 
The public will be asked to spend fifty, one hundred, five hundred 
times the amount of money they will have to spend. But one thing is 
certain, and that is if you are right in the middle of the battle, if your 
sales appeals are as convincing or more convincing than those of the 
other merchants, you are going to get your share of the money that 
is spent! 

Many dealers are wondering why they have not already been able 
to feel a considerable increase in their sales to the home market as 
a result of defense spending. But they are still planning their promo- 
tion to reach only those who have already decided to buy a type- 


writer, and in their newspaper advertising, their window displays, 
their direct mail and their other promotion they are doing little to 
attract new customers. But other merchants are! Gear your promo- 


tion to meet theirs; gear your promotion not only to sell current pros- 
pects, but also to create new ones. 
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S YOU KNOW, the duplicating business is uppermost in my mind 
and I want to say a few words about this particular department 
in your store. 

Most of you, perhaps, are satisfied with the amount of business 
your department is doing. Some of you are watching this department 
closely and are making some effort to get the most out of it. Others 
are just taking it for granted and are satisfied with whatever busi 
ness is done, and are making no effort to improve it. 

I know that all of you would make a greater effort if you realized 
how important a place duplicating equipment holds in the conduct of 
American business in general. Statistics show that approximately 
twenty-five million dollars are spent annually for duplicating equip 
ment. Out of this, seventy per cent represents the expenditure for 
rotary stencil duplicators and their supplies. If you will only stop for 
a few moments and compare the amount of business that you are 
doing, with the total expenditures, you will realize just how small a 
part of this particular business your department is doing, and how 
much it can be increased 

The rotary stencil duplicator is one of the hungriest office machines 
in your store. As long as it lives, or as long as it is in use, it must 
be fed with supplies. Every duplicator will eat up anywhere from 
fifty to several thousand dollars’ worth of supplies annually——of course 
depending upon how much it is used. This in almost every instance 
depends on the dealer. If the dealer is on the alert and shows the 
customer how he can improve his work, suggesting new ideas for 
forms and advertising, the customer will use his duplicator more often 


Hitting Hysteria 


By FRED BROWN 


Sales Manager, Dawn Manufacturing Corp. 


Rochester. N. Y. 


ELLOW toilers in the field of business device sales, I bring you a 

solemn warning against a growing tendency that carries with it 
dire consequences! I speak of the hysteria that grips our land at this 
hectic moment: this fear of what is to come; this big black thing that 
looms over the horizon, threatening to devour us; this nightmare of 
war involvement-—-and the ever-increasing tendency to make such 
gruesome subjects the common subject of conversation 

True, the sky is clouded: war gods rattle their weapons. Prepared 
ness exacts its toll in taxes and curtailment of our normal routine of 
life. As a manufacturer I suffer raw material and labor problems as 
well as tax burdens. You as dealers suffer from failure to get your 
requirements filled. And, folks, probably the worst is yet to come 
very likely we haven't seen anything yet. 

But, today, tomorrow and until things become normal and peace 
reigns once more, I plead-—Don’t Let Hysteria Get You! As my per- 
sonal contribution to this worthy cause I have a practical common 
sense plan for Hitting War-Time Hysteria! 

Until this very solemn moment my plan has been a sacred secret 
locked in my breast! Even the blackmail threat of one of your officers 
has not moved me to release my plan to a stricken world. I tell you 
in all modesty that my plan will change the course of events the world 
I ask the cooperation of the N.T.O.M.D.A., as I give birth to a 
the S.P.P.P.P.P.! 


over 
new society 


Needless Worry 


As I look about me, I see some who are as old as I. I see a few 
who may even be older. I see many who are almost as old. Friends 
answer yourselves the pertinent question: ‘‘Have we learned no lesson 
from the needless worry that has bogged us down in the past as we 
worried over things that never happened’’? 

To hit old war-time hysteria, all we need do is not to worry about 
tomorrow or next year, or the years thereafter! I tell you truly, every 
thing's going to come out All Right. Don’t worry about it and please 
don't talk about it. Such worry and particularly such talk is like 
putting a fire out by pouring on gasoline 


I hold in my hand an application to my new society—the S.P.P.P.P.P 


I have asked the cooperation of the N.T.O.M.D.A., as I give birth to 
this society. 
degree that every person present signs such an application 
fident am I of your hearty endorsement of my plan that I am going 


I now request that this cooperation be practical to the 
So con 


Developing the Duplicating Department 


By S. J. GRAFF 


Sales Manager. 
Speed-O-Print Corporation, 
Chicago, Ill. 


which, in turn, means more business for the dealer. Your prospective 
duplicator customer must be shown why and how he can use a 
duplicator in his business, even if you must go to the trouble of cutting 
a special stencil pertaining to his own line. It may take a little more 
effort on your part, but you will find it is well worth it. 

We manufacturers have attempted to help you improve your depart- 
ment and show you the tremendous profits that can be made out of a 
good duplicating department. It has been a slow process but we are 
gradually succeeding, and in order to reach the highest point of 
efficiency it is necessary for the dealers to cooperate with the manu- 
facturers one hundred per cent, as it does no good for a manufacturer 
continually to send out suggestions unless the dealer is going to take 
full advantage of them and follow through. 

For a successful duplicating department there are certain policies 
that must be followed. To begin with, a manager should be appointed 
who knows the process and the line thoroughly. A machine inked 
and mounted with a stencil should be ready at all times for actual 
demonstration, both in the store and in outside contacts. Card records 
should be installed for follow-up and not merely for mailing lists. 
These records should be kept up-to-date and used daily for reference. 
Your advertising and display should follow a set policy, as these pro- 
motions must be repeated regularly to secure the most out of them. 

The point I have tried to bring out is that your duplicating depart- 
ment deserves more emphasis and should be watched more closely. 
It deserves the same respect and consideration that you give to every 
other department in your store. If this is done, it can be turned into 
a real money-maker and you are going to be surprised when you find 
out how easy it is to increase this end of your business. 

I don’t have enough time to go into all detail, but we have just 
completed a booklet that tells how to get the most out of your dupli- 
cating department, regardless of whose equipment you are handling. 
We would like to have you and your entire personnel read this book- 
let, and if you will give me your name and address we will be glad 
to send you as many copies as you want. 
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to assume you have all actually signed up for membership in it, and 
accordingly all are eligible to know its full significance, its deep 
secrets. You may even have been curious and wondered, as I spoke, 
what the letters S. P. P. P. P. P. stood for. You need wonder no longer, 
nor need you ask me, for I am about to tell you! 

In addition to hitting hysteria, simply by not worrying about it, my 
society has another most patriotic objective. This is most confidential! 
National efficiency is a prime requisite. The S.P.P.P.P.P. is pledged to 
promote National efficiency in a truly practical manner and to a degree 
that I say to you may indeed tilt the scales of world events very much 
in our favor! 

Consider, please, all of you, this one great National inefficiency: 
The farmer plants his seed, fertilizes, cultivates and, at long last, 
harvests and markets parsley! Through the intricate channels of com- 
merce and distribution, this parsley finds its way into the kitchen. 
Even as at the Palmer House. The kitchen scullions prepare this 
parsley with pains, taking care to sprinkle it on our potatoes—and 
folks, we—-most all of us—scrape it off before we eat the potatoes! 


Secret Is Revealed 

In the interest of National efficiency in the National emergency that 
confronts us, my new society is dedicated to -The Prevention of People 
Putting Parsley on Potatoes 

Continuing my bold assumption that you are all ‘with me” in this 
noble objective, I am causing buttons to be distributed to all who 
have learned my sacred secret. These curiosity-evoking buttons natu- 
rally will prompt those who notice them on your lapel to inquire as to 
what S.P.P.P.P.P. means. Tell them in reply just what I have told you. 
And, the why of all of this may you well ask me! 

Friends, in times like these, people should take up laughing and 
playing as well as working and praying A smile drives clouds 
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away. A laugh kills gloom. When men are gathered together and 
the discussion is the latest dismal war doom dope, just ask them to 
join my society! When a prospect has a frown on his face, and 
regales his tribulations of priorities and shortages and predicts the 
perils of tomorrow, invite him to join the S.P.P.P.P.P. 

Laugh and the world laughs with you; weep and you weep alone! 
Get your friends laughing with you and you make them happy, too. 
Get your prospect laughing and you get an order. Get everybody you 
know in my society and we sure hit hysteria a solar plexus sock! 


Figuring Machines and Defense 
By GORDON LAURENCE 


Vice-President, 
Allen Calculators, Ince., 


New York, N. Y. 


HAVE two very good reasons for expressing my thanks to your com- 

mittee for inviting me to appear on the program again this year. 
First—I am appreciative of the honor and second—not feeling capable 
of preparing the kind of message I wanted to bring to you, I was 
forced into interviewing a number of men in the industry who know 
much more about the subject than I do, and as a result I gained a 
liberal education. 

So I have jotted down the ten outstanding topics which seem to 
be causing most concern among dealers and manufacturers in the 
office machine business, to pass on to you. 

An amusing commentary was made by one man, when asked 
his opinion of how the defense program was affecting the aver- 
age business man. He said, ‘Few of us have any idea of the serious- 
ness of the situation. That instead of spending every waking 
hour analyzing conditions and striving to turn them to advantage, 
the average man is prone to bury his head in the sand and wait 
for the storm to blow over.” 

To illustrate his point he told me the story about the seven little 
ostriches playing in the desert. One strayed over a few sand hills 
and became separated from his playmates. A sandstorm loomed 
up in the distance and he rushed back to the other ostriches, who 
had buried their heads in the sand. He stopped up short—looked 
around, and said to himself, ‘“Humpf, where is everybody?” 

Surely this is no time to fool ourselves by failing to see what is 
going on around us and failing to take some action. 


Ten Important Points 

Now let me read these ten points, and let’s make a little analysis 
of how this “All Out’’ defense program is affecting our business. 

1—Production 

The production of office machines available for private business 
has very likely passed the peak and is on the decline. 

2—Prices 

With constantly 
anticipated excise tax 
yet been reached. 

3—Government Purchases 

For the first six months of this year it is reported 
ernment has purchased twenty-seven per cent of the standard 
typewriter production, and government offices, training camps, and 
firms engaged in defense contracts took about an equal percentage 
of the adding machine production. 

4—The Used Machine Market 

Second-hand adding and calculating machines practically disap- 
peared from the market last year. Second-hand cash registers, of 
readily salable models, are becoming scarcer every day. 

The normal eighty-five per cent trade-ins on new standard type- 
writer sales has fallen below fifty per cent. This can only mean a 
further shortage in what for twenty years has been the back- 
bone of the dealer’s business. 

5—Restriction of Manufacture of Low Price Units 

When scarcity of material and lack of further productive capac- 
ity restricts the number of units made per day, the manufacturer's 
only salvation is to eliminate the unprofitable low priced units. 
That is taking place now on portable typewriters and may become 
necessary in other lines. 

6—Trials 

Already a number of 
machine field—have had to discontinue long 
on demonstration. Dealers should fall in line and get 
this old evil at least ‘for the duration.” 

7—Terms 

This is the time to talk cash, or 
installment periods. In time of war 
aftermath. 

8—Retailers Now Big Equipment Buyers 

It is prophesied that retail merchants’ 
calculating machines, cash registers, and 
all-time high in 1941. 

9—Dealers’ Accounts with Suppliers 

Dealers who habitually take advantage of manufacturers’ leniency 
in the extension of credit may find it increasingly difficult to remain 
within the ever narrowing circle of those obtaining prompt deliveries. 

10—Sales Without Deliveries Produce No Profits 
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As I conclude, let me assure you that S.P.P.P.P.P. is no joke. I did 
not come here as if to tell you a funny story. In the face of this 
war-time hysteria, there is need that we laugh and play, as we work 
and pray, and all to the practical end that we offset war-time hysteria 
and grim forebodings of evil. 

Wear the button that you will find at your place at lunch this noon. 
On request to Rochester I will gladly send you more buttons and appli- 
cation blanks. Help me raise the baby S.P.P.P.P.P. that was born here 
today to be a man who will promote our happiness and our welfare. 
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The dealer who doesn't change his activities in order to cash in 
on what is both salable and procurable will go into the next 
depression having missed the boom bus and find himself unprepared 
to meet the new problems of the future. 

Now, Gentlemen, is there a “handwriting on the wall” in these 
points? 

At the convention last year, you were urged to put every dollar 
you could spare into second-hand typewriters and adding machines 
in anticipation of a shortage, higher prices, and some inflation 
of the dollar. 

Today I am urging you to put your house in order. 

George Washington's admonition “In time of peace, prepare for 
war,’ works just as well the other way. In time of war prepare for 
the depression which always follows. 

I talked with some credit men-—-and when you want to get the net 
on the general condition of dealers’ business—that is the place to 
get it. After eight long years, the office machine dealer's business is 
just about getting back on its feet. 

Remember, this “‘billions for defense’’ business isn't contagious. 
You do not “catch” any of these dollars like you catch the measles. 
You have got to figure out a way to attract some of them to you. 
Talking boom talk will not do it. 

Today everything is fine, but instead of assuming a smug com- 
placency we should be worrying about the next step. 

I hope you have already ‘cleaned up” in your typewriter depart- 
ment—that you have your bills all paid and have the desks clear 
for the next scene of action. 

And the title of the next act is figuring machines for defense. 

Right now—there exists a golden opportunity for the dealer to 
diversify his machine activities, enlarge his business and protect it 
against the inevitable aftermath of this war. 

The gigantic task of handling figure work in this defense pro- 
gram—the influence of which has spread to every business in every 
city—is providing the dealer with the most profitable machine busi- 
ness they ever experienced. 

I have crusaded the figuring machine department idea at these 
conventions for years, and am deeply appreciative of the fine co- 
operation and great strides you have made to date. But your busi- 
ness has been primarily low priced units—the white chip class. Now, 
you are ready, and the time is ripe, to step into the blue chip class. 

The dealer’s average unit figuring machine sale today is around 
$100—it could just as well be $150 or $200, if the same amount of 
time and effort now spent selling terms was expended in selling 
applications. 

Calculating Machine Demand Grows 

The demand for calculating machines is already beyond the 
ability of the manufacturers to supply and the need is so pressing 
and the desire for immediate delivery so urgent that you do not 
have to be a calculating machine man to make a sale. 

I well realize that your business has been built on the sale of type- 
writers and I am not asking you to forego that. I hope you sell 
a million. 

But I ask you in all sincerity—can you afford to overlook what is 
happening today and what is going to happen when the war is over? 

Whereas, new figuring machines will undoubtedly be on a critical 
list, and will be available in some quantity to those dealers who go 
into the business with a real earnestness of purpose, and who 
are sufficiently business-like to keep their accounts current. 

Because of the demand plus the availablity, figuring machines of- 
fer you the best opportunity to cash in on the boom, and when 
the reaction comes, figuring machines will still be a vital necessity 
for computing the inevitable new taxes and government reports, and 
for handling the always essential figure work in every business. 


Here Endeth the Detailed Report of the Sixteenth Convention of the National Typewriter 
& Adding Machine Dealers Association Held in Chicago, III., July 21, 22 and 23. 
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NATIONAL OFFICE FURNITURE WEEK 
Pablicize in Early mE 4 Mailings and Lec Press 





IXTY thousand attractive little office equipment industry in op- Dealers are asked to plan their 
brown and green stickers erating efficiently. How appro- own local advertising. It is sug- 
flipped off the printing presses priate, then, is the slogan of Office gested that all fall mailing pieces 
the last week of July in the first Furniture Week: “Modernize Your now being planned include refer- 
of a series of press runs producing Office for Efficiency, Convenience, ence to Office Furniture Week. 
advertising matter to carry the Appearance!”’ Electros of the emblem and sticker 
message of office modernization to As indicated in previous articles, design, in sizes shown herewith 
the nation’s business and indus- the participating manufacturers may be obtained at cost through 
trial executives, during National will render their dealers a special OFFICE APPLIANCES. These are rec- 
Office Furniture Week, October service by providing free sets of ommended for use on all printed 
20 to 25. advertising posters, streamers, and matter and in newspaper ads and 
Last year dealers and manufac- pennants for window and store house organs. Many firms will 
turers of office furniture stuck display. Pictures were shown in also wish to obtain extra orders 
314,000 of these gummed attention the May issue One hundred of stickers. If you sell office furni- 
getters on their letterheads, state- stickers will also be included in ture, MAKE YOUR PLANS NOW 
ments, and mailing pieces when each Set TO PARTICIPATE! 


they inaugurated their industry’s 
first annual sales promotion week. 
This year, with the successful ex- 
perience of last and an earlier 
start, a million or more stickers 
should be used by the trade. 
Every retailer of office furniture 
the country over is urged to plan 
a special merchandising campaign 
in observance of the week and to 
identify his tie-up by using the 
available National Office Furni- 
ture Week advertising material. 
The object is by united action to 
bring all the progress of the office 





ADVERTISING MATERIALS AVAILABLE 
Size No. 41-A No. 41-B No. 41-C 
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furniture industry to public atten- CONVENIENCE ate oo = _—— 
tion at honed time. *APPEA RANCE GUMMED STICKERS printed in brown on green paper size of 
American business, now at- No. 41-A illustrated at the left. 
j its hiovest 7 i istoryv \" 1,000 to 4,000 $2.25 per M; 5,000 to 10,000 $2.00 per M 
/ g 1s gges ) Story, Pp Pp 
tempting its biggest job in histor’ = lh 11,000 to 15.000 1.75perM: — 16,000 to 25,000. 1.50 per M 
is inseparably dependent upon the No. 41-A Additional over 25,000....$1.40 per M 
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The Accumulated, Unsold 


OFFICE FURNITURE MARKET 
Why Vot Fw fhe Piitltien Set Ups every ie Years? 


ossgentl sales conditions in- 
vite analysis and aggressive 
attention. In fact, they demand 
workable solution to meet changes 
and conditions that have hung 
over from the past, escaping con- 
centrated attention when business 
flowed in without much effort. In 
close territory work in the past 
month’s analysis indicates that 
office machines, new, appear in 
the average office more often than 
does furniture. 

The tendency to hold on to the 
old Model T furniture is strong in 
outlying territories especially, but 
not much search is needed to see 
that replacement of old furniture 
and machines holds pretty closely 
to a ratio of two or three to ten. 
What is more surprising is that 
this condition follows through of- 
fice buildings. There has always 
been a tendency to spend so much 
on new quarters, when that happy 
condition arrives, that not suf- 
ficient is left to harmonize and 
speed efficiency with new equip- 
ment. And color is coming in at 
a great rate to retard decisions. 
Color is proving a stimulant to 
better work. 

It might be a question if the 
machine men work harder or are 
better informed, or if, too, their 
compact machines offering speedy 
services intrigue the customer into 
buying a new posting machine or 
the latest type of adding machine 
or calculator. Furniture does not 
offer so many assured efficiencies, 
though the desk people are adding 
all the traffic will bear in the way 
of attractiveness and working fea- 
tures favoring the worker. The 
day of having just so many ped- 
estal drawers for whatever the 
kind of work is being changed. 


Furniture Salesman Sells 
Intangibles 
The machine salesman has defi- 
nite facts and figures, results se- 
cured, to enforce his appeal. He 
needs leave nothing to chance. 
Without question, the furniture 
salesman needs expansion of 
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imagination added to whatever 
offers of better working efficiency 
he has. The main question with 
the customer is providing desk fa- 
cilities for his workers, and, un- 
fortunately, too much attention is 
paid to price, low price, and a 
tendency to shop around. That this 
condition is being bettered by 
some furniture men is revealed in 
the attractive illustrations of new 
and completely harmonized set- 
ups being installed. But so far 
this expansion is not reaching the 
outer fringe of city territories suf- 
ficiently. 

The concern holding to the old 
will be found staffed from head 
down with operatives who must 
have new cars every year or two, 
yet will hold to the old furniture. 
Then we have added to this con- 
dition the fact that quarters are 
even less often redecorated. Yet, 
one has only to go into one of the 
modern offices, properly deco- 
rated, to experience a delightful 
sense of well being in doing busi- 
ness in such a place. 

The question of modern work- 
ing furniture, plus harmonizing 
working quarters, brings a com- 
paratively new condition into the 
furniture seller’s vision. Of course 
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in important places that policy 
has been followed for years, but it 
must be spread to widen the mar- 
ket. It brings up squarely the 
question of whether he will sim- 
ply merchandise or complete the 
picture. It really brings in the 
question of architectural supervi- 
sion, or working with interior dec- 
orating people. That, of course, 
slows the sales process for items, 
but without a doubt expands the 
order. Imagination and weight 
are needed to convince. 


Model Offices Best for Display 

Furniture in rows for display is 
perhaps the most confusing way 
in which to bring a strong focus 
on the order pad. And unless the 
market is big it needs a sizable 
rental expenditure to set up com- 
pletely furnished rooms. Certain 
localities, and certain cities, lean 
to definite needs in business 
furniture. So we come again to 
setting up completely furnished 
rooms, and these without clutter- 
ing should show pretty much 
every item that may be needed 
in an office. Now we have se- 
cured concentrated attention and 
articles which would have escaped 
notice in looking down a line of 
desks appear to arouse desire to 
possess and use. That would mean 
the types of set-ups desirable for 
the territory served. Those who 
use the method know their sales 
are bettered by complete show- 
ings. But what is most important 
is that the prospective customer 
is taken into the room with other 
articles close to his needs. That, 
of course, means warehousing to 
deliver from, so that exhibits may 
be in order. 

Valuable help is being given by 
the manufacturers in their new 
catalogues, color, too, showing es- 
sential combinations of a line. 
This is a great help to the sales- 
man in forming understanding of 
what should be offered. It bridges 
in a measure, with room set-ups, 
that architectural knowledge 
mentioned. It is unfortunate that 
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books do not exist for the office 
decorator such as are so abundant 
in house furnishing. One of the 
paint manufacturers has recently 
introduced a notable set-up of 
books of color photographs of ac- 
tual rooms with every decorative 
feature shown. Working offices 
are not going to be as fancy as 
homes but sets of such photo- 
graphs (we should be past the 
colorless photograph stage), 
should go a long way in giving 
business a new conception of what 
offices might be made like. 

Now we return to our blocks and 
blocks of outmoded offices and 
work rooms, the old stuff in of- 
fices. The dealer who has had a 
good furniture business in the 
past was probably satisfied with 
a good volume brought in by his 
men without having given much 
thought to the eventual result 
other than satisfaction over the 
filled cash till. This, figuratively, 
is the bridge he has to cross. And 
we know that the condition is dif- 
ficult just now. It points to the 
need for tightening up on selling. 

And what is to be done about a 
layout for a sizable installation? 
It has been the practice for years 
to make the layout free of charge, 
though there have been condi- 
tions where the writer has had a 
leeway of five per cent in his 
company’s favor in bidding. With 
price-cutting and close competi- 
tion, this free service has estab- 
lished an almost intolerable con- 
dition. Figured in dollars it 
means the dealer, if he goes so 
far, is sure to have spent more in 
getting the business than he 
makes. An exect survey is re- 


quired before the new set-up may 
be translated into drawings. Both 
of these take special, trained 
abilities and the average sales- 
man simply is not up to it, so he 
must specialize as a merchan- 
diser. 


Charge for Layout Service 


To meet the conditions neces- 
sary for profit, payment for pro- 
fessional services will be required 
to establish a fee for illustration 
service. In no other way can a 
large outfit be correctly set up. 
If an architect does it he is short 
of the technical office knowledge 
in selecting the proper units. Edu- 
cation to do that is a long process 
refined by much experience in 
actual work. This again prompts 
the dealer to merchandise, as 
large outfits, except in larger cit- 
ies, do not occur often enough. 
His dependence then is upon the 
manufacturer, who in turn must 
spend a large amount if a man 
must be sent to the job. One rec- 
ognizes that it would take an 
amount of public education to se- 
cure this fee. Without question 
it is a practice that must be es- 
tablished if the industry is to 
come into its own in profit. It is 
not so pleasant to have competi- 
tion placing lower prices on your 
weeks of work and expense. 

A short time ago the writer en- 
gaged to make a new complete 
layout of offices of a thirty-three- 
year-old prominent concern, the 
work to be done after a firm of 
accountants had revised account- 
ing. The fee was $5,000.00. Pre- 
sumably a lot of the mess would 
have been cleared up, making it 
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easier for the writer to do his 
part, which was the usual free 
service, in the hope of making a 
hit and getting the order. How- 
ever, at the finish nothing out- 
standing appeared except that a 
six-volume visible system of loose 
leaf had been installed which the 
sales manager characterized as 
enough for a concern six times as 
large. The remains of the sys- 
tem are for sale. The writer is 
inclined to recommend an archi- 
tect to redesign the offices, but 
the preceding service aroused so 
much resentment the president 
says it will take some time to 
get that out of his system. 

In another case the need of 
complete revision of the whole 
layout was such that the firm 
rightly secured professional serv- 
ices with complete new wood 
work and decoration. It is going 
to be beautiful in a section which 
has been running down, one of 
those complete corrections as ad- 
vised. But the fear is that so 
much has been spent that no 
proper amount will remain for 
furniture to match. To see the 
result even in an unfinished state 
should convince that these recom- 
mendations are no fairy story. 

Manufacturers are working to- 
ward better conditions, some deal- 
ers, too, but one can see it will 
take a mighty combined effort to 
place the selling industry on that 
higher level it is worthy of in 
profits, prestige and results. 

In the meantime make a care- 
ful study of what is appearing in 
OFFICE APPLIANCES and Set sell- 
ing appeal to secure similar re- 
sults. 
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few “chestnuts.” 


Is only one of the once popular melodies which is not heard so frequently 
now since that controversy arose between the ASCAP and the radio bigwigs. 
The efforts the latter has made in substitution have not been very successful, 
so they are handing the radio listeners some of the old favorites and not a 
We have yet to hear that old one, “Johnny 


GET YOUR 


Gun.”” Whether your favorite be walnut, mahogany or oak you can get the 
finish you desire in desks, tables, desk accessories, chairs including uphol- 
stered and club in the Gunn Line of Devaney, Printer. You can see an instal- 
lation in the private office of Mr. 
are Grand Rapids made and remember the name is 


William L. Vogt. Of course they 


GUNN 








M. F. Devaney, Geneva, N. Y., Believes in Advertising with a Twist of Novelty.—For about 
two decades he has been capitalizing on popular expressions, the advertisement reproduced 
above being the latest one. Effective use of the song title, ‘Johnny Get Your Gun,” is made 
to the benefit of the Gunn Furniture Company, Grand Rapids, Mich., as well as Mr. Devaney. 
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AT RIGHT.—Offices of the Ducommon 
Metals & Supply Company, Los Angeles, 
which are completely equipped with Steel- 
case desks and chairs of the Metal Office 
Furniture Company. Metal on both desks 
and chairs is finished in metallic gray and 
chairs are upholstered in maroon leather. 
The streamlined desks in gray harmonize 
well with rugs and drapes in the executive 
offices and with the wall treatment in the 
general office. 


AT LEFT.—Two views of the transcription 
department of a large eastern insurance 
company, recently outfitted with products 
of The Sikes Company. Chairs are of spe- 
cial design and incorporate the Sikes 
“Fixed Floating” seat mechanism with re- 
verse spring action, with all vulnerable 
parts protected. The insurance firm stand- 
ardized on these chairs after considerable 
study and tests. 
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AT RIGHT.—The Axminster exchange. 
Southern California Telephone Company, 
Los Angeles, after it was all dolled up 
with Yawman and Erbe Manufacturing 
Company products. (Top) The public office 
and (lower) the record room. The installa- 
tion, made by the YandE Los Angeles 
branch, consists of Styled Associate desks 
finished in Neutra-Tone gray. 
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AT LEFT.—Office of a large loan company 
in Cleveland, Ohio, recently outfitted by 
the Rice Business Furniture Company, 
Cleveland. The Rice organization did the 
designing, layout, construction and finish- 
ing of the entire office and furniture of 
The Sikes Company was used throughout. 
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AT RIGHT.—(Top) Installation of 
Shaw-Walker free-coasting five- 
drawer files recently made for 
the sales tax division, State of 
Colorado. Wobble blocks made 
reference to the material an easy 
operation. Shaw-Walker North- 
Kraft folders and numeric index- 
ing systems are used to facilitate 
‘iling of tax returns while cross- 
files, Space-Saver card indexing 
and ledger indexing are used in 
other departments of the tax 
division. Installation was made 
by the W. H. Kistler Stationery 
Company, Denver. (Lower) Two 
Shaw-Walker bookkeeping ma- 
chine desks recently placed in 
the offices of the Pennsylvania 
Rubber & Supply Company sup- 
ply twenty-four hour fire protec- 
tion at point of use. Shaw-Walk- 
er posture chairs were also in- 
cluded in the installation which 
was made by W. A. Helms, Inc 


49 


AT LEFT.—(Top to bottom) Folding chairs 
manufactured by Lyon Metal Products, 
Inc., installed in the Soldiers and Sailors 
Home, Quincy, Ill., and in the Barberton 
school, Barberton, Ohio. The former in- 
stallation consisted of 832 No. 650 Lyon 
Lift‘Seat chairs in a two-tone color com- 
bination and ganged for easier handling. 
In the Barberton school 100 chairs of the 
same type were installed. The Soldiers 
and Sailors Home and the Barberton school 
installations were made by the Consol- 
idated Supply Company, Columbus, Ohio, 
and W. B. Read & Company, Bloomington, 
Ill., respectively. 
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EDITORIAL 


Salutation 


@¢ “NOTHING is more conducive to happiness than the free exercise 
of the mind in pursuits congenial to it.’’ So said Macaulay, who knew 
much about many things. And so, who earns his bread doing work he 
would choose above all else to do is fortunate in his employment. And 
if his relations with fellow workers and his contacts in his field also be 
“conducive to happiness,” he is fortunate indeed. Fortunate beyond 
words of a limited vocabulary to define, as in the case of Evan Johnson, 
editor emeritus of this journal, who was in that happy position for 
forty-four consecutive years; ten and a half years on the American 
Stationer and thirty-three and a half years on OFFICE APPLIANCES, the 
two having become one some years ago. A grand situation with fine 
associates in service for a grand industry. 

Well! And so what? 

Only this: That leaving forward place in the working line for rear 
position where he hopes to perform some useful service, Evan Johnson 
pauses to sentimentally hail and salute, individually and collectively, 
all by whose good will and cooperation was made possible every advance 
of this journal through the years. Some, whose good will was so helpful 
at the start, reached journey’s end long ago; others only recently went 





“up the hill, beyond the woods and on.” 

And with the salute, Evan Johnson reaches out in spirit, over hills 
and valleys and across seas to clasp a hand of those who enriched his 
days and cheered him on his way with personal friendship. 
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An Essential industry 


@® THE office outfitter is to the business office 
what the department store, the grocer, and the 
druggist — all combined — are to the average 
American family. Like the department store, 
the office outfitter is the source of the equipment 
and furnishings for the business home. Like the 
grocer, he provides supplies consumed in the 
daily operation of business management. And 
like the druggist, he is the source of utilities for 
maintenance of good business health. 

We consider the department store, the grocer, 
and the druggist indispensable to the present- 
day American family. But they are of no greater 
importance to the public than the office equip- 
ment concern is to the nation’s industrial and 
commercial enterprises. A homely parallel, but 
pointing out the business world’s utter depen- 
dency upon the office equipment business. 

In the inimitable language of Charles P. Gar- 
vin, general manager of the National Stationers 
Association, “Some of our great minds wouldn’t 
be worth a cuss without filing cabinets. Their 
handwriting,” he continued, in his Washington 
News Letter to B-men, dated July 19, “wouldn’t 
be readable without typewriters. They’d have 
to write two or three times as much if it weren’t 
for carbon paper. Public personages would 
never know how great they are if it weren’t 
for duplicating machines. Couldn’t find out 


what they said yesterday if not for indexes. 
Would not be great at all except for paper. Only 
way they can hear themselves talk is to use 
dictating machines, etc. Fountain pens and 
pencils make them remember what they hear. 
COMMERCIAL STATIONERY keeps the nation 
going!” 

Plain statement of fact is that the office 
equipment industry stands prominently in the 
front rank of industries upon which the National 
Defense Program and the greatly increased 
tempo of industry and commerce depend today. 
Our manufacturers and distributors of the tools 
of management are operating in high gear to 
meet the tremendous demand for the equipment, 
machines, systems, and supplies essential to the 
planning and conduct of the affairs of govern- 
ment and business in the national emergency. 

In the interest of the nation’s welfare, it is to 
be hoped that raw material priorities will not 
cause serious curtailment in production of this 
industry. The men who represented industry 
and commerce in the recent meeting of the 
Chamber of Commerce of the United States knew 
whereof they spoke when in their resolution they 
said, “All available productive manpower, work- 
ing at maximum productive efficiency, will be re- 
quired if we are to accomplish the supreme effort 
of superimposing the program of defense produc- 
tion on our normal conditions.” 

Without this industry’s modern utilities of 
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management there can be no “maximum pro- 
ductive efficiency.” It was gratifying to learn 
that the office of Production Management an- 
nounced on July 24 that the scheduled cut in 
production of metal furniture and miscellaneous 
appliances would not be invoked in August. 


—- 


Domestic Market Absorbs Export Loss 
© AN interesting study of the office equip- 
ment industry’s present trend was published in 
the July 7 issue of Barron’s, The National Finan- 
cial Weekly, as the sixth in a series discussing 
the investment characteristics of leading Amer- 
ican industries. The article bore out the trends 
revealed in the reports of recent years from many 
countries published in the annual “ Round the 
World Forecast” sections of the December and 
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January issues of OrricE APPLIANCES, that the 
markets abroad had begun contracting some 
time prior to the war. Barriers on imports were 
raised in many foreign countries and restrictions 
placed on withdrawals of funds. 

Nevertheless, the export trade continued to 
be an important source of business. Hence, the 
outbreak of war fell as a heavy blow on sales and 
profits. The gains in Latin American trade have 
since proved insufficient to offset loss of British 
and European markets. 

The study indicated the principal uncertainty 
for the future as being “whether the shrinkage 
of foreign markets is permanent and, if so, 
whether further cultivation of domestic markets 
can fill the gap.’’ Domestic business is recovering 
so vigorously, however, that it has temporarily 
offset the loss of our export markets. 
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NEW MACHIN 





ANNOUNCES NEW ELECTRIC MANUAL- 
SUNDSTRAND 
A new portable electric-manual Underwood Sund- 
strand adding figuring machine has just been an- 
nounced by the Underwood Elliott Fisher Company, 


UEF 





THE ELECTRIC-MANUAL SUNDSTRAND 


One Park avenue, New York, N. Y. This dual control 
machine can be operated manually by means of the 
permanently attached handle, or electrically with 
either direct or alternating current. 

The handle is easily engaged or disengaged for man- 
ual or electric operation. The electric cord, perma- 
nently attached to the machine, can be conveniently 
and compactly stored when not in use on a special 
rack at the rear of the machine. 

Like all Underwood Sundstrands, 
mechanism of this new model are 
streamlined case for protection against dust and for 
quieter operation. The machine can readily be car- 
ried from place to place, and is designed for continuous 
work under all sorts of operating conditions. 


*—- 
AMBERG’S NEW 35MM SLIDE FILE 


The Amberg File & Index Company, Kankakee, III., 
has recently announced as the most recent addition to 
its Amfile line a new file for storing 35mm slides, 
which is made to retail at one dollar. 

The unit has two interior arrangements to choose 
from. One will accommodate fifty-one glass-covered, 
metal or pasteboard mounted slides, each in a separ- 
ate numbered compartment. The other style has fif- 
teen one-inch compartments and will hold up to 300 
slides, depending on their type. Each file has a sep- 


the motor and 
enclosed in a 





THE AMFILE SLIDE FILE 


arate contents folder whereon can be listed different 
slides according to number. 


AND DEVICES | 





The slide file has the appearance of a book and its 
dimensions are 8 by 7 by 2% inches. It is sturdily 
made and available in blue, green, red or black. 

—- « 


“MODERNE” TABLE LINE BY AUTOMATIC 
FILE & INDEX 
The Automatic File & Index Company, 629 West 


Washington boulevard, Chicago, has announced a new 
line of tables under the trade name of Moderne, which 
has the same attractive design as the Moderne desk 
line announced in the July issue of OrricE APPLIANCES. 

The new table line includes three models measuring 
60, 66 and 72 inches in length by 34 inches in width. 
Standard finishes are automatic metallic gray with 
chrome hardware, or grained mahogany, walnut or 
oak with brushed bronze hardware. A special feature 





THE MODERNE TABLE 


of the tables, which is also incorporated in the Mod- 
erne desk, is a set of adjustable glides by which the 
table can be set solidly regardless of the unevenness 
of floors. 
~<a <¢ 
NEW POSTURE CHAIRS BY SHAW-WALKER 

The Shaw-Walker Company, Muskegon, Mich., has 

announced a new line of steel posture chairs of which 





(L to R) The Nos. ST6413 and ST6425 posture chairs. 
two models are illustrated here. They are the No 
ST6413 and the No. ST6425. 

The first number is a typist posture chair which is 
available in olive green or aluminum enamel or (ata 
slightly higher price) mahogany or walnut. The other 
model is a tilting posture chair which can be had in 
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the same finishes as those outlined above. The two 
chairs, which together with still another model make 
up the line, embrace the following features: 

1: Seat can be set at proper height from 17% to 20 
inches. 2: Completely adjustable back to suit the in- 
dividual user. 3. Spring tension for back rest adjusta- 
ble to provide firm support. The back rest is also 
hinged and adjustable so that its surface completely 
contacts the body. 


Seats and backs are formed of foam rubber three- 
quarters of an inch in thickness while each model is 
equipped with 1°, inch soft rubber casters. Chairs are 
completely upholstered in Cavalon so that no metal 
edges touch the user and the finishes are of baked 
enamel to match Shaw-Walker desks or match satin 
aluminum finish chairs. 

*—- . 
NEW COOLER BY COMFORT PRODUCTS 

A new type of room cooler which is trade-named the 
Comfort Air Sea Breeze has been announced to the 
trade by the Comfort Products Corporation, Harvey, 
Ill. Designed for window installation the unit is de- 





THE COMFORT AIR SEA BREEZE 


scribed as a compact and simple device measuring 20 
inches in height, 26 in width and 26 in depth. 

The device is equipped with a recirculating pump, 
an automatic water-leveling unit and is powered with 
a 130-watt shaded pole motor. It has three speeds 
which deliver up to 1,300 cubic feet of air per minute. 

In operation the unit performs the four following 
functions: 

(1) Filters air to remove dust, dirt, pollen and other 
impurities. (2) Washes the air to add correct amount 
of moisture to dry, hot, summer air. (3) Circulates 
the air by discharging it at a forty-five degree angle 
towards the ceiling with a gentle, no-draft movement 
and (4) cools by evaporative cooling. 

Si cetind 
REX-O-GRAPH DUPLICATOR HAS NEW 
CLAMP FEATURE 

Rex-O-Graph, Inc., 37 North Palmer street, Mil- 
waukee, Wis., has announced a Model MF, fluid-type 
duplicator which is featured by a new quick-change 
“Master Clamp” recently developed by the company. 

The clamp is designed to provide an efficient and 
quicker method of changing the master copy. It con- 
sists of a V-shaped chromium-plated guide and an 
automatic clamp mechanism operated by the crank 
handle. Reversing the crank opens the clamp to re- 
ceive the master which is held firmly in place when 
the crank is again started in the forward position. 
After sufficient copies have been made the master is 
released and ejected onto the receiving tray by a flick 
of the crank handle. 

The new model is built for high production and 
heavy-duty service in systems work. Its other fea- 
tures include 100 per cent roller moistener, automatic 


paper centering mechanism, heavy duty ball bearings, 
automatic feeding, printing, counting and stacking. 


Streamline in design, the unit has a black crackle 





THE MODEL MF REX-O-GRAPH DUPLICATOR 


finish and polished metal parts. It handles postcards 
or sheets up to 9 by 14 inches and makes 400 or more 
copies from one master, the manufacturers claim. 
*—- © _ 
NEW ZIPPER CASE BY STEIN BROS. 

The Stein Bros. Manufacturing Company, 231 South 
Green street, Chicago, has announced a new type of 
zipper case, which is the introductory number of its 
1942 line of leather articles. 

The case is available with or without a ring binder 
and has new Steinite flexible plastic handles. The in- 





STEIN BROS. NEW BRIEF CASE 


terior arrangement is such as to be of interest to any 
type of user or business demand, has a convenient 
pocket and also an unusually large gusset for extra 
capacity. 

—>< 


INDUSTRIAL ANNOUNCES NEW ADHESIVE TAPE 

The Industrial Tape Corporation, New Brunswick, 
N. J., has announced a new pressure-sensitive adhe- 
sive tape with a 100 per cent wool felt backing which 
is manufactured in four widths, quarter-inch, half- 
inch, one inch and two inches, with a crinoline inter- 
lining. 

The backing in finished form varies in thickness 
from .050 to .055 of an inch and while white will be 
the standard color for the tape it is also available in 
other colors on orders large enough to justify extra- 
standard production. 

The tape is useful in all instances where felt bor- 
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ders, liners or layers are utilized for decorative, cush- 
ioning or reinforcing purposes. 


—n a -o 
TWO NEW POSTURE CHAIRS BY STURGIS 
The Sturgis Posture Chair Company, Sturgis, 


Mich., has announced two posture chairs which em- 
body several new and important features. They are 
the No. 2800 swivel arm chair, and the No. 2880, which 
is a square tubular spring-back stenographic chair. 

The No. 2800 is of steel construction, exceptionally 
light weight. Seat dimensions are: width, 1914 inches; 





THE NOS. 2800 AND 2880 POSTURE CHAIRS 


depth, 174 inches, and thickness, 2 inches. The seat 
height is adjustable from 18 to 20 inches and the 
upholstery for seat, arms and back include genuine 
or artificial leather or mohair frieze fabric. The chair 
is equipped with 15g inch casters of soft rubber, and 
is constructed to tilt back. 

The No. 2880 stenographic chair features a back 
which is easily and quickly adjusted to suit the user. 
Upholstery is genuine or artificial leather or mohair 
frieze fabric over resilient rubberized hair pad on 
seat and curled hair pad on back. Dimensions of seat 
are: Depth, 14% inches; width, 16% inches; back 
depth and width, 10 and 15 inches. Seat is adjustable 
by hand from 17% to 20% inches while casters are 
the same as on other model. 


_——! 
VISIBLE RECORDS’ NEW MULTI-FLEX 


The Visible Records Equipment Company, 1432 Alt- 
geld street, Chicago, manufacturers of Flex-Site visible 





THE MULTI-FLEX UNIT 


loose leaf binders and Tra-Dex visible equipment for 


machine posted records, has announced a new and 


improved Multi-Flex device. 
The new unit holds as many as six largest size visi- 
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ble binders in multiple form and is unique in that 
record sheets may be shifted, inserted or removed 
without the necessity of having to lift binders from 
the device. It is trade-named the Multi-Flex. 


o ie + 


MASTER-CRAFT’S PLASTIC BINDER 


The Master-Craft Corporation, Kalamazoo, Mich.., 
has developed a new series of binders finished in a 
modern, colorful plastic. In addition to being attrac- 
tive the plastic binder is said to have many prac- 
tical advantages in that it will not fade nor scuff 
and is not subject to surface wear. 

The manufacturers also stress a sanitary feature 
of the binder by which it is washable with soap and 





THE PLASTIC BINDER 


cleansed without damage. It is 
black or bronze, both in a 
gives them depth and 


can be 
two colors, 
design which 


water and 
available in 
unique pearl 
contrast 
Binders available in 
sectional post models. 


this finish are standard size 
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PARAMOUNT’S “WHIZ” ELECTRIC TOOL 


The Paramount Products Company, 48 West Forty- 
eighth street, New York City, has announced a new 
electric tool trade-named the Whiz, which is of espe- 





THE WHIZ ELECTRIC TOOL 


cial interest to office machine dealers and manufac- 
turers of office equipment. 

Made in two models—the standard and the two- 
speed—the unit is a device capable of performing a 
number of jobs which are an every-day part of any 

New Machines and Devices Section 
Continued on Page 96 
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The Guest Book 


Tom Valleau of St. Paul, Minn., signed the Guest 
Book on July 1. Tom, who is associated with his father 
as a manufacturers’ representative, handling the lines 
of The Leopold Company, Milwaukee Chair Company 
and the All-Steel-Equip Company, was in Chicago on 
a business trip and took time to give us the pleasure 
of a brief visit. 

Theodore F. Peirce, president of the Pacific Desk Com- 
pany, Los Angeles, Calif., accompanied by E. R. Houston, 
president of the Automatic File & Index Company, 
Chicago, pulled our latchstring July 2 for an all too 
brief visit. The impress of Ted Peirce’s genial person- 
ality is always stimulating. He is a confirmed optimist 
and a cosmopolitan, at home wherever he may be. 
He had only one complaint, “I want more desks.” Mr. 
Houston was brimming over with enthusiasm for his 
company’s new Moderne desk line, which he reports 
is meeting with wide acceptance. Mr. Peirce is no 
stranger to Chicago for the reason that he makes an 
annual pilgrimage to the Automatic F. & I. headquar- 
ters and manages to make the journey from the Coast 
during the month of July. 

James H. Davison of Los Angeles, western repre- 
sentative for Murphy Chair Company, Fritz-Cross 
Company and Jasper Office Furniture Company, signed 
the Guest Book July 7. He had been in Chicago to 
attend the July furniture market which opened that 
day, and for other business. Although his home is in 
California, Mr. Davison is no stranger to Chicago. He 
entered the stationery trade by working for Ralph 
Wilson in the early days of the C. S. & R. B. Company, 
now Wilson-Jones Company. Sent by Mr. Wilson to 
handle the West Coast business, he has been in the 
West for most of some twenty-odd years. 

W. Chris Kitchler of Abernethy-Kitchler, Saint 
Augustine, Fla., was a visitor at the office of this 
journal on the eighth of July. He came to Chicago 
shortly before for the purpose of spending the summer 
in this city. He planned to visit the plants of office 
appliance companies in Chicago and probably Grand 
Rapids. Chris is a young man with an unusual record. 
Only seventeen years old, he has been active in his 
father’s business on a part-time basis which frequently 
made it necessary for him to cut classes, particularly 
when he had calls to make in other cities. He is well 
informed on the sales and functions of various office 
machines, including calculators, billing and bookkeep- 
ing equipment, as well as typewriters, adders and 
duplicators. Notwithstanding the frequent absences 
he finished as valedictorian. He is an Eagle Scout and 
has won practically all the honors and awards the 
Scouts have to offer. He is expected to attend the 
convention of the National Typewriter and Office Ma- 
chine Dealers Association. Chris Kitchler was born 
in Honolulu, where his father, representing American 
tvpewriter manufacturers, long had his headquarters. 
He is well sold on the oldest city in the United States, 
but not of an age to appreciate one of its earliest 
claims to fame, the Fountain of Youth. 


REPRESENTING JAPS-OLSON—This Elks 
River high school band represented the 
Japs-Olson Company, Minneapolis, when 
that city held its aquatennial parade. The 
unit, composed of fifty-five boys and 
girls, made a colorful part of the five-mile- 
long parade for the event, which is the 
second to be held by Minneapolis. 
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Mr. and Mrs. Charles W. Lipman and their daughter, 
Dorothy, Englewood, N. J., and Cora E. Brown, signed 
the Guest Book July 15. Charlie Lipman for many 
years has been traveling representative for George B. 
Graff Company. On a brief vacation, he visited several 
cities in Illinois including Dwight where his uncle is 
medical officer in charge at the U. S. Veterans’ hos- 
pital; Peoria, Springfield and New Salem, the recon- 
structed town which was home to Abraham Lincoln. 
He expected within a few days to be back on the job 
working his way east, the family returning separately. 
An incurable optimist, he was particularly happy over 
the present business outlook. 

Norman L. Hanna, sales promotion manager of 
Philip Hano Company, Inc., Holyoke, Mass., dropped 
into the work shop July 22 for an all too brief visit. 
There was a bit of discussion concerning mental 
telepathy and some reminiscences of fishing ranging 
from Rapid River down in old Missouri to deep sea 
bass fishing off Cape Cod. Just enough of business 
crept in to make a proper contrast and this part of 
the exchange was largely devoted to the general prob- 
lem today of filling orders with sufficient promptness 
to keep customers satisfied. 

Frank M. Von Ritter, general manager of sales, 
Stationers Loose Leaf Company, Milwaukee, Wis., on 
July 22 kept a long deferred promise to visit our 
home office. Mr. Von Ritter has had an unusually 
broad experience in the creation and distribution of 
blank book and loose leaf products as well as a na- 
tional experience in sales and sales management of 
these products. Since the advent of visible record 
keeping he has been a leader in presenting the advan- 
tages of this type of product. There was pleasure and 
profit in digging into the wealth of experience as 
manufacturer, dealer, salesman and sales manager 
for it is always stimulating to visit with one who has 
comprehensive grasp of the vital need for prover 
record keeping and of the importance of this industry 
to business under present conditions. 

W. F. Gigliotti of Houston, Texas, manufacturers’ 
representative, registered with the office of this jour- 
nal by telephone July 25 before leaving by train to 
Milwaukee where he was to be met by Mr. Bickett who 
in turn was to drive home tod Watertown. Mr. Gigiiotti 
had stopped first at Evansville at the Faultless offices, 
spent some time with the Johnson Chair and Clemco 
folks in Chicago and a day or two with All-Steel- 
Equip in Aurora. He planned to return to Houston 
after stopping again in Evansville, and by the first 
of the month resume his calls upon the trade. 

9 io 


FREY RECOVERING FROM OPERATION 

Arthur R. Frey, manager, filing systems and station- 
ery division, The Globe-Wernicke Co., Cincinnati, is re- 
cuperating at Baker Memorial hospital, Boston, from 
an emergency operation for appendicitis performed 
Saturday, July 12. Mr. Frey was stricken while on a 
business trip to Boston. His many friends in the indus. 
try extend best wishes for a rapid recovery and hope to 
see him back on the job soon. 
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Representatives of office equipment concerns abroad, visiting the United States, are cordially invited to make the offices 

of this journal their headquarters. The staff at the main office, 20 North Wacker Drive, Chicago, and the staff at 

the branch m charge of G. C. Wheeler at 418 Pershing Square Bldg., Pershing Square, 42nd St. and Park Ave., New 

Vork, will be happy to be of any possible service. While the facilities at New York are not so many as at Chicago, 
there will be found the same desire to serve. 


LONDON NOTES AND NEWS 


By Mrs. S. S. Elliott 


Assistant Secretary, Office Appliance 
6 St. Bride 


Tradea 
Street, London, E. C. 4 


{association of Great Britain and Ireland, 


17 Farrington Street, Ludgate Circus, London, E. C. 4 


London, 3rd June. 


The honorary secretary of the Office Appliance 
Trades Association over here recently received a very 
interesting letter from Mr. Lou Obstfeld of the Mark- 
well Manufacturing Company, Inc., 200 Hudson street, 
New York, giving details of a drive to collect new and 
worn clothing from his associates in 
dispatch to Great Britain. In his letter, which 
follows, he very concisely outlines his scheme: 

“To go into a lengthy discourse on the merits of 
helping our friends in England defend democracy and 
the hardships which they are undergoing, would be 
taking advantage of your good nature. 

“They are urgently in need of clothing of every 
description, to be used by their Civil Defense Person- 
nel. Worn, as well as new, clothing will be deeply 
appreciated 

“IT am, therefore, asking you as a personal favour 
to me, and in the spirit of helping our brothers in 
England during these trying times, to inventory your 
wardrobe at home, contact all of your acquaintances 
and get together as much clothing as you possibly 
can. In wardrobes may be found wearing apparel 
that is not being used because it is over or under- 
sized or outmoded. Why not put it to use during this 
emergency? All clean wearing apparel for men, 
women and children—new or used—in good repair, 
will be appreciated. They need it NOW. 

“Please send your contributions to ‘Lou Obstfeld 
HELP ENGLAND DRIVE, 200 Hudson street, New York, 
N. Y.’ or ‘phone Walker 5-9686, Extension 14, and I 
will arrange to call and pick same up. 

“By doing something in this direction you will be 
rewarded by the very action you take and its result, 
apart from anything else.” 

The chairman of the Office Appliance Trades Asso- 
ciation of Great Britain and Ireland has an excellent 
suggestion to add to this scheme, this being that the 
office appliance and stationery industry in the North 
Americas should send to the office appliance and sta- 
tionery industry in England its gift bundles of cloth- 
ing and that these be distributed by the ladies com- 


is as 


the States for 


mittee of the Office Appliance Trades Association to 
the needy employees of the industry. 

Numberless have been the cases of employees ar- 
riving on time at their offices in borrowed clothing, 
after a night of ceaseless bombing. It would be grand 
to have supplies of clothing waiting for just such cases. 
American friends could send their parcels to Mr. Obst- 
feld, who, in turn, would send them to the ladies com- 
mittee, Office Appliance Trades Association of Great 
Britain, 26 Victoria street, London, S. W. 1., this being 
the offices of the chairman of the O. A. T. A. and 
headquarters from whence the parcels would be sorted 
and dispatched. 

Hello, folks! Have you anything to forward to Mr. 
Obstfeld for his “Help England Drive?’”—-SSE. 

een 
ACE FASTENER OPENS IN CANADA 

Ace Fastener (Canada) Ltd. has been organized 
for the manufacture of staples and the distribution 
of American-made Ace stapling machines. The main 
office and factory is located at 504 St. Lawrence boule- 
vard, Montreal. A branch office and warehouse has 
been established at 103 Bathurst street, Toronto. 

Charles A. Hofstetter, sales manager of Ace Fastener 
Corporation, is vice-president of the Canadian com- 
pany in charge of sales. 

Se — 
CANADIAN NEWS NOTES 

John E. Goudey, maker of adhesives, Toronto, Ont., 
will erect a larger plant on the C. P. R. railway siding 
on Primrose avenue, that city. The plant, which will 
be most modernly equipped, will contain 8000 square 
feet of floor space. 

» + * 

Dominion Duplicators Ltd., has rented space in the 

McKinnon building, 69 York street, Toronto, Ont. 


> * * 


Members of the Toronto branch of the Junior Sta- 
tioners Guild, Toronto, Ont., had a most interesting 
quiz program at the last meeting, an event which 
proved not only highly instructive, but entertaining. 
The quiz board of experts consisted of President J. S. 
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Luckett, the Luckett Loose Leaf Ltd., and Eberhard 
Faber Pencil Company of Canada, Ltd.; President P. 
F. Grand of Grand & Toy Ltd.; R. S. Cranston, mana- 
ger of the Brown Brothers’ stationery and blank book 
department, and Kenneth Hunter, secretary-treasurer 
and director of the Buntin Reid Company; Gordon 
Lowe, chairman of the Junior Guild program commit- 
tee, asked the questions. Every phase of the stationery 
field was covered from the selection of pencils to the 
reason for a numbering machine becoming gummed 
up through the use of stamping pad ink instead of 
numbering machine ink. 
x * * 

Considerably over 300 members of the British sta- 
tionery trade have already signified their intention of 
corresponding with Canadian and United States sta- 
tioners. The plan of conducting a correspondence in 
an effort to provide not only pleasant social contacts 
but for the purpose of exchanging information of 
value was suggested by the Stationers Guild of Canada, 
137 Wellington street W., Toronto, Ont. 


= a a 
Cecil F. Martin, manager of the Willson Stationery 
Company, Ltd., Edmonton, Alta., was recently ap- 


pointed chairman of the retail section of the Edmon- 
ton Chamber of Commerce. 
* * * 

George A. Savoy & Sons has opened display and 
stock rooms for the Dominion Blank Book Company 
at 69 York street, Toronto, Ont. The Dominion Blank 
Book Company, which has its head office and plant in 
St. Johns, Que., now has branches in Montreal, 
Toronto and Quebec City. Norman Brown, manager 
of the Toronto office, has been in the Montreal office 
for the past year. Prior to entering the firm’s employ 
he was with a Vancouver stationery firm for seventeen 
years, covering British Columbia. 

* - * 

Guyon A. Mersereau, stationer on Castle street in 
Newcastle, N. S., has recently been named manager of 
the Newcastle Credit Union. 


H. B. Burr, head of the Burr Office Supply & Blue 


Printing Company Ltd., 554 Columbia street, New 
Westminster, B. C., is now a director of the Fraser 
Valley Merchant Exchange. 

* - * 


Directors elected at the first annual meeting of the 
Junior Stationers Guild of Canada held recently in 
Toronto, Ont., were: H. Boynton, Underwood Elliott 
Fisher Ltd.; Newton Brown, Brown & Collett Ltd.; J. 
Grand, Grand & Toy Ltd.; A. Loffree, Callow Bros.: 
Russ Weeks, Underwood Elliott Fisher Ltd.; Andrew 
Andrews, Dennison Manufacturing Company Ltd.; 
Walter Harmer, Acme Carbon & Ribbon Company Ltd.: 


——_—_ =x — 
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Geo. Knox, Brown Bros. Ltd.; Gordon Lowe, Luckett 
Loose Leaf Ltd. Fine reports were given of the past 
year’s activities and the members are looking forward 
to the present year with a great deal of enthusiasm 
and hope.—SJL 


—-_- 


“SOUTH AFRICAN INDUSTRY AND TRADE REVIEW” 

To our old friend Arthur Tunley, of Tunley’s, Ltd., 
Johannesburg, South Africa, we are indebted for a 
recently-received copy of the first South African In- 
dustry & Trade Review, issued for 1940 by Industry 
and Trade, a monthly publication. 

Measuring 141% by 934 inches the book, which is the 
first issue of a proposed annual publishing, is impres- 
sive in the scope of its contents, the manner in which 
it thoroughly covers every phase of manufacturing 
and the obvious way in which it seeks to stimulate 
the consumption of South African produced goods. 

Indicative of the ever-growing list of products which 
South African business finds home-produced is a 
“Commodity and Service” index which is part of the 
Review and which lists among hundreds of types of 
merchandise the following: Adhesives, air-condition- 
ing equipment, attache cases (brief cases), binders 
(loose leaf), calculating machines, calendars, chairs, 
dictating machines, drawing office equipment, paper, 
time recorders and typewriters. 

Much interesting and informative reading is provided 
in the shape of short articles of which a few picked 
at random and listed here give an idea of the material 
offered: “The Progress of Claude Neon Lights,” “Elec- 
tricity in South Africa,” “Modern Structural Steel- 
work,” “A Visit to South Africa’s Largest Car Factory,” 
“Preventing Corrosion,” “Inventions in Many Fields,” 
“Obsolete Methods Eliminated,” “Explosives, Fertilizers 
and Dips,” and many others. Of exceptional interest 
to those in the office equipment and supply industry 
is “Thirty Years of Selling Furniture,” an article on 
Geen & Richards Ltd., a home and office outfitting 
concern, and “Filing Problems Solved,” by which the 
reader is introduced to another outstanding and prom- 
inent firm, Silveray (Pty.) Ltd., of Cape Town. 

Several pages devoted to the Tariff of Custom 
Duties bring this unusual book to a close. 


—> 


U. E. F. SWISS BRANCH MOVES TO ZURICH 

The Switzerland office of the Underwood Elliott 
Fisher Company, known as the continental European 
office, has moved from Basel to Zurich, according to 
word received last month. Communications from the 
United States for the Swiss branch should be addressed 
as follows: Underwood Elliott Fisher Company, Lim- 
ma-quai 1, Zurich 1, Switzerland. 


“BUSINESS AS USUAL” IN SINGAPORE. 

—Roneo, Ltd., Royal Typewriter Com- 

pany representatives in Singapore, re- 

cently submitted this picture of a de- 

livery truck and native boy to prove that 

despite rumors of war they are open for 
business as usual. 











BLIED CELEBRATES 50TH ANNIVERSARY 

Frank C. Blied, founder-president of Blied, Inc., 
Madison, Wis., stationery and office supply firm, cele- 
brated his fiftieth anniversary in business July 5 with 
a golden jubilee at his cottage at Lake Monona. 

Fifty years ago Mr. Blied bought the German lan- 
guage weekly, the “Wisconsin-Botschafter,”’ and later 
acquired two other publications. After relinquishing 
the editorship of these newspapers, he, with his three 
sons, Raymond, Gregory and Leo, established the firm 
Mr. Blied now heads. The company carries a complete 
stock of stationery and office appliances and is known 
throughout Wisconsin as one of the finest firms of its 
kind in this area. 

In addition to devoting his attention to his business, 
Mr. Blied has taken an active part in civic and musical 
interests in Madison. He has served as president of 
the state teachers’ retirement fund, has been state 
and national president of the Catholic Central Verein 
and is the oldest active member of the Madison Maen- 
nerchor.—NPS. 

—- 
HILCO CORPORATION IN IMPROVED QUARTERS 

The Hilco Corporation, manufacturer of duplicators 
and duplicator supplies, for a considerable time located 
in the Merchandise Mart, Chicago, has taken new 
quarters at 429 West Superior street. 

The move was announced by Henry Hildebrandt, 
president of the corporation, who said it was necessi- 
tated by present conditions which demand closer con- 
tacts with the factory and the obvious advantages of 
maintaining the offices and plant in close proximity. 


—- 


CARPENTER PAPER CO. OPENS NEW BUILDING 

A week-long celebration in the shape of an open 
house marked the opening last month of the new home 
of the Carpenter Paper Company in Oklahoma City, 
Okla. The new structure was erected at a cost of 
approximately $150,000 and provides 72,000 square feet 
of floor space. 

The house-warming was held from June 9 to 14 and 
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on Friday the thirteenth (a day reserved for office sup- 
ply dealers) more than 800 buffet suppers were served 
with officials of the paper firm acting as hosts and 
seeing to it that everyone had a good time. 

Located at 860 Northwest Second street, the building 
is the last word in modern construction. Elevator and 
truck handling of goods is eliminated because practi- 
cally all stock arrives by rail and is unloaded by grav- 
ity from freight cars set on the company’s own siding. 
Steel chutes carry bundles down to the main ware- 
house where they are stored until time for shipment to 
customers. 

——o 2 . 

KOEHN BECOMES SIKES COMPANY OFFICIAL 

H. W. Koehn, Jr., for the past ten years connected 
with The Sikes Company, Inc., Buffalo, N. Y., last 
month won a substantial promotion when he was ap- 
pointed to the important position of sales manager 
of the office division. 

For six years Mr. Koehn was a salesman in the com- 
pany’s office furniture division and since 1937 has 
covered a Middle West territory for Sikes and also 
for the Atlas Furniture Company of Jamestown, the 
Fancher Furniture Company of Salamanca and the 
Kruissink Furniture Company of Chicago. 


*—- © 

FERNYAK SECURES $11,000 GF FILE ORDER 

C. S. Fernyak, secretary and treasurer of the Mans- 
field Typewriter & Office Supply Company, Mansfield, 
Ohio, recently secured a substantial order for his firm 
when he signed a contract to deliver to the Shelby 
Salesbook Company, Shelby, Ohio, a battery of General 
Fireproofing Company Super-Files at a total cost of 
$10,880. 


—> 


COOK TAKES F. & M. TERRITORY 
Finch & McCullouch, manufacturers of Memory 
Masterpieces desk calendars, Aurora, Ill., last month 
announced the appointment of J. E. Cook to cover a 
territory consisting of Nebraska, Kansas, Missouri, 
South Dakota, Minnesota and Iowa. 


NEW HOME OF THE CARPENTER PA- 
PER COMPANY IN OKLAHOMA CITY.— 
(Above) Exterior view of the building 
located at 860 Northwest Second street 
and (below) the stationery division of- 
fice. The door in center of picture leads 
to the private office of Ralph R. Moser, 
vice-president and general manager of 
the company. 








ng 
pet 
of- 
ids 


of 


AUGUST, 1941 


DEFENSE STAMPS INSTEAD OF CHANGE 


Designed to let customers have National Defense 
stamps instead of small change, a new plan has been 
adopted in the university district of Seattle, Wash., 
through suggestion and promotion of the idea by J. 
C. J. Martin, of the University Mimeograph & Type- 
writer Company of that section of the Pacific North- 
west metropolis. He launched the excellent plan of 
action in his own store to aid the government and 
has had the other merchants, stationers and various 
retailers follow suit. 

Most enthusiastic have been the merchants, as well 
as the community organizations of that district, their 
employees, store staffs, and customers themselves, who 
find it convenient to toss over twenty-five cents or a 
half-dollar from loose change after a purchase to aid 
the government and secure an investment for them- 
selves in the form of a stamp that may later grow 
into a full-fledged defense bond, when enough similar 
stamps have been gathered. 

So many persons have ready change from breaking 
a dollar or five-dollar bill that an offering to employ 
that spare silver, or some of it, is not amiss. And 
what better suggestion at the present moment or 
greater service can be made than to convert dimes 
and dollars into defense paper of Uncle Sam? 

The suggestion of Mr. Martin met with enthusiastic 
response on the part of the University Commercial, 
composed of leading merchants of the North End 
region. The University Book Store, for instance, with 
a high annual volume of stationery, office equipment 
and typewriter sales to faculty and students of the big 
University close by, and the Washington Book Store, 
also on University Way, took up the sales plan. They 
have joined a host of other merchants to furnish facil- 
ities for saving and lending to the government.—CML 

> © 


FRED RICHMOND PASSES 
(Too late to classify) 


Fred Richmond of The Richmond & Backus Com- 
pany, prominent stationery and printing establish- 
ment in Detroit, Mich., passed away July 25. Mr. 
Richmond was well-known among stationers of the 
Middle West and elsewhere. He was genuinely friendly 
with the traveling men whom he met in his store and 
elsewhere. A frequent visitor at association gather- 
ings, local, regional and national, he will be missed 
by a long list of friends in the industry. 

Born September 30, 1873, in Detroit, Mr. Richmond 
had been closely identified with the social, fraternal 
and business life of the city. As son of the founder of 
the Richmond & Backus business, he helped establish 
the firm in 1842. Until three months ago he served 
actively as vice-president of the company. Surviving 
are his sisters, Mrs. George M. Gregory of Detroit, 
and Mrs. Robert J. Menzies of Brooklyn. 


POST MARCHES ON.—As part of its* 
forty-seventh anniversary in business, 
the Frederick Post Company recently 
opened its new Chicago home, at 3634 
North Hamlin avenue. Shown here is the 
large business office outfitted and ready 
for operation in the new structure. 
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NEW HOME MARKS 47 YEARS FOR FREDERICK 
POST 

Marking the forty-seventh year of continuous ac- 
tivity in the office equipment field, a new building 
replete with all modern conveniences and equipment 
has been occupied by the Frederick Post Company, 
3634 North Hamlin Avenue, Chicago. 

The new structure, which affords the company more 
than double the floor space of its former location, 
represents the Post organization’s efforts to provide 
the best in consumer service. In addition to housing 
the latest types of machinery and equipment, it has 
provided considerably more room for offices and office 
personnel, thereby permitting the company to speed 
up its production and clerical work to the point where 
ever-increasing business can be properly taken care of. 

At the same time the building is a milestone in the 
history of the company and is a giant’s stride from 
the small establishment which first saw the light of 
day in 1894. 

It had its humble beginning in a small loft at 218 
South Clark street. From the very beginning constant 
research was carried on—always with the view of 
improving present drafting materials and the devel- 
opment of new ones. With this farsighted policy the 
company made its first stride toward their present 
success when it originated its first roll of perfect- 
keeping rapid blue print paper. 

It wasn’t long before sales jumped to such an extent 
it became necessary to move to larger quarters. A 
plant was established at 92 Illinois street solely for 
manufacturing. 

During all this time Frederick Post, Sr., the founder 
and at that time president of the concern which bears 
his name, had been conducting a series of experiments 
with the object in view of originating a drawing ink 
that would most satisfactorily meet the requirements 
of the draftsman and engineer. 

These experiments at last bore fruit. An extra- 
waterproof drawing ink was first put on the market 
in December, 1904, and from the start was received 
well. 

The sale of this ink assumed such large proportions 
it was found necessary to again seek larger quarters, 
especially since the increase in business on the other 
lines was correspondingly heavy. Ground was broken 
in July, 1905, for a factory in Irving Park, IIl., then 
one of Chicago’s pleasant suburbs, but which is now 
a part of Chicago. 

By 1917 the company’s sales of sensitized papers 
reached such proportions that a new coating plant 
was erected, equipped to coat a million feet of sen- 
sitized paper a month. This new plant, with its latest 
equipment, spurred the ever-increasing efforts to de- 
velop new and improved sensitized products. 

This same ever-increasing pace forward will also be 

(Turn to page 87, please) 
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OGSBURY BECOMES NATIONAL POSTAL 
METER PRESIDENT 
The election of Charles R. Ogsbury to the position 
of president and a director of National Postal Meter 
Company, Inc., of Rochester, N. Y., was announced 
last month. He succeeds Ellery C. Huntington, Jr., 





C. R. OGSBURY 


who remains as a director of the company. Mr. Ogs- 
bury was previously a vice-president of International 
Business Machines Corporation, having resigned to ac- 
cept his present position. 

“Arrangements have been made between Inter- 
national Business Machines Corporation and the Na- 
tional Postal Meter Company by which the latter will 
take over certain products of one of IBM’S divisions 
and manufacture and market them. In addition, Na- 
tional will continue the development of other devices 
related to the same field which naturally fall into the 
mailing machine category and which for some time 
have been under development by International Busi- 
ness Machines Corporation,” the announcement stated 

Mr. Ogsbury is particularly qualified for his present 
position through his long experience with IBM, cul- 
minating in the position of vice-president, it was 
stated. He had been connected with that organization 
for thirty-one years, having joined a predecessor com- 
pany of the present corporation in 1910 at Washington, 
D. C., as a service man. He became successively a 
systems and customer service man, a and 
branch manager in several cities of the Middle West 
and a district supervisor in various territories. Later 
he held a number of executive positions in various 
fields of the company’s operations, including those of 


salesman 


the head of the insurance department, executive as- 
sistant and controller. 

During the first world war he was assistant director 
of the Bureau of Statistics of the U. S. War Trade 
board at Washington 

oc ~~ + 
PARKER JOINS ACME VISIBLE RECORDS 
George H. Parker, for the past thirty years con- 


nected with the federal government in various ca- 
pacities, last month joined the Washington, D. C., 
office of Acme Visible Records, Inc., Chicago. 


Mr. Parker’s appointment was announced by Paul 
M. LeBeuf, the Washington district manager, who said 
the new appointee had, during his long term in gov- 
ernment work, held administrative posts in such 
branches of the service as the Bureau of Prohibition, 
N. R. A., Civil Service and the Social Security Board. 
During the World War 1, Mr. Parker was in charge of 
the employment office of the Naval Operations Office 
at Hampton Roads, Va. 

“With such a varied and extensive experience in 
numerous phases of government record Keeping, Mr. 





G. H. PARKER 


Parker will have @mple opportunity in his new con- 
nection to assist others in securing maximum results 
from their records and office procedures,” Mr. LeBeuf 
declared. 
+ ee 
PROMOTES THREE 
MANAGERSHIPS 
The Royal Typewriter Company, New York City, last 
month announced the promotion of three sales staff 


ROYAL TO BRANCH 
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members to branch managerships. The men are F. M. 
Fromming, Herman E. Conatser and C. W. Housman, 
and they take respectively the Cincinnati, Tulsa and 
Minneapolis offices. 

Mr. Fromming is well-known to the Royal organiza- 
tion for the exceptional record he established in di- 





C. W. HOUSMAN 


recting the French organization of the company. He 
returned to America several months ago and has since 
been working as a salesman out of the Philadelphia 
branch. 

Mr. Conatser was formerly connected with the sales 
staff of the St. Louis office and joined the company in 
1939. He also possesses an impressive sales record. 

Mr. Housman was formerly a national accounts 





F. M. FROMMING 


H. E. CONATSER 


salesman in Portland, Ore., for Royal. In this capacity 
he demonstrated an ability which was directly respon- 
sible for his new promotion. 

> 


ROYAL METAL TO USE PLASTIC AS 
SUBSTITUTE FOR ALUMINUM 

Stephen Tedor, advertising manager for the Royal 
Metal Manufacturing Company, Chicago, Ill., has an- 
nounced that because of the scarcity of aluminum all 
Royalchrome table tops will be trimmed with plastic. 

Mr. Tedor explained that much experimentation and 
research were undertaken by Royal Metal engineers 
before plastic was chosen as the best and most useful 
substitute for aluminum. “This new trim offers a defi- 
nite advantage in that it is richer in appearance and 
will come in four colors, black, red, blue and ivory,” 
he said, adding that the colors will be a match for 
the present shade of tops should self edges be desired 

Plastic trim is easy to clean and will not rub off, 
although it will blemish when brought in contact with 
cigarette flame. To reduce this possibility, however, 
the company stated the plastic will be applied slightly 
below the edge of the top 

Some of the Royalchrome table models are already 
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supplied with the new trim and by September its use 
will be general throughout the entire line, Mr. Tedor 
declared. 

agli a a 

ACCESSO TRAY ORDERS TO GO TO Y AND E 

Over the signature of Allan Fraser, the Accesso Desk 
Tray Agency, 130 West Forty-second street, New York 
City, last month issued the following announcement to 
dealers: 

“Effective July 1, 1941, please send your orders for 
Accesso steel desk trays to the Yawman and Erbe 
Manufacturing Company, 9 Rockefeller Plaza, New 
York City, or to your nearest Y and E branch or dealer. 

“The Accesso Desk Tray Agency was originally or- 
ganized to assist in the sales promotion of Accesso 
steel desk trays. Its purpose has now been accom- 
plished and no further sales will be made by this 
agency on or after July 1. 

“The Yawman and Erbe Manufacturing Company of 
Rochester, N. Y., is the sole manufacturer of Accesso 
steel desk trays which are now available anywhere in 
the United States and are stock items with Y and E 
branches and with most of the leading stationers and 
office equipment houses in all large cities.” 

~<>e..— 
TWO MORE OLD TOWN APPOINTMENTS 

Continuing its program of expansion announced 
some time ago, the Old Town Ribbon & Carbon Com- 
pany, Inc., Brooklyn, N. Y., last month announced the 
appointment of W. C. Dickneider and H. Y. Aylwin as 
sales service department manager and factory rep- 
resentative, respectively. 

Mr. Dickneider takes to Old Town an outstanding 
record in connection with the direction of field corre- 
spondence and service to dealers. He will operate in 
effect as the representative of dealers at the home 
offices and factory. 

Mr. Aylwin has had a long and successful experi- 
ence in the stationery field and is well-known to 
dealers in many sections of the United States. His 
work in the new position will be devoted to dealer 
relations and the aaministration of the company’s 
dealer development program. 

Additional appointments are to be announced by the 
company in a short time. 

<>< 
HAMBLY TO REPRESENT AMBERG FILE & INDEX 

The Amberg File & Index Company, Kankakee, IIl., 
last month announced the appointment of Earle P. 
Hambly of Los Angeles as its exclusive representative 
for stationery items on the Pacific Coast. 

Mr. Hambly is well-known to the trade having been 
engaged in the stationery field in the West and South- 
west since 1924. He has established an Amberg ware- 
house at 11931 Aryes avenue, West Los Angeles, from 
which point shipments will be made to dealers in his 
territory. 

In speaking of the new appointment Bertrand Am- 
berg, president of the company, said in part: 

“Mr. Hambly is getting over his territory as rapidly 
as possible but stationers who have not as yet been 
contacted will receive prompt replies if they write to 
him for catalogues or information.” 

*—- 
LEWIS BUYS PART OF SEEMANN & PETERS 
COMPANY 

The R. P. Lewis Company, Flint, Mich., has recently 
purchased the stationery and office equipment depart- 
ment of the Seemann & Peters Company, Saginaw, 
Mich. The latter organization, however, will continue 
in the printing business. 

The firm owned by R. P. Lewis operates on an exten- 
sive scale and is known throughout the entire state. 
It covers a large territory including many important 
towns in Michigan among which are Lansing, Jackson, 
Saginaw, Bay City and Midland and features Shaw- 
Walker and Master-Craft products. 
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MEETINGS—CONVENTIONS— DINNERS 





STATIONERS 12:30 CLUB OUTING 

What? No rain? How could it be the Stationers 12:30 
Club outing? But it was June 26 at the Elks’ Club 
over in Staten Island, N. Y. For many years rain had 
gummed up the proceedings of this annual event. 
Probably Old Man Weather thought it was time to 
give us chaps a break. Rain or no rain that ferry ride 
from the Battery on Manhattan to Staten Island down 
the New York harbor is something. And coming back 
at night the city looks like something out of a picture 
book. 

About one hundred men 
were their ideas of recreation. 
of those infrequent institutions where practically 
every form of amusement is present. Rain or shine 
makes little difference. Right after the high-noon 
breakfast the golf addicts raced off to get in their 
eighteen before dinner. Several nearby courses 
claimed their attentions and energies. 

Most of the crowd stayed around the Club playing 
soft ball, riding the “ump,” throwing horseshoes, argu- 


were there and various 
The Elks’ Club is one 


ing, chatting, playing handball, bowling, shooting bil- 
liards and pool, nursing rambunctious galloping 
dominoes and playing cards. The boys did about 
everything at one time or another. This is one outing 
where one does as he pleases as the spirit moves. 

The afternoon was gone all too soon. A steak dinner 
was on the table and did the boys fall to! And how 
they did! After dinner many continued their indoor 
sports while others slipped away to their homes to 
nurse their aching muscles. 

Lou Caracci, Nor-Wood Company, New York City, 
and his outing committee put on a great day. Nice 


going, Lou. 
—- << - 


MILWAUKEE OFFICE APPLIANCE MEN CAVORT AT 
rICNIC 


On Saturday, June 28, when office appliance sales- 
men and service men cannot do much business any- 
way, the Milwaukee Typewriter & Office Machine 
Dealers Association held its annual picnic at Hydeia 





AT THE 12:30 CLUB OUTING. 

1. Front: A. Burkhardt, Victor Safe & Equipment Co.; H. O. Atwood. 
Atwood Associates: G. D. White. Acco Products, Inc.; S. J. Donnelly. 
R. A. Stewart & Co.: H. E. Rhoads, Victor Safe & Equipment Co. 
Rear: Leo Kirstel, Guide System & Supply Co.; Harry Sills, Com 
mercial Staty. Co., New York City. 

2. Arthur Burger, Art Steel Co.; C. Auregamma, H. K. Brewer & Co. 
New York City. 

3. H. Kleinberg. H. Kleinberg Co., New York City; Lou Caracci, Nor 
Wood Co., New York City; Charles Watson, Peerless Key-Imperial 
Mig. Co.: C. A. R. Anderson, American Crayon Co.; A. Beckhoff, 
Frank A. Weeks Mig. Co. 

. Ben C. Grayson and Mack Simmons, Ace Fastener Corp. 

. Gordon Nitschke, Automatic Pencil Sharpener division Spengler 
Loomis Mig. Co. 


ar 


6. C. Tomford. The Carter's Ink Co.; Lou Wachtel, American Pencil 
Co.; G. Salvatore. The Carter's Ink Co.; Ray Fritz, Fulton Specialty 
Co.: Gerry Savage, The Carter's Ink Co. 

7. Howard Shoemaker, Eberhard Faber Pencil Co. 

8. H. J. McNeill, Wilson-Jones Co.; Jack Silver, Advance Salesbook Co. 

9. Arthur Sternberg; Bernie Lietz, Boorum & Pease Co.; Jim Treanor, 
Peerless Key-Imperial Mfg. Co.; Lou Wachtel, American Pencil Co.; 
G. W. Moore, Binney & Smith Co. 

10. G. W. Sehringer, A. L. Salomon & Co.: L. A. Matthews, Weis Mig. 
vy.; J. ). Gernty, Eagle Pencil Co. Back row: J. A. Linahan, Joseph 
Dixon Crucible Co.; Bob Reichman, Mooney’s, Inc., New York City 

ll. Al Drate, David Kahn, Inc.; Arthur Gottlieb, L. Gottlieb & Son; 
Irving Small. Irving Small Co.; Irving Gross, Standard Office Equip- 
ment Co., New York City. 
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In buying for 41 
look toward ‘D1 





The difference between 


HINDSIGHT Foresight in °41 and 
VERSUS Hindsight a few years 
from now is, “Will 
FORESIGHT what I buy this year 
be ready to serve me 
in the years to come?” “If I buy it today can I 
/ by use it tomorrow?” In other words, will it stand 
' the gaff and do the job? 
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jf . . 
Never in the history 


Ug A LOT OF PEOPLE of American Business 
THINK IT’S ONLY has the call for dupli- 
FOR LETTERS cation been stronger. 


Never has the need of 
faithful, accurate du- 


i 
is 
| '~ 


plication been greater. The modern need of 
“Paper Control” is bringing the Mimeograph 
duplicator into thousands of businesses. 

From a mere “copier” of price lists and letters, 
the Mimeograph duplicator has extended its 
services to business until almost everything 
that needs duplication can be rolled out by 
dozens or thousands. 

You operate it privately, if you desire. You 
run it with no additional personnel. It pro- 
duces up to 150 copies per minute in permanent, 
legible ink. It is ready for any last-minute 


“duplication” emergency. 


Mimeograph 
duplicator 


It never goes home at 






NOT night or goes out to 


AFRAID OF lunch. With its quality 

Mimeograph brand 

HARD WORK inks and stencil sheets, 

—the standard of ac- it is a complete, in- 
pole expensive, ““one man” duplicating unit. 

curacy, legibility, easy If you buy the Mimeograph duplicator today, 

expect a decade or more of service from it. It can 


operation and long life “ a — Nee 
take it’; it stands up; it is not afraid of hard 





qTnis d of 

appears i azines in the duplication field. work. Why not have a Mimeograph distributor 

Nations Mee explain how much it can do in your business? 
A. B. Dick Company, Chicago. 

COPYRIGHT 1941, A. B. DICK COMPANY Mimeocrapu is the trade-mark of A. B. Dick Company, Chicago, registered in the U.S. Patent Office. 
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Spring park, near Big Bend, Wis., south of Waukesha. 
About 150 men and their wives and sweethearts gath- 
ered, and as this is one line of endeavor in which 
competitors do not compete, a good time was had by 
all. 

President J. O. Waedekin of the association was as- 
sisted by numerous committees, who made everything 
go smoothly. (The president is also the head of the 
American Writing Machine Company, Milwaukee.) To 
list the names of the committees would show a direc- 
tory of who’s who among office appliance men in the 
district. 

The ladies were kept busy at the picnic in golf ball 
driving, nail driving, clothes pin, rolling pin, and bal- 
loon blowing contests, while the men had golf ball 
driving, shoe race, bait casting and balloon blowing 
contests. There were also a number of contests for 
the kiddies and a baseball game between the salesmen 
and service men, the latter winning with a score of 
twenty-one against thirteen for the salesmen. 

Sales talk was taboo for the day. Anyway, most of 
the members have been with their respective com- 
panies so long that they realize a competitor’s machine 


or supplies have some merits, too.—JEH. 
—_>--- 

UTILITY SUPPLY FOLKS ENJOY FIFTH ANNUAL 
PICNIC 


When William U’Sellus, president of the Utility So- 
cial & Athletic Association, composed of the employees 
of the Utility Supply Company, Chicago, announced 
that the fifth annual picnic would be held Saturday, 
June 28, at Fox River Grove, Ill., rain or shine, he 
meant what he said. Rain certainly seemed to be on 
the program when the group left Chicago in the morn- 
ing, but out at Opatryn’s grove only one brief shower 
presented itself. 

Confident that no more rain would come, the races 
for boys and girls were run off immediately after 
lunch with Charles Mueller of the Joseph Dixon 
Crucible Company; William Lipner, Koh-I-Noor Pencil 
Company, and William Nagorsen of the Utility organi- 
zation acting as judges. 

The next event was a ball game between a Utility 
team and a Great Lakes Travelers Club team. Taking 
vengeance for last year’s victory by the Travelers, the 
Utility men won by a score of 27 to 18. Rudy Janovsky 
of Wilson-Jones Company was the much heckled um- 
pire. His skill was so great that he was selected to 


umpire the second game of the day between Wolf’s 
and Hecktman’s 


Wonders, captained by M. E. Wolf, 
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Hectics, led by Harry Hecktman. During the first sev- 
eral innings Harry’s boys seemed to be on the road to 
victory. Then came a slight accident to Mr. Wolf, 
making it necessary that he retire from the game. 
Rallying around the new pitcher, Max Greenspan, the 
Wolf’s Wonders came from behind to win. 

Special contests for ladies and men comprised the 
program for the rest of the afternoon. Quite a number 
also indulged in swimming. 

At 6:30 hot dogs, cracker jack, ice cream bars and 
liquid refreshments were dispensed at the pavilion lo- 
cated about in the center of the grounds. When the 
desires for food had been satisfied, the crowd gathered 
in the ballroom to participate in the drawing of prizes. 
Every employee received an award. In addition, there 
were several prizes for children, guests and manufac- 
turers. When the prizes had all been distributed, danc- 
ing was in order, and during the evening there were 
contests in waltzing and jitterbugging. Then came 
time for departure with everyone tired but happy. 

=e ont - eee 

GOLDEN STATE TRAVELERS HOLD GOLF GAME 

The Fox Hills Country Club near Los Angeles was 
the place and June 27 the day for the monthly golf 
game and dinner of the Golden State Travelers Club 
There was a fine turnout for the occasion and a num- 
ber of guests were present, including the following: 
H. Nolan and Ken Hooten, Zellerbach Paper Company; 
Frank Hawley and Art Millen, Schwabacher-Frey Com- 
pany; Wilson Turner, Los Angeles News Company, and 
Carl Grimes, Grimes-Stassforth Stationery Company. 
The club has suspended its monthly luncheon meet- 
ings during the summer months but the golf schedule 
will remain in force, according to Publicity Chairman 
Joe D. Hale. 

<-> © 
NETCO GOLFERS HOLD JULY OUTING 

Members of the Netco (New England Travelers Club) 
Golf Club met July 9 at the Pine Brook Valley Country 
Club, Weston, Mass., for their regular monthly game 
and outing and reported a grand time. 

Sam Narcus was host for the occasion and he did 
a bang-up job of making the day one to be remem- 
bered. The course is of the championship variety and 
the boys found the going tough but managed to end 
up with fairly reasonable scores in time for a shower 
and an excellent dinner in the evening. 

Guy Hart won the blind bogey, George Slater took 
the selected nine and Jack Kennedy low net. 


UTILITY SUPPLY COMPANY 
PICNIC SCENES. 

1. Charles Mueller, Joseph 
Dixon Crucible Co.; W. B. 
Elson, vice-pres‘dent, Utility 
Supply Co.; B. A. Tuttle, re- 
tail store manager, Utility 
Supply Co. 

2. M. E. Wolf, president of 
Utility Supply Co. 

3. Shoe scramble. It’s a race, 
not a fight and the competi- 
tion for shoes was terrific. 

4. W. J. Tynan, S. S. Stafford, 
Inc.; C. E. Jones, C. L. Bark- 
ley & Co.; Louise Tynan (in 
front of Mr. Jones); Dorothy 
Mary Little; A. H. Baugher, 
The Carter’s Ink Co. 

5. Sam Sapoci, Utility Supply 
Co.; E. C. Rohrs, Eaton Paper 
Corp., and president of the 
Great Lakes Travelers Club; 
W. C. Lipner, Koh-I-Noor 
Pencil Co.; C. P. Mueller, 
Joseph Dixon Crucible Co.; 
C. L. Link, Weldon Roberts 
Rubber Co. 
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““Ask Your 
PANAMA 


or 
BEAVER 
Man” 
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MUCH ANCIENT WISDOM 


is lost to us through lack of 
lasting record. Modern wisdom 
preserves itself by means of 
PANAMA and BEAVER Products. 











MANIFOLD SUPPLIES COMPANY, Manufacturers 
Coast-to-coast Di stributi an 


Identified Ink and Fabric Products Which 


Meet All Possible Of fice Con litions 
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CAMERA SHOTS AT THE NEW YORK STATIONERS GOLF OUTING. 

1. C. C. Shee. Oakville Co.; Mrs. E. T. MacIntyre: E. T. MacIntyre. 
Defiance Sales Corp.; G. H. Barber, Ray-O-Vac Products. 

2. George Nicklaus, National Blank Book Co. 

3. W. F. Vallely. Baldwin Paper Co.; Al Ficks, 
J]. W. Tamany. Boorum & Pease Co.; W. D. Evans, W. A. 
Pen Co. 

4. D. A. Davies; L. F. Bruce, Joseph Dixon Crucible Co.; R. J. Urmston, 
]. S. Staedtler, Inc.; Herman Price, Eagle Pencil Co. 

5. H. Yager. David Kahn, Inc.: F. G. Huber, Eberhard Faber Pencil 
Co.; Julius Kahn, David Kahn, Inc.; J. C. Musser, Eberhard Faber 
Pencil Co. 

6. R. B. Sainberg, Sainberg & Co.; Mrs. R. B. Sainberg; L. H. Tavernier. 
Fulton Specialty Co.; Mrs. E. B. McCoy, Fulton Specialty Co. 





Wilson-Jones Co.; 
Sheaffer 


NEW YORK STATIONERS GOLF ASSOCIATION 
ENTERTAINS THE LADIES 

The swanky Westchester Country Club at Rye, N. Y., 
was the locale for the seventh tournament of the New 
York Stationers Golf Association and annual ladies’ 
day. It was June 24—more like July than June—but 
perfect nevertheless. 

A larger percentage of ladies were present than ever 
before to swel! the total to about 150. Eighteen of the 
fair sex joined the male contingent for a round of golf 
over the south course. The remainder engaged in the 
battle of the bridge tables, where the team cf Mrs 
Ben Josephson and Mrs. George Barber proved in- 
vincible. They were closely pursued by Mrs. James E. 
Neary and Charles H. Ramsay, Ever Ready Calendar 
Manufacturing Company, who were runners-up 

After the bridge tournament and the round of golf 
most members and guests took part in a putting con- 
test on the Club’s lawn. Here Mrs. Bob Sainberg and 
Irving Sameth were supreme. 

After cocktails, all assembled dining 


in the main 


room for dinner, after which L. H. Tavernier, Fulton 
Specialty Company, acting as toastmaster, recognized 
Eberhard Faber, Eberhard Faber Pencil Company, and 
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7. L. Myers. Premier Ptg. & Engraving Co.; Dr. A. L. Spiegelglass. 
cuest; Max Lowenstein. Union Staty. & Ptg. Co.. New York City: 
I. Myers, guest. 

8. E. G. Spatz, Roaring Springs Blank Book Co.; L. M. Brown, Eber- 
hard Faber Pencil Co.; H. J. MacNeill, Binney & Smith Co.; C. P. 
Finck, Eberhard Faber Pencil Co. 

9. M. L. Chute, Bainbridge, Kimpton & Haupt, Inc.; Henry Levy, Silver 
Staty. Co., New York City; S. B. Sapirstin, guest; M. R. Gerst, guest. 

10. P. L. Elias; Ben Abrahams, Royal Office Supply Co., New York 
City: Max Dreyer. American Colortype Co.; Henry Massimine. 
Steiner, Rouse & Co. 

ll. J. J. Macek. National Blank Book Co. 

12. Don McAlister and J. E. Neary. both with Geyer’s Topics: G. F. 
Griffiths. Noesting Pin Ticket Co.; Abe Schlossberg. Perry Ptg. & 
Staty. Co., New York City. 


chairman of the board of the association, and E. T. 
MacIntyre, Defiance Sales Corporation, as host of the 


association, both of whom responded suitably and 
briefly. 
Winners of the golf tournament were: Class A 


R. A. Weissenborn, General Pencil Company; class B 
W.G. Whittemore. A special prize for sharp-shooting 
on the eighth hole was won by L. H. Tavernier, Fulton 
Specialty Company. 

2 _ 

NORTHERN N. J. STATIONERS ELECT OFFICERS 

The Northern New Jersey Stationers Association, at 
a recent meeting elected the following men to head 
the organization for the coming year: 

President, Harry W. Cox, Thomas Cox & Sons, New- 
ark; first vice-president, Nelson T. Boise, Plainfield; 
second vice-president, George A. Nitschke, Automatic 
Pencil Sharpener Division, Spengler Loomis Manufac- 
turing Company; treasurer, Charles Weinacht, Jersey 
City; secretary, Rupert L. M. Jacobus, Edward Madison 
Company, Montclair. 

Trustees chosen were A. Simonoff, Colonial Station- 
ery Company, Newark; Archer Gibbons, A. Gibbons 
Company, Newark, and C. E. Drange, Estil’s, Inc., 
Plainfield. 
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...for your best sales and profits this FALL! 


CORONA ADVERTISING hits ’em hard this fall 
... hits ’em early 
... hits ’em late 
_.. hits ’em in between 

BE SURE YOU’RE PREPARED TO CASH IN ON IT! 


L C SMITH & CORONA TYPEWRITERS INC -: Syracuse, New York 
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What will its Ledger Entry be 


during the next ten years? 


«x The choice of adjustable office seating NOW 


will tell, throughout the next decade, 


a real story of usefulness and performance. 


To offer office seating without a long-term 
view of its basic value to the modern office 
is shortsighted...it fails in the building 
of increased customer goodwill through 


proper functioning of the equipment sold. 
The purchaser of GoodForm Adjustable Steel 
Chairs will enter each year “Seating Satis- 
faction”’ upon the office production ledger. 


Sell comfort... more, better work...Sell ad- 


justability in GoodForm Steel Office Chairs. 





THE GENERAL FIREPROOFIN(GC 


Products by GF: METAL DESKS, ALUMINUM CHAIRS, STEEL CHAIRS, FILIN‘ CAB 





will increase the Quality and the Amount 
of Work through Seating Comfort 


*«K Office workers...whether they be owners, 





(COMPANY 


LINC CABINETS, SAFES, 


YOUNGSTOWN, 


STEEL SHELVING, 


managers or typists...are all different in 
physical characteristics. For this reason their 
comfort and efficiency cannot be assured in a 
chair that is inflexible in its proportions. 
The tall, the heavy or the ‘“‘average”’ worker 
needs a chair that is comfort-matched to 


the individual and duty-matched to the job. 


When GoodForm Adjustable Steel Chairs 
are sold, comfortable seating is assured to 


every worker whatever the type or size. 


Adjustability in Good Form Steel Office Chairs 
makes the individual comfortable...encour- 
ages more and better work through absence 


of fatigue due to uncomfortable chairs. 


OHIO 


STORAGE CABINETS, FILING SUPPLIES 
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ALEXANDER BROS. HOLDS ANNUAL PICNIC 

Maybe there are lots of occasions for celebration 
in the Hawaiian Islands and the population rejoices 
accordingly. But there is one which, while not yet set 
down as a legal holiday, most certainly is a big day 
in the lives of officers and staff members of the Alex- 
ander Brothers, Ltd., Honolulu office supply and 
equipment firm. 

All of which is by way of announcing to the main- 
land that the Hawaiian firm recently celebrated its 
annual outing and picnic at which the Honolulu staff 
and that of the branch at Waimanalo were royally en- 
tertained by President Fred Alexander at the Shrine 
Beach clubhouse at Waimanalo. And did they have 
fun! 

Both stores closed for the day and it was just as 
well that customers were willing to wait ’til the next 
day for such items as typewriters, adhesive tape, 
thumb tacks and blotters. Early in the morning char- 
tered busses scooped up the employees and their fam- 
ilies in downtown Honolulu. They arrived at the 
beach where everybody settled down to see the firm’s 
sales and office force smack the service staff silly in 
the annual baseball game with a score of 41 to 14. 

Then came swimming in the beautiful waters of 
the Pacific, and a short time later an excellent lunch 
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GROUP PHOTO OF THE ALEXANDER BROS. 
ANNUAL PICNIC.—(First row) T. Nakabayashi, 
Mrs. Agnes Chung, Virginia Hahn, Nancine 
Lambert, Jeanette Hahn. (Second row) Isami 
Iwamoto, Mrs. E. W. Ramming, Betty a. 
Jean Gardner, Mrs. William Soaiee. Mrs. R. H. 
Lambert, Mrs. M. Alexander, Mrs. Jeanette Alex- 
ander, Mrs. Helen Nishioka, Mrs. Betty Lee. 
Nora Maeda, Mrs. Belle Goins, Mrs. Anna 
Goins, Jack Goins. (Third row) Yutaka Ikeda, 
Mrs. S. Ikeda, Hatsumi Okino, Winifred Sakai, 
S. Park, Barbara Parker, Mrs. J. Parker, Mrs. 
A. Smith, Mrs. E. Masters, Robert C. Goins, 
Frank Hickerson. (Fourth row) Leo E. Alexan- 
der, Mrs. G. Achison, Clarence Achison, W. R. 
Roberts, William Huston, F. P. Alexander, Je- 
rome Auwae, Donald Lee, Eddie Han, Yoshito 
Harada, R. H. Lambert, Jr. (Fifth row) George 
Hampe, Jr., William Cooke, James Parker, Wil- 
liam Geyer, Michael Leishin. G. S. Nicholas, 
E. W. Ramming. V. Cleaver. 


to which the sixty men, women and children did full 
justice. In the evening there was dancing under a 
full moon for many hours before the tired but happy 
group again boarded the busses for the trip home. 

Speeches were taboo and only Mr. Alexander spoke 
briefly, confining his remarks merely to a welcome to 
everyone present and a “direct” order to have a 
good time. 

~ —_-e) — 


SHEPPARD HOLDS 41ST ANNUAL OUTING 

Another year has rolled around and officers and 
employees of The C. E. Sheppard Company, Long 
Island City, N. Y., have accordingly celebrated another 
anniversary and had the time of their lives doing it! 

All of which is just another way of saying that the 
well-known company which makes the Cesco line of 
products last month held its forty-first annual outing 
and picnic. The day was June 28, the place, Pine 
Grove park, Amityville, L. I, and the crowd, every- 
one connected with the Sheppard organization. 

As early as 8 o’clock in the morning a cavalcade 
of busses assembled outside the Cesco building and 
a half-hour later started on the journey to the park 
where, upon arrival the merrymakers found elaborate 
preparations made for a day of fun and happiness. 

Part of the morning was spent in finding desirable 





THE CROWD AT THE C. E. SHEPPARD COMPANY'S 41ST ANNUAL OUTING AT AMITYVILLE, L. I. 



































SIxTy ODD YEARS AGO, covered wagons creaked 
over mountain passes at 8 miles a day. Today entire 
continents flatten out under the speed of wings. 

Less than a decade ago, duplicating machine re- 
production was often a blurry, fuzzy affront to the eyes. 
Today OLD TOWN’S HEKTOGRAPH or SPIRIT 


CARBON produces brilliant, crisp-clean copies by the score or by the hundreds. 





Convinced that duplicating work can be only as good as the carbon master, OLD TOWN Technicians pion- 
eered with special automatic equipment for scientific blending of the purest aniline dyes. But being character- 
istically a restless lot, OLD TOWN chemists quested for further improvement, eventually evolved an exclusive 
“de-crystallization’’ process for turning out a sheet of uniform excellence and amazing long life. 

The ‘dirt specks’’ which still cloud the early copies made from contemporary Hektograph and Spirit Carbons 


were the next problem tackled. Again OLD TOWN Technicians came through with flying colors. . . eliminating 





an eyesore still prevalent in practi- 


OLD TOWN MASTER UNITS cally all save OLD TOWN carbons. 


Years ahead of competition—miles ahead in re- : 
: nee ngs In the march of progress all things 
(A, production. Unsurpassed for spirit duplicating. 


~ ) ae HI-TEST Master Unit for pluperfect reproduction. are relative. Many ordinary carbons 


Conceived by OLD TOWN before the advent of appear to be adequate until you see 
the Spirit duplicator and steadily improved during 
the past 10 years! OLD TOWN provides in one the clean, rich, outstanding repro- 
master unit a sheet of Hektograph carbon and a 
sheet of master paper folded together and ready duction of OLD TOWN HEKTO- 
for instant use. Saves time of collating and regis- 
tering. Clean edge prevents hands smudging. GRAPH or SPIRIT CARBON. 
If you appreciate clean, gleaming duplicating 

impressions make your own test. Your eyes will 

: convince you faster than anything we can say. 














oLD TOW WH /illons Cartons 











59 East Van Buren Street, Chicago 788 Mission Street, San Francisco 





750 Pacific Street, Brooklyn, N. Y. 
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drawer. compression. working space for filing. 


THE TRI-GUARD THREE ROD FILE 
IS A GREAT IMPROVEMENT OVER 
ANY ONE ROD FILE...COMPARE THEM 


Compare the patented Globe-Wernicke 3-rod Tri-Guard file with any other kind, and 
see for yourself how it saves time and makes work easier. Tri-Guard files protect valuable 


papers, speed up filing and finding and reduce expense. 


Now is the time to sell this outstanding filing development. Tri-Guard 
serves your customers best and is available in steel or wood files at 
no extra cost. The exclusive 3-rod feature also assures dealers of all 


the supply business. 
Write for details of our attractive proposition to dealers. 










This patented 3-rod Tri-Guard principle has 
many improved filing advantages without the 
use of mechanical accessories. Saves time, 
work, wear and tear on contents of drawer 


Tri-Guard Three-Rod File, for faster 


filing and finding. Contents of drawer 
cannot slump, and indexing is always 
easy to file. . 


visible... . easy to find, 















V-CUT POCKET 
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SUPPORT 
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MAKERS OF OVER 4000 ITEMS NEEDED IN OFFICES 
Stee! and Wood Office Furniture, Filing Equipment, Bookcases, Partitions— Special Steel 
and Wood Equipment for Libraries, Schools and Public Buildings—Filing Supplies, 
Stationers’ Products; Storage and Visible Record Equipment and Steel Shelving. 
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sites as the crowd split into various parties. But the 
search was not too long to prevent the “come and 
get it’ call which was sounded for the noon break- 
fast. Then followed an afternoon of sports which 
included (for the ladies) a fifty-yard dash, potato 
race, and a ball-throwing contest. For the men were 
a 100-yard dash, sack race, tug-of-war and a three- 
legged race. A hilarious wheel barrow race in which 
both men and women took part ended the athletic 
events and was followed by the annual baseball game 
between teams picked from the “first floor’ and “sec- 
ond floor.” 

An excellent dinner was enjoyed following the ball 
game and then came a program of brief addresses in 
which the following took part after A. A. Goldstein 
delivered a speech of welcome: 

C. E. Sheppard, “The Company”; P. M. Freiermuth, 
“Our Printing Division”; G. Rasmusson, “The Bind- 
ery’; J. Kornahrens, “The Metal Department”; W. I. 
Kloper, “The Stock Department”; W. E. Allen, “De- 
fense Orders,” and J. W. Sheppard, “At Random.” 

Several prizes were awarded by Mr. Sheppard and 
after an hour of dancing the tired but happy crowd 
boarded the busses for the journey home. 

<-> 


PHILADELPHIA STATIONERS HOLD OUTING 


With an attendance record over the 100 mark, the 
annual outing of the Philadelphia Stationers Associa- 
tion was held last month to go down on the records 
as one of the most successful events in the history of 
the organization. 

The highlight of the day was a softball game between 
the travelers and stationers, with both sides battling so 
hard that neither was able to outdo the other, and the 
game ended in a tie. 

Before the day came to a close everyone present 
joined in thanking Tom Stagg, Ned Baynon and Jack 
Emhardt for the grand job they did in arranging de- 
tails of the outing. 

The association is now working on plans for staging 
a minstrel and vaudeville show and asked members 
who may have talent among their employees to notify 
John Hart, Yeo & Lukens, or John Hamilton, A. Pome- 


rantz & Company. 
oe 


IOWA STATIONERS ELECT OFFICERS 

At the annual business meeting of the Iowa Station- 
ers Association, held June 24 in Des Moines, the fol- 
lowing officers were elected for the coming year: 

President, Arthur Kenworthy, Storey-Kenworthy 
Company, Des Moines; vice-president, Wilbur Cannon, 
Fidlar & Chambers Company, Davenport; secretary- 
treasurer, D. L. Iversen, Reynolds & Iversen, Ames, 
Iowa. 

The meeting resulted in a fine turnout of the mem- 
bership when the session was called to order in the 
Hotel Fort Des Moines. There were present dealers 
from Cedar Rapids, Waterloo, Mason City, Ottumwa, 
Ames and Des Moines. 

- *—-¢ - 
PHILADELPHIA O. E. A. ELECTS OFFICERS 

The annual meeting and election of officers of the 
Office Equipment Association of Philadelphia was held 
May 16 at the Rolling Green Country Club, Springfield, 
Pa., following the organization’s annual golf outing 
and dinner. 

Those named to head the association for the coming 
year are: 

President, Stephen L. Mershon, Elliott Addressing 
Machine Company; vice-president, G. W. Farrar, A. 
B. Dick Company; secretary-treasurer, David L. Ward, 
D. L. Ward Company. 

o ie + 
WINNIPEG STATIONERS HOLD TOURNAMENT 
With a fine turnout of the membership and the 


awarding of the Luckett trophy as headlights of the 
event, the annual golf tournament of the Stationers 
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From its beautiful all-crackle finish to the smallest 
detail of smooth operation Factory Reconditioned 
Remington Noiseless No. 6 challenges all compari- 
sons. And the amazingly low price (less than one- 
third of its price when new) is a sales-clincher that 
turns interviews into orders! It will pay you to con- 
centrate your selling efforts on Factory Reconditioned 
Remington Noiseless No. 6, the world’s most sale- 


able typewriter! 


Rebuilt Remingtons Monarch Adders 
Rough Typewriters Monarch Portables 
Typewriter Parts Invincible Ribbons 
Invincible Platens Invincible Carbon 
Rubberite Stencils Shop Supplies 
Typewriter Tools And Other Items 





AMERICAN WRITING MACHINE CO. 


115-117 WORTH STREET NEW YORK, N. Y 


Est. 1880 
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What 24 hour Service 
means to you NOW! 


Right now, SERVICE or DELIVERY 
means the difference in getting or 
losing an order. 


You can rely on QUALITY PARK 


to Come Thru. 


Our warehouse located in Chi- 
cago, with its complete stock, offers 
you one day service—whether your 
order is received by mail or wire, it 
is ‘on the way immediately. 


Special items slightly longer. 





Recommend and. Sell 
CHAMPION Clasp Envelopes. 


The extra well gummed, deep flaps 
and seams are made to withstand 
rough handling. 


Available in all popular sizes. 


QUALITY PARK ENVELOPE CO. 


Chicago Office and 
Warehouse 
11-116 Merchandise Mart 


General Office & Factory 
Quolity Park 
St. Paul, Minnesote 
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Association of Winnipeg (Canada) was played June 27 
at the Elmhurst Golf Club. 

There was spirited competition for the trophy and 
many of the mashie-wielders were in fine form, with 
the result that when Trevor Fordyce, Willson Station- 
ery Company, Ltd., was awarded the cup for a low net 
of sixty-six, he knew he had been in a battle. 

Many other expensive and useful prizes were do- 
nated for the occasion and Association Secretary C. 
V. Nobbs voiced a vote of thanks to the following firms 
for their gifts: 

Canadian Pad & Paper Company, Ltd., The Brown 
Brothers, Ltd., Venus Pencil Company, Canada Ribbon 
& Carbon Company, Ltd., all of Toronto; Dixon Pencil 
Company, Ltd., Newmarket; Rolland Paper Company, 
Ltd., L. W. Waterman Company, Ltd., The Carter’s Ink 
Company, Ltd., Howard Smith Paper Mills, Ltd., all of 
Montreal; Clark Bros & Company Ltd., Reliance Ink 
Company, Ltd., The T. Eaton Company, Ltd., Viceroy 
Manufacturing Company, Ltd., Toronto Tape Foundry 
Company, Ltd., all of Winnipeg. 

Before the gathering broke up it was announced 
that the Savoy trophy will be played for at a date and 
place to be decided upon later. 

vai, 
TRANSCRIPTION ASSOCIATION ELECTS OFFICERS 

The following officers of the Transcription Super- 
visors’ Association, New York City, were elected for 
one year at the organization’s annual meeting held 
June 9 at the Hotel Wellington in New York: 

President, (re-elected) Miss Marie E. Jordan, The 
Flintkote Company, East Rutherford, N. J.; vice-pres- 
ident, Mrs. Eunice S. Fallon, Royal Typewriter Com- 
pany, Inc., New York; recording secretary, (re-elected) 
Mrs. Marjorie S. Buist, Chemical Bank & Trust Com- 
pany, New York; corresponding secretary, Miss Rose 
B. Guenther, General Food Sales Company, Inc., New 
York; treasurer, Miss Helen G. Walker, Bank of the 
Manhattan Company, New York. 

The formal installation of officers will be held Sep- 
tember 8 at the Hotel Wellington. 

—- 


LETTER EXPLAINS NORCOR FINANCIAL 
STANDING 

Announcement that the Norcor Manufacturing 
Company, Green Bay, Wis., has been completely re- 
organized, a trustee relieved of his duties and A. A. 
Maurer appointed general manager, was made last 
month in a letter issued to the trade and signed by 
Frank Cartier, the trustee. The letter read in part: 

“This is to advise you that the affairs of the Norcor 
Manufacturing Company, operating under 77-B of the 
Bankruptcy Act, have terminated as of July 8th. The 
new corporation is now in charge and the trustee 
herein has been relieved of his duties as such. Hence- 
forth, you will be doing business with the Norcor 
Manufacturing Company, Inc., under the direction of 
Mr. A. A. Maurer as general manager.” 

Under the new management, H. E. Fuller has been 
appointed sales manager in place of A. F. Krueger, 
Mr. Reinhart retains his position as office and credit 
manager, and Mr. Fontaine continues as purchasing 
agent. 

The new corporation has filed its financial state- 
ment with Dun & Bradstreet, and reports expectation 
to maintain a policy of discounting current bills. 


_—~—--. 
MITCHELL NOW VICE-PRESIDENT OF A.M.A. 
DIVISION 


John Mitchell, John Mitchell & Associates, Inc., has 
been elected vice-president of the office management 
division of the American Management Association. He 
is well known in the field and at present is engaged in 
reorganizing the printing plants and offices in Chicago 
and Brooklyn formerly owned by the Uniform Printing 
& Supply Company and now to be operated under the 
Courier-Citizen Company, Lowell, Mass. 
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What is a 


pewriter? 








rT 
\ E THOUGHT most typewriter salesmen knew what 


a Portable was. But it looks like we were wrong. 


We've just finished a report by a merchandising 
expert who recently called on over a hundred type- 


writer stores, posing as a Portable prospect. 
It makes pretty sorry reading. 


Not that all the salespeople didn’t explain the 


mechanical features of each make pretty well. 


But that’s just the trouble. That’s all they did 


have to say. 


They did a good job of selling what was “under 
the hood.” But they didn’t have a word to say 


about the “ride.” 


And Detroit learned years ago that what was 


under the hood was only half the story. That to do 


a good job of selling, you've got to sell the “ride.” 


the benefits, the pleasures, that a car brings. 
7 7 7 


Now. in a portable typewriter, you have what is 
probably the greatest “ride” story that exists for 


almost any piece of merchandise you can name. 


If you don’t believe it, take a look at any full- 
page Royal ad in Life, Post, or Collier’s. Those ads 
sell MAGIC* Margin and Touch Control* and a big- 


machine keyboard and quality engineering, all right. 


But they also sell faster and clearer thinking, 
higher grades, the opportunity for advancement, 
and jobs that lead to success and great careers! 

For that’s what a Portable is. Not just an ingen- 
ious contraption of steel and brass and iron and 


rubber. 


So let’s sell the “ride” to the next Portable pros- 


pect who walks in your store! 





ROYAL 
PORTABLE 


THE sranDARD TYPEWRITER 
IN PORTABLE SIZE 


e71 , b ter. | Pat. Off 
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STEEL CASH BOXES 


Cole modern one piece top with sunken 
handle assures strength, utility and sym- 
metry. Made of high grade cold rolled 
furniture steel electrically welded. 
Equipped with nickel plated handle, lock 
and two keys. Finished in rich olive green 
baked enamel. 





STEEL LETTER TRAYS 


Made of finest cold rolled furniture steel 
in legal and letter sizes. Can be built up 
to any desired height. In olive green and 


walnut or mahogany finishes. 








STEEL CARD CABINETS 


Single or two drawer units for all standard 
card sizes. Built of a fine grade steel 
Equipped with rubber feet. Improved 
spring compressor. Solid brass hardware. 
Olive green, grained walnut and mahog- 
any finishes. 

| Drawer Units $1.70 and up 
2 Drawer Units $3.00 and up 

















STEEL BOX FILES 


Sturdily made of furniture steel, electrically welded. Dust 
proof. Finished in rich olive green baked enamel. Complete 
with 24 sub-division index, reinforced cloth tabs. ... $1.50 


FAST MOVING 
MONEY MAKING 
STEEL PRODUCTS 


These are a few of the 300 different COLE steel office 
items. All these numbers sell off your shelves every day. 
They are demand items. Made right and priced right 
they turnover quickly and with a minimum of sales effort. 
You can make money with the COLE line. Write today 
for our catalog, prices and complete dealer service infor- 
mation. 


COLE STEEL EQUIPMENT CO., INC. 


DIVISION OF PRONTO FILE CORP. 
349 BROADWAY NEW YORK 





STEEL CARD INDEX BOXES 


Electrically welded, best grade furniture steel. Durable 
hinges. Domes on bottoms keep them from marring 
furniture. Capacity 450 cards with index. In 3 x 5— 
4x 6—5 x 8 sizes. 
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PASSED AWAY 


R. S. BAUER 


Ralph S. Bauer, for two terms president of the 
National Stationers Association, former mayor of Lynn, 
Mass., and one of the most colorful figures in the 
office equipment industry, died July 13 at his Lynn 
home. He was in his seventy-fourth year, and his 
passing brought an end toa retirement period of many 
years occasioned by illness. 

Mr. Bauer, who was mayor of Lynn from 1926 to 
1930, served as president of the N. S. A. in 1920 and 
1921, when that organization was known as the Na- 
tional Association of Stationers, Office Outfitters and 
Manfacturers. But prior to attaining the highest posi- 
tion in the association he had served faithfully and 








THE LATE RALPH S. BAUER 


well in many other capacities. Soon after joining 
the association he was given his first committee as- 
signment, that of chairman of the blank book com- 
mittee. He held that job through three administrations 
and was auditor under two administrations. He was 
a member of the catalogue committee for three years 
and was third vice-president for two years. 

Delving back into the minutes of the present N.S. A. 
the reader is impressed with the many improvements 
created in the association’s affairs which can be traced 
directly to Mr. Bauer’s influence while president. 
Among the many developments which occurred while 
Mr. Bauer was head of the organization outstanding 
were the establishment of executive offices in Chicago 
with Fletcher B. Gibbs as general manager, the de- 
partmentalizing of the association’s activities as a 
move toward strengthening its work, and the em- 
ployment of suitable talent for the task of editing 
the official association bulletin. 

During these two years the association saw still 
other moves made to pave the way to more and better 
work. There was created a local association execu- 
tives’ division, a plan for the intensive education of 
salesmen and clerks, the holding of state meetings 
and the formation of a Mid-West division. A com- 
mercial furniture division and a division of manufac- 
turers of drawing materials and blue print paper were 
also created. 

Born in Provincetown on January 31, 1867, Mr. Bauer 
was the son of Thomas Dodson Bauer and Hannah 
(Sherman) Bauer. He received his education at Al- 
fred University, Alfred, N. Y., and Boston University. 
After holding important positions on a number of 
newspapers Mr. Bauer opened a periodical and news- 
paper store in Lynn. His business career also included 
banking and affiliated interests and he owned the 
North Shore News Company, a distributing organiza- 
tion of considerable scope. This is under the man- 
agement of Mr. Bauer’s only son, Paul S. Bauer who 
took control when his father retired from active 
business. 

Mr. Bauer during his political and business life made 
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MAKE YOUR STAPLER 


SALES AND PROFITS 









"1. STAPLES 

2. PINS 

3. TACKS 

4. HAND FASTENS 








is 


“WORLD'S 
FINEST 
STAPLER” 


Outselling and outperforming all others... that’s the record of 
Aceliner wherever good staplers are sold! Small wonder the new 
Aceliner has scored such spectacular success. For it's actually four 
staplers in one.. Staples, Pins, Tacks, Hand Fastens. Choice of 
four colors... Mahogany Red, Walnut Brown, Green and Black. 
Streamlined design, with 30-second loading 
feature. Precision built and sold with lifetime 
guarantee! May we send you all the facts? 


STAPLE REMOVER 


The patented Ace Staple Remover snaps out 
clinched staples instantly without injury to 
papers or finger nails. It offers an opportunity 
for an extra profit with every Stapler you 
sell! Write today. 





MAKERS OF: Ace, Pilot, Cadet, Scout Staplers for 
office and factory; Staples, and Staple Removers. 


ACE FASTENER CORPORATION 


3415 NORTH ASHLAND AVENUE, CHICAGO 


STAPLERS FOR EVERY PURSE AND PURPOSE 










































WORKING FOR 
THE NATIONS 
DEFENSE... 








No. 161-M Oak 
Desk—60" x 32” «x 
30%". This low- 
priced series in- 
cludes 4 flat top 
desks, 5S tables, 3 
typewriter desks. 


MONTH after month .. . at an ever-faster 
pace . . . American industry is applying its 
energy and genius to the nation’s defense 


program. 


This vast expansion of defense produc- 
tion requires more desk-work . . . and 


more desks! 


Imperial’s famous No. 100-M Series has 
been an outstanding favorite with compan- 
ies that have enlarged their office facilities 


to meet defense needs. 


This serviceable, substantial series offers 
maximum value .. . at minimum cost. 
It's as soundly constructed as the finest 
office furniture . .. for reliable service on 


the toughest jobs. 


Find out — now —how the _ Imperial 
Line can help you get a bigger share of 
defense expenditures. Write today for 


complete information. 


HOME DESKS FOR 1942! 


Imperial’s new knechole desks 
and bookcases for homes and 
professional offices are ready 
now. Ask for your copy of 


may 
| eR the descriptive brochure... 
just off the press! 
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HESh COMPANY 


EVANSVILLE, INDIANA 
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a number of friends who were also prominent in many 
fields of endeavor. Among these was the late Presi- 
dent Coolidge who was once a guest at the Bauer sum- 
mer home at Amesbury, Mass. 

In 1894 Mr. Bauer married Miss Fannie Miller of 
Chicago. One year later the couple moved to Lynn 
and opened the periodical and newspaper store. 

Funeral services were held on July 15 from the Cen- 
tral Congregational church and were followed by in- 
terment in Pine Grove cemetery. 


- e 


F. E. VAN BUSKIRK 


Francis E. Van Buskirk, before his retirement in 
1938 manager of the L. C. Smith & Corona Type- 
writers, Inc., New York office, died last month in his 
home in Brooklyn. He was seventy-six years old. 

Throughout his career Mr. Van Buskirk was a close 
and personal friend of Evan Johnson, former editor 





THE LATE F. E. VAN BUSKIRK 


and now contributing editor of OFFICE APPLIANCES, 
and also of George Patterson, founder of this journal. 
For a great many years there hung, in the office of 
Mr. Patterson and later, Mr. Johnson, a portrait of 
Mr. Van Buskirk beneath which was a typewritten 
line reading “The Man Who Inspired It.” 

Mr. Van Buskirk entered the typewriter industry 
when he joined the Remington Typewriter Company in 
New York in 1891. He was appointed vice-president 
and general manager in 1922 but left one year later 
to join the Smith-Corona organization. For a time 
he served as vice-president in charge of sales and 
later became San Francisco manager. 

His career with Remington is interesting as an ex- 
emplification of his ability to continually better him- 
self. In the beginning he was a bookkeeper for 
Wyckoff, Seamans & Benedict, and in 1893 was given 
control of the Remington office in Omaha. Later he 
was promoted to the managership of the San Fran- 
cisco and then the Chicago branch. After three years 
at the latter office he was made assistant superin- 
tendent of the domestic sales department. 

In 1907 Mr. Van Buskirk was again promoted, this 
time to the post of secretary of the company and two 
years later became its general manager. When, in 
1913, the sales departments of Remington, Smith- 
Premier and Monarch were consolidated he was elect- 
ed a vice-president and director of American sales. 

After a serious illness in 1928 Mr. Van Buskirk re- 
linquished his position of vice-president in charge of 
sales with Smith-Corona but remained with the com- 
pany in an advisory capacity. It was not until 1932 
that he returned to active duty and was given the San 
Francisco branch and, in 1933, the New York office, 
which post he held until his retirement. 

Deeply interested in fraternal work Mr. Van Bus- 
kirk was a Mason and a past commander of the Clin- 
ton commandary of the Knights Templar. He was 
also a member of the Hardware Club, Union League 
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. Sheaffer's School and U. S. Service Window Display will do a double 

ils selling job for you—during school time this fall—-and whenever 

- Selectees and U. S. Service men (and their parents and friends) pass 

2 your store. Feature the whole Sheaffer line — pens, pencils, gift 
ensembles and desk sets, adhesives, Skrip, and leads—to make the 

af most profit. See your Sheaffer representative or write direct for new 

1- fall profit plans. W. A. Sheaffer Pen Co., Fort Madison, lowa. 
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Quick adjustment for 
seat height. 
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Simple adjustment for Quick back rest depth 
back rest height. control. 


One * Twa * Three 


..and this Posture Chair FITS! 


INSTANT ADJUSTMENTS 


A partial turn of the control eases chair seat 
down to exactly the correct height for oc- 
cupant. Two other instant adjustments and 
Selfit is ready for all-day-long good posture! 











SELFIT is the name= 
Entirely Self-fitting! 


@ One of the most outstanding features of 
Harter’s new Selfit Chair, for office use, is the 
ease and simplicity with which adjustments can 
be made to an individual’s requirements for 
good posture. 

Only three simple adjustments are necessary. 
With quick-acting hand controls, anyone can 
make these adjustments — one, two, three — in- 
stantly, easily! The need for individual fitting 
services, for special fitting tools, is entirely 
eliminated. Anyone can use this chair and be 


assured of good, comfortable posture. 


Here’s a chance for concentrated chair selling, 
an easier way to posture profits. Learn more 
about it. Write today for complete information 
on Selfit, as well as the many other Harter Steel 
Chairs —all of them “Leaders in the Steel Chair 
Field.” 

THE HARTER CORPORATION, STURGIS, MICH. 


New York, 354 Fourth Avenue. Chicago, 14 East Jackson Bivd. 
Export Dept.: 1120 Chester Ave., Cleveland, Ohio 


nl A) RTE RR 


HARTER POSTURE CHAIRS FOR EVERY TYPE OF SEATED WORK 
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Club of Brooklyn, Awkwright Club and the Bellport 
Yacht Club. 

Mr. Van Buskirk is survived by his widow, Mrs. Cora 
Andrus Van Buskirk; a daughter, Mrs. William O. 
Prescott; two sons, Houghton Eugene and Ned Andrus 
Van Buskirk; a brother, Henry Carlton Van Buskirk 
of Chicago; a sister, Mrs. Albert Pierce, Gallipolis, 
Ohio, and seven grandchildren. 

+t - + 
MRS. H. H. HOAGLUND 

Mrs. Harry H. Hoaglund, whose husband for a con- 
siderable time has been connected with the Metropoli- 
tan New York portable division of L. C. Smith & 
Corona Typewriters Inc., died June 30 after an illness 
of more than two years’ duration. In addition to her 
husband Mrs. Hoaglund is survived by two daughters, 
Margaret and Elizabeth; her mother and father, Mr. 
and Mrs. E. B. Mosher, and two brothers, Sidney and 
George Mosher. Funeral services were held from the 
Golders funeral home, Springfield Gardens, Long 
Island, on July 3, and were followed by private inter- 


ment. 
+ - 
J. D. COUTTS 


John D. Coutts, for the past thirty years connected 
with George H. Alexander & Company, Inc., Pitts- 
burgh, Pa., as salesman and buyer of blank books and 
other lines, died June 7 at his home in Beechview, Pa. 

Mr. Coutts, whose passing came after an illness of 
several weeks, was born in Montrose, Scotland, coming 
to the United States in 1906. He is survived by his 
widow, Mrs. Eva Coutts, and a brother, Colin Coutts of 


Chicago. 
+ - 
FRANK GARLAND 

Frank Garland, owner of a stationery business in 
Champaign, Ill., and former president of the Illinois 
Booksellers and Stationers Association, died June 10. 
For a number of years Mr. Garland was connected with 
the U. of I. Supply Store, quitting that concern in 1936 
to buy the stationery store of Lloyds, which he has 
operated successfully ever since. He is survived by his 
widow, a son and a daughter. 

+ 
H. F. THOMPSON 

Harrison F. Thompson, for many years a stationer 
in Tracy, Calif., died May 30, following an illness of 
only one week. He was in his sixty-seventh year and 
prior to moving to Tracy lived in Vineland, N. J. for 
twenty-seven years. He is survived by his widow, Mrs. 
Ada Belle Thompson and a brother, Francis E. Thomp- 
son, of Long Branch, N. J.—SS. 


"2 & 
S. L. POZISKI 


S. Lionel Poziski, owner of the Minnesota Typewriter 
Exchange, Minneapolis, Minn., died June 17 following 
a heart attack. He had conducted the office machine 
business since 1922 and was well known in the Minne- 
apolis city as an amateur magician. Mr. Poziski was 
unmarried and lived with an only sister, Mrs. J. 
Friedman. 

+ + - 


A. H. SHAW 
Arthur H. Shaw, a member of the personnel depart- 
ment of the International Business Machines Corpora- 
tion, Endicott, N. Y., died June 17 after a short illness. 
He was in his thirty-sixth year and is survived by his 
mother, Mrs. Sarah E. Hughes Shaw of Brooklyn, N. Y. 


-A 
” a 
J. B. GILLIES 

James Buntin Gillies, whose entire business lifetime 
was spent in the stationery business in Canada, died 
last month at his home in Burlington, Ontario. He 
was in his seventy-first year. 

The son of the late David Gillies, Mr. Gillies gradu- 





During this period 
of exceptional stress, 
the concentrated at- 
tention of our entire 
organization is di- 
rected to the prob- 
lem of how best to 
serve our trade. 


No effort will be 
spared to the end 
that we might evi- 
dence, in concrete 
fashion, thru these 
hectic days, our keen 
appreciation of the 
loyal support we 
have always re- 
ceived from our 
dealers thruout the 
country. 
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MANUFACTURING 
COMPANY 


900 E. 95th St. 





Chicago, Ill. 
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...and they all add up to a 
nice profit for you 





The handsomely 
harmonizing 


HP-6 Series 


$300 to $1050 


You can go after 100% 


HP-670 (Presswood 
Base) $8.00 and $8.50 


Handi- pen installations 
with this “family” of desk 
sets. Plain or “dressed 


up” — single or double 





HP-640 — black or in striking 

(Genuine Two-tone . 
Walnut Base) 
$5.25 and $5.5( 


colors. Beautifully styled, 
they deliver writing satis- 
faction that brings easy 
repeat business ... Make 
little orders grow into big 


ones, with Handi-pen. 





HP-650 One set “inoculates” an 
(Genuine Two-tone , 

Walnut Base) 
$10.00 and $10.50 


entire office. Highly suc- 
cessful demonstration kit 


$6.00 net. Order today. 


Sengbusch Self-Closing 
Inkstand Co. 


815 Sengbusch Building 
Wisconsin 





Milwaukee ° 


HP-660 (Genuine Walnut Base, 
Colorful Plastic Trim) 
$6.75 and $7.00 
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ated from Upper Canada college in 1888 and entered 
his father’s business, Buntin, Gillies & Company, Ham- 
ilton, Ont. In later years the firm was formed into 
a stock company, whereupon Mr. Gillies was made 
president. He held this position until 1917 when he 
sold his interest in the organization and retired from 
active participation.—SJL 
- - & 
M. E. REYNOLDS 

M. Ernest Reynolds, sixty-two, head of the American 
Typewriter Company, 301 North Broadway, Oklahoma 
City, Okla., died June 13 at his home, 2528 Northwest 
Twenty-second street, following a prolonged illness. 

Mr. Reynolds had been in ill health several years and 
seriously ill at his home since January. He was born in 
Bowling Green, Mo. 

He was actively connected with the typewriter busi- 
ness for forty-three and a half years. On August 28, 
1897, he entered the employ of the Remington Type- 
writer Company in Chicago, later working for a num- 
ber of typewriter companies in Iowa. He went from 
Burlington, Iowa, to Oklahoma City in 1907, where he 
remained until about 1925, employed by a number of 
typewriter firms. In 1925 he went to Kansas City 
where, for ten years, he was branch manager for the 
American Writing Machine Company. 

Mr. Reynolds returned to Oklahoma City in 1934 and 
was employed by L. C. Smith & Corona Typewriters, 
Inc., until he opened his own business in February, 
1937, at 305 North Broadway. After a couple of expan- 
sions in this location, Mr. Reynolds, about a year ago, 
took a corner location in the Wright building, 301 
North Broadway. Here with three times his former 
floor space, he enlarged his stock and scope of business. 

Survivors include his widow, Nona M.; two daughters, 
Mrs. Bethe Watkins, Oklahoma City, and Mrs. Lenore 
Dewey Los Angeles, Calif., and three grandchildren. 

EVH Y ' 

ob b 
R. G. ELMSLIE 

R. G. Elmslie, an employee of Buntin, Gillies & Com- 
pany, wholesale stationers of Hamilton, Ont., Canada, 
for the past fifty years, died recently. He covered 
eastern Ontario for a considerable time, but retired 
last November because of failing health—SJL 

+ ook ob 
JASPER SIPES 

Jasper Sipes head of the company bearing his name 
in Oklahoma City and dealing in school and church 
equipment, died July 12 following a short illness. He 
was in his eighty-first year and is survived by his 
widow, Anna: a son, Dr. Glen J. Sipes; a daughter, Mrs. 
Curtis Wright, and three grandchildren.—_EVH 


+t bk | 
J. P. MAXEY 

John Philip Maxey, up to the time of his retire- 
ment last year an employee of the Underwood Elliott 
Fisher Company, died July 17 in Roslindale, Mass. 
He was in his seventy-third year. 

Mr. Maxey began his career with Underwood Elliott 
Fisher at Detroit in 1905 and was transferred to 
Boston five years later. Up to the time of the cen- 
tralizing of the UEF bookkeeping in New York City 
he was bookkeeper and auditor. 

Mr. Maxey is survived by his widow, Mrs. Mary F. 
Maxey, and a brother. Following funeral services in 
Boston the body was taken to Louisville, Ky., for burial. 

+ ok oF 
J. P. BANNIGAN 

As this issue goes to press word is received of the 
death at Utica, N. Y., of J. Phil Bannigan, for many 
years before his retirement owner and operator of a 
letter shop in Utica. At one time he became inter- 
ested in and marketed the Simplograph, a duplicator, 
and throughout his lifetime was deeply interested in 
fraternal activities, being a member of the Knights of 
Columbus and the Elks lodge. 
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CARD FILES 


made by #W* are quality cabinets 
from the word go. Made in single 
drawer style 12", 15" and 18" long 
and the two drawer cabinets are 
made in 15" and 18" lengths. Each 
drawer equipped with easily adjusted 
follow block to keep contents in a 
vertical position. Stacking device, 
for building cabinets two or more 
high, is sure and simple locks ’em 


tight. Olive green baked enamel finish. 


THE 


WEIS MANUFACTURING 


Kits 


MONROE, MICHIGAN 


COMPANY 
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WEIS MANUFACTURING COMPANY 


MONROE, MICHIGAN 








MANY 


executives want a personal file—one 


that is close at hand for quick, ready 
reference. This W2@STEEL single 
drawer, letter size file is the answer. 
Made from heavy cold rolled furni- 
ture steel, nicely finished in olive 
green baked enamel. Roller bearings. 
Electrically welded—no bolts, nuts or 
rivets. Outside dimensions 12 inches 
high, 134" wide, 18" long. Furnished 
with lock if desired. No. 1890GS 
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BOX FILE 


users want files that are long lived. 
These new W26STEEL files are made 
from cold rolled furniture steel, ac- 
curately constructed and nicely 
finished in olive green baked enamel. 
Equipped with A to Z, Months or 
Daily (1-31) indexes. Two capacities 
Standard and Giant. Yes, they will 
give years and years of service. 
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HERE 


is a close-at-hand personal file that 
will please any user. Made from 
best grade cold rolled furniture steel, 
nicely finished in olive green baked 
enamel. Holds letter size papers. 
Comes equipped with set of A to Z 
folders in which papers can be filed 
alphabetically. Also sold without 


the folders to be used as a Transfer. 


No. 195GS—-With the Folders 
No. 591GS Without Folders 
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NEW HOME FOR FREDERICK POST 
(Continued from page 59) 


found in the drafting materials and equipment end 
of their business. Post produces the “Tailor-Made” 
T-square. By tailor-made is meant that the head sizes 
change with every change of the blade size. This 
gives the T-square a more solid hold on the board and 
reduces rocking. 

Announces New Product 

In 1920 a new Post Primo drafting table was put 
on the market. It was devised with the automatic 
hand wheel raising and lowering device for speed and 
convenience of the draftsman. Then, as the times 
progressed and surroundings took the shape of what 
is now termed modern, Post has kept abreast of the 
times in drafting room equipment. In 1940, to give 
the draftsman a more pleasant working room, the new 
Primo and Metapost tables were livening up engineer- 
ing departments. These tables are constructed with 
a base of modern chrome plated steel tubing and are 
in keeping with today’s tempo. 

Pleasant working conditions and company consid- 
eration give the Post company an organization com- 
pletely satisfied. Proof of this is in the fact that a 
good percentage of the employees have been with the 
firm over twenty years. 

A bonus system, as well as a retirement income 
plan, has been developed for the employees. In addi- 
tion, all forms of entertainment and recreation are 
available, including bowling, one team being sent to 
the A. B. C. tournament this year; golf matches once 
a month, and last, but not least, the Post picnic, to 
which everyone is invited—employees, dealers and cus- 
tomers. 


ING 
QUIPMENT 


VITURE 





FEATURING THE PRINT-O-MATIC.—This window of a Utility 

Supply Company store in Chicago recently features the Print- 

O-Matic duplicator with a card (center) inviting the passerby 
to “come in and see this machine being demonstrated.” 


SUMMER FURNITURE SHOV’ DRAWS CROWD 

Large crowds of buyers and visitors from every part 
of the country journeyed to Chicago last month to 
attend the annual summer display of furniture in the 
Furniture Mart. Officials of the building estimated 
the attendance as one of the largest in recent years. 

Although the show was primarily for the display of 
home furniture and accessories, several manufacturers 
of office equipment maintained exhibits featuring their 
many lines, but not necessarily including anything but 
household furniture. Firms in this industry holding 
displays, the products shown and the men in at- 
tendance were as follows: 

Imperial Desk Company, Evansville 


> Ind.—Desks and 

















I have just spent a swell week-end in the 
suburbs. It not only freshened my spirit, but 
started the old think-tank off on new tracks of 
speculation. 


EXAMPLE—tThe country squire and his lady 
were showing me through the grounds...a 
paradise of lawns and ferneries, fish pools and 
flower beds. Naturally, 
most of the blooms 
were strangers to a city 
dweller like myself. 
One flashing poniard 





a of color drew my atten- 
\ og tion, and I asked its 
Mei Mavens name. 


“That—” the man stuttered, ‘’That’s a— er— 
that’s a—well— it's a flower.” 


(Here, of course, my hostess intervened with mild 
sarcasm and glibly named names, her husband pro- 
testing that all flowers looked about the same to 
him, anyway. 


Not all Typewriter Ribbons and Carbon Papers are the 


same, either! As there are shade flowers and desert 
flowers, blossoms that love moisture and blossoms that 
don't . . . . so there are typing accessories planned and 


built with definite “living conditions” in mind. 


It is preposterous to forget or ignore this. 


In the conscientious M&V line, each “variety” anticipates 
certain specific demands. By textures, weights and color- 
ings, the diverse requirements of modern business are met. 
‘Tis as futile to sell your customer the wrong ribbon or 
carbon as it would be to plant sunflowers ‘neath low- 


spreading maple trees. 


by studying more carefully the 
supplied gratis to inter- 


Understand this better, 
valuable M&V Reference Guide, 
ested merchants. 


We'll be 


A tu Thanes 
MATCHED PACKAGES 


glad to send you a copy. 


MITTAG & VOLGER. Inc. 


PARK RIDGE NEW JERSEY 
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Your Customers Love 
Fine Desk Accessories 


Sure they do! It's the secret desire of 
every desk user to own and use fine 
desk accessories—a handsome leather 
desk pad—a work organizer to match, 
etc., etc. 


BUT are you giving your customers a 
chance to remember this when they 
come into your store—and to satisfy 
this desire. 

A display of POLAR accessories in a 
rack —such as is illustrated here 
placed in a prominent position in your 
store will increase your sales. Dealers 
have definitely proved it. 

You ought to try this POLAR idea, too! 
We can show you how to build a dis- 
play case like this. Write for a free 
working blueprint. It is a proven prof- 
it maker. 


POLAR MANUFACTURING CO. 
323 N. 13th STREET, PHILADELPHIA, PA. 











POLAR 
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bookcases for the home in many new styles and sizes. 
Gilbert Bosse and Norman Gerth. 

Indiana Desk Company, Jasper, Ind.—A large and 
comprehensive showing of desks in many styles and 
for a variety of purposes. M. Sonderman. 

Jasper Seating Company, Jasper, Ind.—An assort- 
ment of chairs in a number of grades and types. John 
L. Eckert. This firm maintains a permanent show- 
room at 529 South Wabash avenue. 

Murphy Chair Company, Owensboro, Ky.—A display 
of chairs for the office and the home in types to suit 
every purpose and style of furnishing. R. J. O’Malley. 

Nagel-Chase Manufacturing Company, Chicago, Il. 

Showing a complete line of Ash-Away smokers for 
the fall of 1941. This firm is following the trend of 
the times by concentrating on a smaller number of 
models. 

New Indiana Chair Company, Jasper, Ind.—A wide 
assortment of chairs in many grades and styles. E. J. 
Beckmann. 

Norcor Manufacturing Company, Green Bay, Wis.- 
Displaying a complete line of commercial folding 
chairs and school seating, plus bridge sets, in a wide 
variety of colors and finishes. Mr. Fuller. 

St. Johns Table Company, Cadillac, Mich.—Showing 
the company’s new line of home furniture. R. L. 
Petrie. 

James Wallace, of the Jasper Office Furniture Com- 
pany, Jasper, Ind., was a visitor at the show. 

*—- - 
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ROYAL SERVICE VIA AIR.—Bob Strachan, who services Royal 
typewriters in South Dakota for J. H. McKeever, wants to get 
there in a hurry when he receives a call. So he uses his own 
plane as a means of traveling over the flat lands of the Dakotas. 


a? 


TRAGEDY OF WAR STRIKES TYPEWRITER DEALER 

For the following unusual story we are indebted to 
the July issue of Your Man Friday, official house organ 
of the Ames Supply Company, Chicago. 

“The strange fortunes of war which recently united 
Gus Bloklund for a few hours with a brother whom 
he had never seen, also brought him at the same time 
the tragic news that he had lost three brothers in the 
battle of Dunkerque and three sisters in the bombing 
of Manchester, England 

“Mr. Bloklund, who operates a typewriter shop at 
162 George street, New Haven, Conn., left his home in 
Rotterdam, Holland, as a boy of eleven, and several 
brothers and sisters were born in the family later, 
so he had never seen them. 

“Recently his brother, John, who has been serving 
as gunner on an armed merchant ship of the British 
navy, telephoned from Montreal and Mr. Bloklund 
hurried to meet him. There he learned that three of 
four brothers serving with Holland’s famed Black 
Devil brigade were killed defending the retreat to 
Dunkerque. The fourth brother is now serving with 
the British army somewhere in England. All of the 
sisters were killed during a German bombing of the 
British industrial city.” 
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CLEARED FOR ACTION... 


. is today’s byword in industry. Start your own efficiency 
drive by replacing outmoded desks with Art Metal Airliner 
or Mainliner Desks fitted to the individual requirements of 
each desk job. These desks, established leaders in the field, 
are now available with a dictating machine drawer insert. 
It provides adequate space for cylinders and folders and for 
operation of either Ediphone or Dictaphone. Write for ®ar 7 
catalog. ART METAL CONSTRUCTION COMPANY, ‘& 
JAMESTOWN, N. Y. 
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...fo take the ART METAL story directly to “Men who make 
decisions’’...to make more sales, easier, for ART METAL dealers! 


For more than 50 years, as acknowledged leaders in the This year, more than ever, are America’s "men who make 
steel office equipment field, Art Metal has offered more, decisions’ being told about Art Metal's many superiorities. 
and greater opportunities to dealers than any other Now, at a time when increased office efficiency is so im- 
company. This has been accomplished, in a large portant, over 10,000,000 separate messages are telling Presi- 
measure, by offering a complete line of well-designed, dents, Office Managers, Purchasing Agents, etc. why they 
scientifically-planned, up-to-the-minute equipment to should see their Art Metal Dealer FIRST! Perhaps your 
the consumer, year after year. This means, of Art Neral territory is still open. Find out about the opportu- 
course, more sales-points, more talking-points, more heneaiaen thas tae, nities offered by the Art Metal franchise today. 
actual sales for Art Metal Dealers. — Write: ART METAL CONSTRUCTION COMPANY, JAMESTOWN, NW. Y. 


~ Art Y\atral - 
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DEFENSE AND THE TYPEWRITER DEALER 

Government defense spending has brought about a 
large increase in national income; for 1941, consumer 
income in the United States will be about twenty per 
cent ahead of 1939. But it has also caused a shortage 
of materials that is drastically affecting many in- 
dustries, according to a report issued by the American 
Writing Machine Company, New York City. 

In being able to secure products to sell, the type- 
writer dealer will be more fortunate than many deal- 
ers in other fields. For while high-numbered type- 
writers are becoming scarce, there is, as yet, no 
shortage of the low-numbered machines. And while 
it is true that better salesmanship is sometimes re- 
quired to sell these older machines, it is also true that 
they can be rebuilt and sold with complete satisfac- 
tion to the customer and good profit to the dealer, the 
company explains. 

The rubber situation has been another source of 
worry to many typewriter dealers who have wondered 
whether or not they will be able to continue buying 
recovered platens. The report said the firm has en- 
deavored to relieve such worries by assuring its dealers 
that “the American Writing Machine Company will 
continue to give prompt service on recovered platens 
as long as platens are made!”’ And unless unforeseen 
circumstances arise will not increase the present 
platen prices. 

Business leaders have stressed that this is not a 
period of “business as usual.” Typewriter dealers, as 
well as other merchants, must expect that in some 
items they will feel the pinch of shortages. But, every- 
thing considered, the versatile and aggressive type- 
writer dealer will fare very well, and he can look 
forward to increased volume and profit, the statement 


concluded. 
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COX NOW OFFICIAL OF COLLINS’ DESK CO. 

Bill Cox, who has been connected with the office sup- 
ply business in Oklahoma City for the past twenty-five 
years, recently became associated with D. W. Collins 
Desk Company, 204 Northwest Second street. Now a 





WILLIAM COX 


partner in the business, Mr. Cox was named vice-presi- 
dent in the reorganization of the firm. 

Harold A. Webb is back with the firm as city sales- 
man. Emery Jordan, who has had many years’ ex- 
perience in the business, recently joined the company 
and is in charge of visible index and safe departments. 

Miss Jane Lawyer, bookkeeper for the firm since 
1938, was named a vice-president and is office manager. 

J. Ben Claymore, oldest employee in point of service, 


is now floor manager in charge of display —EVH 
—_- 


BRITISH STATIONERS THANK THOSE OF U. S. 

Charles P. Garvin, general manager of the National 
Stationers Association, reported in a recent issue of 
his Washington News Letter having received a radio- 
gram from Great Britain which read as follows: 

“The Stationers Association of Great Britain and 
Ireland, in good heart and steadfastness of purpose, 
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.. NEW BLUE 
“DRESS” 
fo Step-up Se 





OF 
“GRAND PRIZE” 


TYPEWRITER RIBBON ! 











A. LAST! —a container 
worthy of the contents! This beautiful, streamlined 
container, with its red ribbons, yellow center, and 
light-and-dark-blue background eloquently bespeaks 
the superiority of new, improved “Grand Prize 
Typewriter Ribbon! 


Perfected only after years of manufacturing ex- 
perience, this new “Grand Prize” Ribbon actually 
lasts longer . . . retains deep-writing quality beyond 
expectations . . . combines sharpness with excep- 
tional recuperative and easy-erasing qualities! 


This new blue “dress” is a real eye-catcher — and 
“Grand Prize’’ Ribbon follows through with the 
superiority that means more and more “repeat” 
sales for you! 


* & 
FREE BOOKLET 


Get “Carbon Paper Facts” 
Too! Send for our free book- 
let, “Carbon Paper Facts,” 
which gives you the impor- 
tant facts you should know 
about Carbon Paper! 


An Exclusive Agency 
on GRAND PRIZE Rib- 
bons and Carbons in 
your city points the 
way to new profits. 
Write for our dealer 
Proposition booklet. 


GRAND PRIZE 


CARBONS and RIBBONS 


PACIFIC CARBON & RIBBON MFG. CO. 
J. FRANCIS O'CONNOR, PRES. 


Head Office and Factory: 
1451 Harrison St., San Francisco 


Los Angeles Denver 
aS SS TAT 











WHY PASS UP YOUR 
Pnogit 


FROM SNAD-A: PART Forms 


* On 2: a 


Philco Sales & Service 








Get your share of one-time carbon form orders . 
let us show you our plan for keeping this profitable 


business under your own imprint. 


Write today for "'Lithographed Business Forms"... a 
selling manual complete with details of our unique 
design and quotation service . . . there's no obligation 
. . . but you will find a new field for profit from Con- 


tinuous and Snap-a-part orders. 


Write today. 


// d 17). -_ ( ex 
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PHILID HAND CO 
HOLYOKE. MASS. 
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sends its heartiest greetings to stationers of the United 
States and sincere thanks and appreciation for the 
help which your great country is giving the cause of 


freedom for which we are all fighting here.” 
<<. = 





A FLAG DAY WINDOW.—The Gustave Fischer Company, 
Hartford, Conn., located in the heart of an intensely patriotic 
section of the country, recently celebrated Flag Day by creat- 
ing the above window in its store at 237 Asylum street. A 
profusion of American flags, a replica of the famous painting 
“The Spirit of 1776” and an imposing model of the Statue of 
Liberty all combined to form an ensemble which brought to 
Mr. Fischer and his staff many messages of congratulation 
from pleased customers and friends in Hartford. 
Further recognition of the fine display came from an official 
quarter when Mr. Fischer received a letter from the Hartford 
Mayor's flag week committee thanking him for “your splendid 
cooperation in the observance of Flag Week.” 
*—- © 
SAN ANTONIO TRADE JOTTINGS 

With the vacation season at hand the staffs of many 
of the stationery stores are, or have been, substantially 
reduced as employees have left the restrictions of day- 
to-day work and have hurried off to the great open 
spaces, the mountains, or a place by the sea.... At 
Maverick-Clarke, Loraine Saxon has returned from an 
auto trip which took in New Orleans, Dallas, and other 
communities in Texas and Louisiana. Al Eisemann, 
vice-president and Amos Grimsinger, sales department, 
have returned after two weeks of “just loafing 
around.” ...At L. C. Smith & Corona Typewriters, 
Inc., Joe Proza, service shop foreman, spent his vaca- 
tion in Dallas, while Miss Gertrude Naval stayed in this 
vicinity. ...R. M. Maddox, typewriter salesman for 
Underwood Elliott Fisher Company, spent his vacation 
on the Texas coast, as did William F. McBrearity, sales- 
man for Paul Anderson Company, while Floyd Jett, 
salesman for the latter company, attended a church 
conference at Independence, Mo. . . . The Royal Type- 
writer group showed their preference for traveling, 
Miss Lois Rives enjoying a delightful trip to Colorado; 
Louis Dromgoole, city salesman, taking a vacation in 
Los Angeles and along the Pacific Coast; R. L. Massey, 
city salesman, going to Kansas City, and Tom Ewing, 
assistant service foreman, going to the Grand Canyon. 
. Employees of The Clegg Company and their fami- 
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HERE’S WHERE YOU STEP INTO A SALE 





Here's where your salesman helps a very distressed young lady 
permanently out of a mess and makes a profitable sale for you. 
Specifically designed for such bottlenecks as this, the “Y and k” 
Direct Vision Sorter systematizes and speeds up the sorting of mate- 
rial preparatory to filing, posting and tabulating. It also serves as a 
temporary file until papers are actually placed in their proper folders. 
All you need to do to sell the Direct Vision Sorter is to demon- 
strate it. The time it saves and the reduction of sorting errors which 
it effects are values any executive appreciates. ,I[ts flexibility (the 
index can be arranged to meet any need—alphabetic, numeric, 
subject, geographic), its versatility (there are sizes for all types of 
papers—letters, checks, slips, etc.), its portability (due to its light 
weight the same sorter can be easily carried about and used in 
several different departments), its automatic expanding action, and 
its direct vision (easy to read) tabs are features that office workers 
appreciate heartily. 
As just one of the many exclusive sales advantages that 
the “Y and E” franchise gives, the “Y and E” Direct 
Vision Sorter is typical of the sales approach we engineer 
into all products bearing the ““Y and E” label. 
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“Foremost For More Than Sixty Years” E 
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YAWMAN AND ERBE MFG. CO. 


1055 JAY STREET ROCHESTER, NEW YORK 
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‘Benson gets the business!" 


8 
7 
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Today, when minutes count more than ever, favorable first im- 
pressions frequently influence quick dectsitons—and qutck sales. 


| | NDREDS of your customers like Benson’s’ distinguished appearance of “executive” corres- 





(the name is ficticious but the facts are not!) pondence, with Marathon Silk Ribbons. The per- 
must speed-up buying, selling, shipping. Beauti- formance cost of Marathon Ribbons is surprisingly 
ful letters, typed with Columbia Marathon Silk low. Write us for full particulars—and details of 
Ribbons can build reputations for prestige, relia- our special, profit- 

bility and service, for your customers and in- proved dealer coopera- 

fluence many a favorable business decision. tion sales plan. 


Sell your customers the profit COLUMBIA RIBBON AND CARBON 

ee MANUFACTURING COMPANY, INC. 

and prestige-building idea of Main Office & Factory —Glen Cove, L. I., N. Y. ribbon 

ae J : . Vew York Sales and Export, 58-64 West 40th St. 
giving all of their typing the Kansas City Mo., Dwight Bldg. 
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lies held their annual picnic at Oak Grove on the after- 
noon of July 19, with approximately 200 in attendance. 
The afternoon was featured by a baseball game be- 
tween the Reds and Blues, a peanut race, sack race, 
three-legged race, fat man’s race, with suitable prizes 
for the winners. The evening was given over to danc- 
ing, with all forms, both modern and old-fashioned, 
being enjoyed. Plenty of food and refreshments com- 
pleted the day....J. Andrew Smith of J. Andrew 
Smith Company, together with Mrs. Smith, have re- 
turned from New Orleans where they attended the an- 
nual convention of International Lions Clubs. Upon 
his recent retirement as president of the San Antonio 
Lions Club, Mr. Smith was presented with a Lord Elgin, 
twenty-one jewel gold watch, in appreciation of the 
good work accomplished during his term of office. He 
is at present district governor for the Lions Clubs in 
South Texas. ... J. D. Bridges, formerly with the local 
branch of Underwood Elliott Fisher Company, is now 
associated with the Haak Typewriter Company.—BCR 
—- 


SMITH-CORONA ADVANCES WATSON 


L. C. Smith & Corona Typewriters Inc., Syracuse, 
N. Y., last month announced the appointment of Mil- 
ton Watson as home office representative. He will 
cover the branches at Albany, Rochester, Springfield 





MILTON WATSON 


and Syracuse, succeeding William Wade recently ap- | 


pointed to a position in the home office. Prior to going 
to his new position Mr. Watson was a salesman con- 
nected with the Birmingham district office. 
<> ¢ 
CROSSMAN TO HANDLE OFFICE SUPPLIES 

A line of office supplies has been added by the Cross- 
man Printing Company, 124 West Seventh street, Still- 
water, Okla. 


Headed by H. L. Crossman, the business was estab- | 
lished in 1938 at 622 Main street and on June 1, 1940, it | 


was incorporated and moved to its present location in 
the McNeff building. 


Rated as one of the most modern printing plants 


outside of Oklahoma City and Tulsa in Oklahoma, the 


Crossman concern does regular job printing, process | 


embossing, planographing or photo-printing and de- 
signing. Equipment has a potential capacity of more 
than 36,000 81» by 11 sheets per hour.—EVH. 


_—- - 


INLAND PRINTER HONORS SHERMAN 

The Inland Printer, well-known magazine covering 
the printing trade, in July devoted a large part of its 
“Brevities” section to mentioning fifteen years of serv- 
ice recently rounded out by Frank M. Sherman, adver- 
tising and publicity service man of the Lanston Mono- 
type Machine Company of which the Barrett Adding 
machine division is a part. The article, accompanied 
by a picture of Mr. Sherman, said that in his long and 
varied career in the field, he had also enjoyed a hobby 
of learning to operate every variety of machine type 
caster in existence. 
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Over 75 Papers - Many Grades - Many Colors 


for MIMEOGRAPH & Office DUPLICATORS 


Just what your Salesmen NEED to bolster up SALES—to stop time 
waste and unsightly presentations of Duplicator and Mimeograph 
Papers. Furnish each one of your Salesmen with this FREE SAMPLE 
SALES-KIT and watch your sales climb. It contains a complete line 
of paper samples for the MIMEOGRAPH and other OFFICE DUPLICA- 
TORS—all grades and weights—in a wide variety of colors. So 
complete—so compact—with convenient guides and index tabs for 
quick reference that every salesman will welcome this great selling 
aid. Write today for number of copies needed to equip your force 100%. 


New 1941 CATALOG o 
OFFICE PAPERS AND PAPER SPECIALTIES 


Be sure you also get a copy of this perfect 
guide to your OFFICE PAPER requirements. It 
contains a complete line of office paper sam- 
ples in Bonds, Sulphites, Second Sheets, Mani- 
folds, Thin Papers, Duplex, Manilas, Printed 
Copy. come *BOX-WRAPT, also descriptions 
of profitable PAPER SPECIALTIES for the sta- 
tionery trade. Write for your FREE Copy Today! 


*BOX-WRAPT for Easy Opening- 


Quick Access and Protection! 


No knife—no finger nails—needed to open a BOX- 
WRAPT package. In fact the TAPE SEAL around 
BOX-WRAPT packages SHOULD NEVER BE 
BROKEN. Simply bend or distort end of 
package as shown on label; this breaks 
the perforated end so flap lifts up and 
contents are always available. *BOX- 
WRAPT is an exclusive feature of Rockwell- 
Barnes modern packaging for Protection— 
for Convenience and is NOT available on 
any other dealer line of papers. 
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INSERTABLE CELLULOIDED GUIDES 
BEST IN THE FIELD! 


They're only one of the 
many profitable, easy-selling 
items in The Wabash Line! 


Mail the Coupon Below 


THE WABASH CABINET CO. 
WABASH, INDIANA 


The line that's sold only through dealers. 
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THE WABASH CABINET COMPANY 
141 E. WATER STREET, WABASH, INDIANA { 


Rush our special presentation of The Wabash Line—a vol- 
ume that will help us to bigger profits! Is an exclusive i 
sales franchise available? 
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New Machines and Devices Section ] 
Continued from page 54 


office machine repair or maintenance department. It 
can drill holes, grind with various sized and shaped 
wheels, sharpen tools, sand with drum or disc sanders, 
revolve wire brushes, polish, saw, shape metals, etch 
glass and other materials and carve wood plastic and 
other products. 

Features of the device include a handy switch, 
pistol grip, cooling system, heavy-duty motor and a 
die cast alloy frame. It is sold complete with chuck, 
rubber cord and plug. Prices for the standard and 
two-speed models are respectively $7.95 and $9.95 retail. 

me jg iia 
GITS ANNOUNCES MATCH-PAX 

A new item which is trade-named the Match-Pax 
and was created as a stationery gift number has been 
announced by the Gits Molding Corporation, 4600 
Huron street, Chicago. 

The Match-Pax is a safety match package holder 
and is manufactured of an unbreakable plastic which 





THE PLASTIC MATCH-PAX 


can be ornamented by a small raised emblem or min- 
iature on the cover, itself molded of a complementary 
colored plastic. The unit is available in a wide range 
of colors and there is a generous space allowed for 
an advertising imprint which may be stamped in gold 
at a slight additional cost. There are no sharp edges 
and only the striking surface of the match book is 
exposed when the cover is closed. 
RO - 


LEGION ORCHIDS TO CONSODINE 


Charlie Consodine, former Wallace Pencil Company 
salesman in Chicago, former vice-president of the Na- 
tional Stationers Association and past president of the 
Wis-Ill Club—now the Great Lakes Travelers Club—is 
mighty popular with the American Legion. 

As proof of this comes a recent issue of “The Ad- 
poster,” official house organ of the Advertising Men’s 
Post in Chicago, in which Charlie, who is now in 
another industry in Indiana, rates a whole column of 
praise as one of the post’s leading corresponding mem- 
bers. This bouquet reads in part: 

“His three great loves are his family (charming wife 
and six superb kids), his work and his golf. For a gen- 
uine big shot Charlie is one of the most affable, genial 
and readily approachable fellows it has ever been our 
privilege to know in the world of business. Charlie is 
a right guy!” 

A sentiment echoed, no doubt, by many travelers and 
dealers in the field who know him. 

—__- | 


WESTERN BANK PROMOTES FREDERICI 


Ellsworth Frederici, formerly assistant manager of 
the Western Bank & Office Supply Company’s station- 
ery department, Oklahoma City, Okla., last month was 
promoted to the managership. He succeeds Frank Ed- 
wards, who was inducted into the Army and now is sta- 
tioned at Camp Leonard Wood, near Rollo, Mo.—EVH 
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Staple channel flicked 





BRASS FASTENERS 






wide open and completely 






accessible — the most ad- 






vantageous feature for a 





stapling machine — exclu- 
sive in SWINGLINE SPEED 
FASTENERS. 
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SPEED FASTENER 


The prevailing demand for time-saving 
efficiency has accelerated the switch 

















from “good” stapling machines to 
the “best” stapling machines the 









SPEEDWAY FILE FASTENER market offers . . 
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THE WOHLU'S GREATEST 










FILE VALUE! 





EVERLASTING 
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FLOATING 
SUSPENSION 








A BRILLIANT 
ENGINEERING 
ACHIEVEMENT 
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All welded steel die tion means lasting satisfaction to the user 





or 
and entire freedom from service expense to the dealer. For greater 





protits—concentrate on the Macey line. 


THE MACEY COMPANY 


EXECUTIVE OFFICES AND FACTORIES 


GRAND RAPIDS, MICHIGAN 
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“Pioneers for Fifty Years’ 











Seen and Heard 


in Southern California 


By J. Edward Tufft 
1710 Morada Place, Altadena 


P until today, the 20th, July has been none too hot 

either literally or figuratively. Talking frankly, a 
number of dealers in office equipment has said the 
month slipped down a few notches below June. Which 
isn’t surprising because June was a banner month, sev- 
eral saying it was the biggest in their history. 

Those three days of holidays at the beginning would 
account for a slight lapse, several adding machine and 
typewriter men said, but the factor holding things up 
the most is the what-next query in the mind of the 
average prospect. There is a feeling of tension, of un- 
certainty in the air. It could not be otherwise. 

Dealers in rebuilt typewriters have also noticed a 
slight drop in July as compared with June, but those 
boys all view the future optimistically. Some of them 
remember the days of 1917 and 1918 when a good re- 
built typewriter could almost write its own ticket. As 
more and more of the productive ability of the country 
goes into defense materials the demand for existent 
typewriters ought to increase, they feel. With the first 
World War precedent to go by they feel quite safe in 
that assumption. They believe the demand for rebuilt 
machines will be tremendous when it really starts and 
they do not think that will be many months from now. 


* ca - 


Metz in Sanitarium.—Bill Metz, in typewriter sales 
work in Los Angeles for many years, is now in Sunlet 
sanitarium at 2208 South Western avenue, where for 
the time being at least, he is confined to a wheel chair. 
He is delighted when his old salesmen friends call on 
him for time goes slowly in a wheel chair. Bill was with 
Remington Rand Inc., for a time and was for several 
years with the Typewriter Inspection Company. He 
ranked as a top salesman. 


- * * 


May and June Tops.—Bernard Klepak, manager of 
the typewriter department for the Eastern-Columbia 
department store, says May and June topped all rec- 
ords with the exception of the Christmas month, De- 
cember. During the last month this department has 
been specializing on portables and in this promotion 
ran one of the largest newspaper advertisements fea- 
turing typewriters that has been run in years in this 
city. Mr. Klepak says the effort was justified by the 
results. 

7 * - 

Royal Completes Improvements.—The Royal Type- 
writer Company’s Los Angeles branch has completed its 
office enlargement improvements. The cashier’s de- 
partment now takes up the space formerly occupied by 
the sales department. The sales department has taken 
over the space formerly occupied by the employment 
department and the employment department is occu- 
pying new space created by knocking out a wall. The 
manager’s office has been moved across the aisle into 
a large, airy room. 


oa - > 


Off on Vacation.—J. W. King, foreman of the service 
department in the local American Writing Machine 
Company branch, spent half of July scaring fish in the 
well-known Pacific ocean. Mrs. Jeanna Martin, secre- 
tary to the manager, W. E. Montgomery, also took her 
vacation late in July. The boss stayed on the job. 

A > + 

Mrs. Andersen in Chicago.—Mrs. Loretta Andersen, 
bookkeeper and credit manager for the Business Appli- 
ance Company, 509 South Spring street, wife of the 





’ COMBINATION 


Any retailer... any- 
where ...can use the 
Indiana Cash Drawer 
Combination! Every 
store in your town is 


a live, logical - 
Seige onuiae i Sa $ | M P L E 
awake deal - 
ing places with indi- PRACTICAL 
anal VERSATILE 


Take any make. of 
adding machine. 
Méunt it on the In 
diana Cash Drawer 
(it takes but a mo 
ment) and the.result 
is an all-round cash 
register that keeps 
track of vital records 
and protects cash-on 
hand at all times. 





INDIANA CASH DRAWER COMPANY 
SHELBYVILLE, INDIANA 


Please send full information, prices, etc., on cash drawers for use 
with an adding machine. 


Check make 
of adding 
machine handled Name 


Corona 
Allen Wales 

R. C. Allen Address 
Barrett 
Burroughs 
Monarc 
Remington Rand 
Sundstrand 
Victor State 
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MOSLER 


INSULATED 
RECORD 
CONTAINERS 


PATENT APPLIED FOR 


FILE CONVENIENCE 
SAFE PROTECTION 





Four Drawer Letter File with Security Compartment in place of Top 
Drawer. This Compartment has a Combination Lock and Underwriters’ 
Laboratories Labeled Relocking Device. it affords protection and 
privacy for personal and confidential papers and other documents, and 
the Contents are subject to 10% discount in burglary insurance. 


ATTENTION, DEALERS! 


THIS ITEM REALLY SELLS ITSELF, BECAUSE: 





1. It is the only item of its kind on the market. This takes it 
out of competition. Think what that means to you 


2. It is not only a File—it’s also a Safe. 


3. It has Measured Protection built into it, not only with respect 
to FIRE, but also with respect to FALL during a FIRE. 


4. It is the only Insulated Record Container or File bearing 
BOTH the Underwriters’ Laboratories and Safe Manufacturers 
National Association Labels for BOTH ONE-HOUR FIRE PRO- 
TECTION AND 30-FOOT DROP immediately after having been 
heated to 2,000 degrees F. 


5. It has a Receding Door, thereby saving space. 


6. It has Interchangeable Insert Drawers, taking care of every 
filing need. 

7. It can be provided with a Combination Lock in addition to its 
Key Lock, thereby giving Dual Control. 

8. It can have Linoleum-Covered Top, creating a counter or desk, 
and can, if required, have Swivel Wheels, so that it may be 
easily moved. 

9. Its finish, while normally wrinkle 
green, can be flat green, mahogany 
grained or walnut grained. 

10. Even more important—it provides 
ONE-HOUR FIRE PROTECTION at 
point of use. oa 


~~ 


Write The Mosler Safe Co. (Dept. D) Ham- 
ilton, Ohio, for catalog and prices on In- 
sulated Record Containers, as also our 
other lines of Fire and Burglary-Resistive 
Equipment. 





THE MOSLER SAFE CO. 


The Largest Buliders of Safes and Vaults in the World 


320 FIFTH AVE., FACTORIES: 
NEW YORK CITY HAMILTON, OHIO 
BOSTON CHICAGO PITTSBURGH 
84 Sudbury St. 214 W. Jackson Blvd. 395 Union Trust Bldg. 


Cincinnati, Cleveland, Covington, Ky., Detroit, Dallas, Kansas City, 
Los Angeles, Portland, Ore., Washington, D. C., and 
Other Principal Cities in the United States 
S. A. Hawaii— Manilla — Panama 
Tokyo—Venezuela, S. A 


Havana Puerto Rico 


Shanghai 


Colombia 
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proprietor, is spending a month in Chicago. Her two 
children are with her. 


* * * 


Lamoureux in San Francisco.—A. A. Lamoureux, 
manager of the Wholesale Typewriter Company at 440 
South Spring street, spent several days at a business 
conference in San Francisco in July. He says he could 
use more machines if he had them. 

. 7” * 

New Employees at Royal.—George Boshae is the new 
credit manager for the Los Angeles branch of the 
Royal Typewriter Company. He succeeds Arnold 
Conero, who has been transferred to the mechanical 
department. Johnny Noe is now acting as representa- 
tive of the wholesale division of Roytype, taking the 
place of Roy Langlois, who is ill and who has been 
granted a leave of absence. Ruth Crossman, secretary 
to the wholesale portable representative, spent half of 
July in Chicago on a vacation trip while Gertrude 
Clark, secretary to the cashier, spent half of the month 
in Kansas City. 

_ * * 

Call Is Deferred.—Berney Critchlow, L. C. Smith & 
Corona salesman, who reported for duty four months 
ago in response to a draft call and who went East at 
that time, is back on the job in Los Angeles, his call to 
service having been temporarily deferred. Jack Agnew, 
who has been laid up for some months, is now able to 
get down to the office occasionally but has not yet gone 
back to work. Leigh Hunt, who likewise has been ill 
for some time, is back on the job. Those on vacations 
during July from this office include “Scotty” Cameron, 
salesman, and Miss Irene Beck, assistant to the credit 
manager. 


o, eh 


Carl Grimes, Jr., in Pilot Training.—Car] Grimes, Jr., 
son of Carl Grimes of the Grimes-Stassforth Stationery 
Company, and for some time a salesman on the floor 
has been accepted for membership in a class taking the 
Civilian Pilot Training course offered by the University 
of Southern California. The course is for boys who 
have jobs. Classes are held three evenings in the week 
and actual flying practice is obtained at Gardena, a 
Los Angeles suburb, early in the morning before work- 
ing hours. Young Mr. Grimes feels happy in this work 
since he is one in a small percentage of the total num- 
ber of applicants accepted for the course. 

Underwood Says No Summer Slump.—The Under- 
wood Elliott Fisher Company branch reports no Sum- 
mer slump. June was the biggest month in the history 
of the local branch, managers of departments state. 
The development in adding machine business is especi- 
ally good, the manager reports. 

* ” + 

Brock Goes Fishing.—Paul Brock, executive vice- 
president of the Schwabacher-Frey Company, spent 
two weeks in July fishing and camping on the Big Sur, 
an ideal spot for this sort of thing up the coast toward 
San Francisco. 

* * * 

Scarcity of Rough Wrapping Paper.—Local paper 
houses and their customers are complaining of a scar- 
city of rough wrapping paper. This is the first time in 
ages this has happened and it is one of the first few 
pinches due to the defense program that has been felt 
here in the paper industry. 

> * - 

Tonkin in Insurance Business.—William Tonkin, who 
for several years was Pacific Coast manager for the 
Victor Adding Machine Company, has joined the Har- 
old E. Leslie Agency of the Northwestern National Life 
Insurance Company as a special representative with 
offices at 510 West Sixth street. Since resigning from 
the Victor company job, Mr. Tonkin has done consider- 
able traveling over the country in an automobile rest- 
ing up before re-entering business. His years of suc- 
cessful experience as a salesman have caused him to 
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Quink 
CLEANS A 


PEN AS 
IT WRITES 


— 








STOPS 

TWO-THIRDS 
OF PEN 

TROUBLES 
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through retailers with 


the purchase of 


PARKER 





at only 15¢ 


No Matter How Much Quink You Have 
IT WON’T BE ENOUGH! 


And if You’re NOT ALREADY 
Handling Quink—this is the TIME 
OF ALL TIMES fo Start! 


We made eight store tests offer- 
ing an ordinary Song Book FREE 
with a 15¢ bottle—a book without 
Walt Disney Songs—without ANY 
advertising. How much do you think 
Quink sales increased ? 

Not 25%, not 50% or 75% —they 
increased 130%. 

AND NOW-—now with this 
tie-up to Disney’s screamingly 
funny and captivatingly pathetic 
new Feature Picture, ‘“‘DUMBO— 
the Flying Elephant of the Circus” — 
now with this Parker ADVERTIS- 
ING BLITZ on this DISNEY- 


PARKER QU/NK FREE OFFER 
—well don’t you think you better 
RUSH YOUR ORDER and that it 
BETTER be a FAT one? Remem- 
ber, SONG BOOK SUPPLY IS 
LIMITED. Order plenty and have 
no regrets. Better cut out the coupon 
below NOW —=so you won't forget. 
Quink is Staple as Sugar 

Millions of new users to be added 
to the millions of present users — 
people who are solidly sold on the 
revolutionary INK. 

In the PERmanent, Quink equals 
or excels U.S. Gov’t specifications 
in eight major ways. 

In the WASHable, it washes 
away without trace. 


Parker Quink Ads Offering the Song Book FREE will all be Illustrated with Characters 
from Disney's Dumbo Picture by Disney Trained Artists. 
Get Set for the Biggest Run on Ink— Quink—In The History of Merchandising ! ! ! 





Quink Deal Comes Packed in Swell 
Disney Counter Display, | FREE: ! 


Here’s the Deal: 


—— REOULAR 
Quink @ PRICE 
8 Disney 


Counter Displays FREE 
(Each 3 Doz. Quink is packed 
in a separate Disney 
Counter Display Carton) 

8 Disney 
Window Posters FREE 


144 Song Books FREE 


Your Retail 


Sales @ 15¢ = $43.20 


FAST TURNOVER—CUSTOMARY PROFIT 






Offer good only 
in U.S.A. 


© WALT oisney 
PRODUCTIONS 





when Parker offered 
to foot the bill and give 
Disney’s brand-new 


Book of 100 Songs \— 
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NEVER BEFORE SUCHA 
BLITZ OF /NK ADVERTISING! 
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September 13 Saturday Evening Post full page, 
4 colors. And 4-color half-page and third-page 
in Comic Sections of all these newspapers 


Sept. Sept. 
Albany Times Union . . 2 Minneapolis Tribune-Star 
Atlanta Constitution . . 14 Journal 14 
Journal . . . 2 New Orleans Times Picayune 14 
Baltimore American . - 28 New York Journal American 28 
Sun . . 14 ews” . 14 
Boston Advertiser. . . 28 Oakland Tribune. . . 14 
Globe .. 14 Omaha World Tribune . 14 
Buffalo Courier Express 14 Philadelphia Inquirer . i. oe 
Chicago Herald American 28 ecord 28 
Teibemne.... 4&4 Pittsburgh Press. . 14 
Cincinnati Inquirer. . . . 14 Sun Telegraph 28 
Cleveland Plain Dealer . . 14 Portland Journal . . 14 
Columbus Dispatch . . Rochester Democrat & 
Dallas es «6 & » ee Chronicle* 14 
Denver . | Sa Sacramento Bee . 13 
Des Moines Register ... 14 San Antonio Light. 28 
Detroit NOt. s «> « San Diego Union . 14 
Times. - ae San Francisco Chronicle . 14 
Ft. Worth Star Telegram — Examiner 28 
Fresno mee 5 » 2 Seattle Times 14 
Houston Chronicle ee Post Intellig encer 28 
Indianapolis Star .... 14 Spokane SpokesmanReview 14 
Kansas City Star .. ae St. Louis Post Dispatch 14 
Long Beach Press Te! egram . 14 Globe Democrat 28 
Los Haweles Examiner ... 28 St. Paul Pioneer Press . 14 
Times. . 14 Syracuse Herald American 28 
Louisville Courier Journal. 14 Tacoma News Tribune 14 
Memphis Commercial Toledo Times ‘ 14 
Appeal » 2s Washington Star . . 14 
Milwaukee Journal. . . 14 Times Herald. 28 
News Sentinel 28 
*Tabloid size, full page. 
p----------- SEND THIS NOW ----------~- 


carton. You will bill me or 


Signature 
Title 
Firm 


Address 


City 


State 


The Parker Pen Co., Quink, Dept. 1-16, Janesville, Wis. 


Send FREE, 144 Disney Dumbo Song Books, 8 Disney Window 
Posters, and 8 Disney Counter Displays. This is my order for 24 Doz. 
2 oz. bottles of Qui nk, pac ked 3 Doz.in each Disney Counter Display 
ly for the Quink at my regular price. 
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CHECK SIZE 
No. 1941L 







STEEL SLIDING 
FOLLOW BLOCKS 


40¢ 
ADDITIONAL 


MADE FOR 
ANY SIZE 
Fit 








STURDY CONSTRUCTION 
So that PRONTOS will stand the abuse all 
storage files receive, they are constructed of the 
highest quality 275-pound test corrugated fibre 
board and reinforced with steel not only on the 
shell but the four corners of the drawers as well. 
PRONTO files are delivered flat. They can be 


set up in a jiffy without the use of tools. 


BEAUTIFUL APPEARANCE 
Pronto files have an all steel drawer front finished 
both in Grained Walnut as well as Olive Green, 


so that they match your steel equipment. 


A Size for Every Record 
FREIGHT BILLS SALES CHECKS CLAIMS 
CHARGE SLIPS 5x8 CARDS RECEIPTS 
JOB TICKETS 4x6 CARDS METER STUBS 


PRONTO 


LETTER SIZE 
No. 1210L 





LEGAL SIZE 
No. 1510L 








$2.56 


SINGLE 
PRICE 


SANITARY BASES 
for all size files 


$1.75 ¥ 














PRONTO FILE CORP., 349 Broadway, NEW YORK 


Prices in Denver and West of the Rockies 20% Higher 
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move into this highly specialized field where high-class 
salesmanship is the commodity most in demand. 

Victor Has New Men.—J. C. Andersen, formerly 
branch manager for the Victor Adding Machine Com- 
pany in Boston, is the new supervisor of downtown re- 
tail sales in Los Angeles. Other new salesmen recently 
added are Bill Connors, who for nine years has been 
connected with Keystone Readers’ Service in Los An- 
geles, and Clarence Conrad, for several years a sales- 
man for the Janss Investment Corporation in West- 
wood Village. All salesmen were guests of J. A. Proven, 
western regional manager, at a stag party at the Paris 
Inn on Monday evening, June 30. An out of town guest 
was Sam Smith from San Francisco 

Hobbies for Stationery People.—Joseph Suman, “gen- 
eral man in charge of generalities” for the West Coast 
Stationery & Printing Company, believes in collecting 
hobbies as diversions from business concentration. He 
has adopted elephant collecting as his hobby and now 
has scores of elephants in bronze, china, pottery, glass, 
ebony and other materials. His wife has taken up the 
hobby of collecting dogs and his daughter, pepper and 
salt shakers, he says. These little interests make life 
more worth while, he maintains. His desk at the store 
is well peopled with elephants, most of them acting as 
paper weights. 


New Machinery for Stationers Corp.—The Stationers 
Corporation reports that its large printing plant at 
130 Boylston street has practically been re-equipped 
with modern machinery since the first of the year. 
The plant is now one of the outstanding of its kind on 
the Pacific coast. In addition to printing, different 
lines of manufacturing are carried on. 

*—> «¢ 





HONORED BY ENGLAND.—Mrs. Rose Ethel Kathleen Hill. 

personal secretary to Prime Minister Winston Churchill, was 

recently made a member of the Civil Division of the Order of 

the British Empire on the King’s birthday honor list. Mrs. Hill 

hears Churchill's speeches even before the House of Commons 

and she is shown here using her Underwood to type some 
of the Prime Minister's work at 10 Downing street. 


——_ © 
SOUTHWESTERN HOLDS STAFF MEETING 

The Southwestern Stationery & Office Supply Com- 
pany recently held a joint staff meeting of employees 
of their Ponca City and Lawton stores. The meeting 
was held in Lawton, with Bob Scott and Ted Warken- 
tin, owners, in charge. From the Ponca City branch 
were Bob Smith and Winfield White, managers of the 
Ponca City store; Bill Stites, Basil Martin and Russell 
Martin.—EVH 
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The office of H. F. Bruning 
of ( harle Ss Bruning ( Deo Chit ago, 
with modern furniture 
made by Sloane. 


WANTED: 
FINE MODERN 


Sloane’s modern executive furniture 





has the livableness of traditional 
pieces. It is good taste modern that 
gives an office a streamlined appear- 
ance without too radical a change in 
feeling. Like Sloane’s eight other ex- 
ecutive period suites, it is designed and 
made by Sloane, in our own factories, 
at prices much less than you'd expect 
for such quality. For full details on 
our dealer franchise, write direct. 


Wholesale Office Furniture Division 


Wa J SLOANE 


575 FIFTH AVENUE +- NEW YORK 
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ALL-PURPOSE BINDERS 


The Very Best Modern Way 







to Present, 
Protect and 


Preserve 4 
$ 
Photographs, 4 


Papers, etc. 


Sales Presentations Specifications 

Reports and Records Estimates 

Committee Meeting Bulletins 
Minutes 

Loose Leaf Catalogs Samples 

Clippings Testimonials 


Collections of Photographs, Letters, Stamps, etc. 


AMFILE Binders show contents to best advan- 











tage, because they stay flat when open. Easy 
to fill or change pages. 


GLORIFY SALES STORIES, 
EXHIBITS and PRESENTATIONS 


Add life and luster to even the most common- 
place page. Transparent acetate mount covers 
give protection against dirt, dust, moisture and 
finger prints and are durable to stand the gaff 
of constant use. 


Made of serviceable latex impregnated mate- 
riai, meatly embossed. Choice of red, blue, 
green, brown or black. 


Overall size 
93/4,” x 1134” x 1” 


Binder with 12 black. 12 
white mounts and 12 ace- 


$ 325 


Our Advertising Featuring the AMFILE All- 
Purpose Binder Directs Buyers to Stores. 


tate covers 


If you do not now handle this profitable line, 
let us submit a binder for your inspection. 


AMBERG FILE & INDEX CO. 


Quality Products Since 1868 
1610 Duane Blvd. Kankakee, Ill. 
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JONES-THOMAS 
Raphael Wilson Jones, with the Edward’s Book Store, 
McAlester, Okla., and Miss Norine Thomas were mar- 
ried May 10 in the home of the bride’s parents, Mr. and 
Mrs. C. A. Thomas, Seminole, Okla. The marriage cere- 
mony was read by Rev. J. C. Curry, pastor of the Meth- 
odist church of Seminole. Mr. Jones is graduate of 
Savanna, Okla., high school and attended Haskell In- 
stitute, Lawrence, Kans. Mrs. Jones is a graduate of 
Seminole high school, attended Seminole Junior Col- 
lege, and is a graduate of East Central College, Ada, 
Okla. For the past three years she has been teaching 
in the Kiowa, Okla., school system.—EVH 
*—-> 
MAYS-OLSON 
Harold D. Mays and Miss Maxine Olson, of Chippewa 
Falls, Wis., were married on June 14 in the Chippewa 
Falls Presbyterian church, the ceremony being per- 
formed by the Rev. Wallace Robertson. After a honey- 
moon spent in Oklahoma, where the groom formerly 
resided, the couple will make their home in the Wis- 
consin city. Mr. Mays is connected with the Northern 
Office Equipment Company and he met the new Mrs. 
Mays while calling upon her employer to sell him 
some office equipment 
—— 
McFARLING-DAY 
Just as this issue was being put to press, the mar- 
riage of Miss Ruth Day to W. L. McFarling of the 
Wallender-Pennington Company, Inc., Decatur, Il., 
was being solemnized in the First Methodist church 
at Galva, Ill. The date was July 30, and after the 
honeymoon, Mr. and Mrs. McFarling will be at home 
at 534 South Taylor street, Decatur, Il. 
a a 
BURGHER-CALLISTER 
The marriage of Bud Burgher, of Hibbing, Minn., 
and Miss Mona Callister, of the same city, was solemn- 
ized June 10. The happy newlyweds are making their 
home in Virginia, Minn., where Mr. Burgher is man- 
ager of the Burgher-Williams Company. 





Se DOC S$ TOR K 


When OFFICE APPLIANCES’ correspondent dropped 
into Mike Bryan’s Inc., 224 West Second street, Okla- 
homa City, recently, James W. Fowler, floor salesman, 
was passing around cigars. The occasion was the ar- 
rival of tiny Miss Fowler. Incidentally, the proud papa 
was celebrating his own twenty-first birthday about 
the same time. Mr. Fowler has been connected with 
Mike Bryan’s about three ana a half years——EVH 

<>< 

June 12 was a banner day for Clement J. Kopstain, 
manager of the Cicero Typewriter Exchange, Cicero, 
Ill.. when Mrs. Kopstain presented him with a baby 
boy who has already been named Jeffrey Jay. It is 
expected the young man will cut his teeth on a type- 
writer platen and use ribbon spools for his first play- 
things. 





—- — 
James Cranston of Stainton & Evis, office stationers 
in Toronto, Ont., Canada, is now the proud father of 
a baby girl born recently to Mrs. Cranston. But the 
parents are not the only people in the stationery in- 
dustry celebrating the event because the new baby 
has a granddad, Bob Cranston, who is connected with 
Brown Bros., another stationery firm of Toronto.—SJL 
—E-e— 


Ann Marie Murphy, daughter of Dr. and Mrs. W. J. 











LINE 


Today the call is for this big popular 
priced, 2814"’ deep, C-Grade file. Little 
wonder when you consider that this 
5400 Line offers practically everything 
any user wants in a filing cabinet. This 
includes: full progressive ball bearing 
suspensions, positive side acting com- 
pressors, ‘‘ladder type’’ front frame 
construction, flush corners without 
seams, and 40 styles including two, 
three, four and five drawer models. 


These units are especially popular 
with those engaged in defense pro- 
duction who must greatly expand their 
record systems. You can recommend 
these 5400 Line files with complete 
confidence that they will deliver a 
maximum of practical filing efficiency 
at a minimum of cost. 


Complete details of these 2814"’ deep 
5400 Line units and the companion 
2614" deep 500 Line will be sent on 
request. Ask for folder C-39, and for 
information about our attractive 
dealer arrangement. 


CORRY-JAMESTOWN MFG. CORP. 
CORRY, PENNSYLVANIA 








THAT HAS 
EVERY THING 


FULL 
PROGRESSIVE 
BALL BEARING 

SUSPENSION 


“LADDER 
TYPE” 
FRONT FRAME 
CONSTRUC- 
TION 


POSITIVE 
SIDE ACTING 
COMPRESSOR 





40 STYLES 
INCLUDING 
2-3-4-5 
DRAWER 
MODELS 
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Bassick 


OFFICE CHAIR CASTERS 











AND HERE'S WHY. e e Bassick It’s profitable to sell Bassick casters, chair glides 


Diamond Arrow office chair casters are preferred and_ floor protection equipment. The Bassick 


because they add new life, new comfort to chairs line, because of its high quality products and 


—save wear and tear on floors. Simplified, pat- great variety of sizes and types, offers the best 


ented two-level ball race design balances strain possible opportunity to be of real service to your 


low-cost service which customers. You can build bigger, better business 
with Bassick. Write for catalog and information. 





and assures long, efficient, 


your customers want. 








MADE BY THE WORLD'S LARGEST MANUFACTURER OF CASTERS AND FLOOR PROTECTION EQUIPMENT 


Rubber Cushion Slides for W ood 





NoMar Resilient Rubber Shoes NoM ar Squs ire and —— NoMar Furniture Rests. Drive- 
Stop Desks from Skidding Out “Atlasite’? Cups for Desk and on and Socket Types Spread the or Metal Furniture. End Noise, 
Weight and Protect Floors Slide Easily, Protect Floors, 


of Place, Protect Floors. Table Legs. 


THE BASSICK C OMPANY - Bridgeport, Connecticut 


Division of the Stewart-Warner Corp., Chicago, Ill. 
Canadian Factory: Stewart-Warner-Alemite Corporation of Canada, Ltd., Belleville, Ontario 

















Murphy, was born at St. Ann’s hospital July 9. Mrs. 
Murphy is the daughter of Charles Mueller, manager 
of the Chicago office of Joseph Dixon Crucible Com- 
pany. Ann Marie is Charlie’s first grandchild. At 
the meeting of the Great Lakes Travelers held two 
days later Charlie passed the cigars. The congretula- 
tions of this journal and Mr. Mueller’s many friends 
to him as well as the new arrival’s parents. 
—>t- - 

Last month the stork paid a visit to the home of 
Mr. and Mrs. Louis Ehrensberger, Milwaukee, leaving 
a bundle of joy in the shape of a seven pound, seven 
ounce baby boy. The young man arrived in this world 
during one of the most serious electrical storms to 
visit Milwaukee in a decade—a welcome which out- 
did the twenty-one gun salute accorded such minor 
individuals ‘the dad thinks) as admirals, foreign 
potentates and visiting firemen. Mr. Ehrensberger is 
assistant to Al Linde of the H. C. Miller Company. 


—— — >. 


GIRL SETS NEW TYPING RECORD.—Miss Margaret Hamma, 
Brooklyn, N. Y., was recently awarded the title of world’s 
fastest typist at the ninth International Commercial Schools 
contest held in Chicago and reported in the July issue of Office 
Appliances. Miss Hamma used an Electromatic machine of 
the International Business Machines Corporation and in setting 
a net rate of 149 words per minute, also received the titles of 
women’s professional champion and world’s amateur cham- 
pion. She is shown here with her Electromatic and two trophies. 


I 


BUSHONG COMPLETES EXTENSIVE REMODELING 

Paving the way for more extensive office supply 
sales, and making a more pretentious bid for larger 
business, Bushong & Company, office supply and print- 
ing firm of Portland, Ore., has just completed an ex- 
tensive program of remodeling and enlargement at its 
set-up at 323 S.W. Park avenue. 

One of the most noteworthy changes has been trans- 
formation of the street floor level into a fine office sup- 
ply and office furniture department with complete 
stocks of these lines. Other changes include conver- 
sion of the fourth floor into executive offices for the 
company, with a suite of model modern offices, an 
attractive series of special offices exhibiting the very 
latest in wares for the best dressed offices, a wide 
assortment of appointments from which the business- 
man may choose. 

Engineers of The Shaw-Walker Company suggested 





Let DICTAPHONE 


Help to Make YOUR Work 
Flow More Smoothly 





HOUSANDS of progressive Latin American business 

men are now enthusiastic users of Dictaphone. Prob- 
ably some of your own friends and business associates have 
already told you how Dictaphone has doubled their ability 
to get work done. 


Phis modern dictating machine is as easy to use as your 
telephone. You just talk your ideas, memoranda, corre- 
spondence into the mouthpiece. As fast as you talk, your 
words are engraved on a revolving cylinder which your sec- 
retary puts onto her transcribing machine. Through ear- 
phones, she hears your voice clearly, typing as. she listens. 


You can dictate to Dictaphone at any time... the pres- 
ence of your secretary is not required, as it is with the old 
fashioned two-person shorthand method. As you dictate, she 
is free to keep phone calls and visitors from interrupting 
you. At the same time she can do her typing, filing, and 
take care of other routine tasks for you. 


Many years of dependable service in Latin American 
countries has made Dictaphone and its representatives wel- 
come in many offices where executives take pride in their 
business methods. Your local agent will be glad to leave 
a Dictaphone for you to test out in your own office, without 
any cost or obligation to you. See your local Dictaphone 
representative, or write us, 
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Cameo Model Cameo Model 
Dictating Machine Transcribing Machine 
These machines are alac tilable in Cameo, Cameo Junior and Progreas 


Cabine ts 


DICTAPHONE CORPORATION 


Export Department 
Bridgeport, Connecticut, U. S. A. 


rd DICTAPHONI tered trademark f Dictaphone Corporation, maker 
f dictat orie to whi 1 trademark is appiied. 
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VICTOR 
VISIBLE RECORD 
SECTIONS 


the fastest-selling dealer visible 
line on the market today. Meets 
practically all needs for large or 
small visible records. 
You'll be surprised at how little it 
takes to set up your store with an 
- adequate stock of Victor Visible 
Sections PLUS .. . Victor's sensa- 
tional display and demonstrator 
that is making profitable sales 
every day for hundreds of dealers. 


Write today for details of the 
Sectional Deal. 
VICJO 


THE VICTOR SAFE & & 


EQUIPMENT CO., INC. 42> 
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OFFICE APPLIANCES 


the color scheme for the first floor so that the best 
background for the display of office equipment could 
be arranged. Further innovations include modern 
lighting effects as well as murals. 

Executives of the Bushong organization are Barney 
May, president; Ernest Markewitz, vice-president; Ar- 
thur Markewitz, secretary and treasurer, and Al 
Hattan, sales manager. Mr. May recently stated anent 
the modern improvements that they are the greatest 
in the sixty-two years which the company has been 
serving Portland. “It is our policy,” he stated, “at all 
times to keep up with the increasing industrial tempo 
of our growing city—CML. 

—-¢ 





MASTER-CRAFT’S DISPLAY RACKS IN ACTION.—The Master- 
Craft Corporation, division of The Shaw-Walker Company, 
Kalamazoo, Mich., has created a new display rack which makes 
easy loose leaf selling because it is all set up, ready to show 
and price. (Top and center) Salesmen Jack Lee and Lloyd 
Mabe use the unit to show Master-Craft products in the store 
of E. L. White & Company, Fort Worth, Tex. (Lower) John 
Wright, one of the owners of the Story-Wright Printing Com 
pany, Tyler, Tex., offers a ledger outfit to a customer. 
*—- 

DEFENSE BONDS AS PRIZES IN UEF CONTEST 

A two-month sales contest, with United States De- 
fense savings bonds as prizes, was inaugurated last 
month by the Underwood Elliott Fisher Company, New 
York, N. Y. Called the “Minute Man Contest,” it met 
with immediate acclaim by the field representatives, 
and according to W. F. Arnold, general sales manager, 
promises to be the most popular contest run by this 
company in recent years. 

The novel sales contest was started by UEF with 
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KEYNOTE SPEECH AT THE CHICAGO CONVENTION LAST MONTH 
> Yes, Sir! I'm Pov waitin real money on 


Remington Rand Portable Adding Machines 






















One dealer tells a group... and we get another flock of coupons: 





We have just two things to sell: quality one with wanted features built 
and service. to deliver the goods. 

We produce the finest Portable Adders we We sell only to the kind of dealer you your- 
know how to make. We think they’re the self are: a reputable business man with an 
best you can buy anywhere. Thousands of established place of business . . . legitimate 
dealers and tens of thousands of business competition that commands your respect. 


men think so, too. ; 
We have just two things to sell: quality and 


You can offer your prospects a complete service. Can you think of any better way 
line of models in the popular 7-column to build a business that profits everyone 
capacity—every one priced right —every concerned . . . your customer, you, and us? 
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: Portable Adding Machine Divison 
WE INVITE YOU » REMINGTON RAND INC. 


DESK 841 BUFFALO, NEW YORK 


to clip and mail the coupon which has 
Please send full details of your Dealership Agreement. 


already meant so much cash to so many 
. NG ian 
thousands of our dealers. It’s the profit- _ 
, Poe Ne. 
able thing to do! Street and Ne 
City State 


TT rrrrTTTTTTTTTTTTTTTTTTiTT Tite seneem 














110 





OFFICE APPLIANCES 


GUNLOCKE’S EMPLOYEE PROFIT SHARING PLAN 





For many years, the skill and conscientiousness with which Gunlocke 
employees have performed their work has been reflected in the excellent 
reputation Gunlocke products bear. On June 30th, however, the job of 
every Gunlocke employee took on a new significance. 

On that day, every employee who had been with the company for three 
months or more—335 out of a total of 407—participated in a new profit- 
sharing plan involving a total of $13,798.07! 

Here is what this new plan means to you. 

It means products turned out by craftsmen who are vitally interested 
in you because your sales and profits directly influence their share of profits. 

It indicates that Gunlocke is a progressive company with progressive 
ideas, designs, and policies. 

It is the reason why Gunlocke leads the industry in producing sales- 
worthy and profit producing chairs—why you can sell Gunlocke chairs 
with complete confidence in their performance and the complete assurance 
of repeat business that is the result of customer satisfaction. 


je Pes N HH GUNLOCKE CHAIR COMPANY 


WAYLAND, N. Y. 





FOR IMMEDIATE DELIVERY 


The new Junior Catalog illustrates Gunlocke 
chairs on which you have reasonable assurance 
of prompt shipment. Write for your copy today. 
Remember—profits are made on deliveries—not 
on unfilled orders. 
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more than one hundred defense bonds at stake for 
qualifying sales representatives. The contest which 
will run during July and August allows each branch 
manager to invent and conduct his own competition 
and allocate the defense bond prices in accordance 
with his best judgment. 
ee —-¢ 
NEW CONTAINER FOR PACIFIC’S “GRAND PRIZE” 
RIBBON 

The Pacific Carbon & Ribbon Manufacturing Com- 
pany, 1451 Harrison street, San Francisco, Calif., has 
recently designed and announced to the trade a new 
container for its Grand Prize line of typewriter rib- 


\ —_— 
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NEW “GRAND PRIZE” RIBBON CONTAINER 


bons. Made in a streamlined design the new container 
is richly colored with red ribbons, yellow center and 
light and dark blue background. The colors blend 
well and are so arranged as to catch the eye when on 
display in window or on counter. The Grand Prize 
ribbon, according to the manufacturers, is featured by 
many improvements. 
—- 


BARTLETT JOINS WIGGERS’ 


Gus Bartlett, Jr.. who recently resigned as secre- 
tary-treasurer of the D. W. Collins Desk Company, 
Oklahoma City, is now connected with Wigger’s Inc. 
403 West Main street, where he is in charge of the 
furniture department and general office equipment. 

Mr. Bartlett has been connected with the office 
equipment business since 1919, when he started out 
with the Star Safe Company. He became manager of 
Remington Rand Inc. in Tulsa, where he remained 
from the time of the merger until 1933. He was asso- 
ciated with the D. W. Collins Desk Company for about 
seven years.—EVH 








HONORED BY LIONS CLUB.—J. D. LeBlanc, owner of an office 
supply and equipment business bearing his name in New Or- 
leans, La., was recently honored by the Lions Club of New 
Orleans when he was elevated from the position of first vice- 
president of the local club to deputy district governor of the 
organization. The area which falls under his jurisdiction em- 
braces New Orleans, Metairie, Slidell, Lutcher, Gramercy, 
Norco, Thibodaux, Houma and Raceland. Mr. LeBlanc was 
also chairman of a golf tournament held by the Lions interna- 
tional convention in New Orleans last month. 
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You can smack 
it around! 





, 4 wouldn’t take a Canco wastebasket out on 
a golf course. Not exactly. 

But one thing is sure . . . you can smack it 
around! 

For Canco is just about the strongest, longest- 
lasting wastebasket that ever caught a scrap of 
paper. Why? Because it’s made of fortified metal. 


And for looks, a Canco wastebasket is tops. 
Canco wastebaskets come in a variety of litho- 
graphed finishes. You have a wide choice of colors, 
or natural wood-grain designs. 


So it’s no wonder that customers go for Canco 
wastebaskets. No wonder they’re a line you'll 
want to keep well stocked. 


For more details about this line of fast-selling 
wastebaskets, write us today. 


* AMERICAN *& 
CAN COMPANY 


CITY PARK AVENUE & HAMILTON STREET 
TOLEDO, OHIO 








Here is the most reliable gource 
fo) MEI) ©) ©) bias (oy am DIED 0) bLer-Ta hele Mm bol <= 
for every make and model of 
STENCIL DUPLICATING 
MACHINE. 


Get your 
sample of 
oy.¥ [eo] a) 3 
MADE 
inks now— 


and test it! 





Our 45 years’ experience in the 
pestsbelbtc-Veidbtac Me) Meith e)blor-tatele whet <; 
enables us to offer you the finest 
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Our PREMIUM INK is a high grade 
black ink that has the properties of 
Quick Drying and Minimum Penetra- 
tion into the paper. The finest ink made 


for first class stencil duplicating work. 


BULLETIN INK fills the need for a jet 
black ink where price is a factor. Ex- 
cellent results at a minimum of cost. 
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All inks manufactured under the. personal 
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WRITE TODAY FOR 
SAMPLES AND PRICES!! 


INK SPECIALTIES CO, INC. 
525 S. LAFLIN STREET . . . . CHICAGO, ILL. 


SATISFACTION GUARANTEED OR YOUR MONEY BACK” 
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GREAT LAKES TRAVELERS NOTES 

At the July 11 meeting of the Great Lakes Travelers 
Club, which was an overflow event, two former mem- 
bers of the organization were visitors. One was Herb 
Walsh of Ace Fastener Corporation, former president 
of the club and now active in eastern fields. The 
other was Cortland Horr, a charter member of the 
Wis-Ill Club, who is connected with the home offiee 
of McMillan Book Company, Syracuse, N. Y. 

Membership in the Plan for Hospital Care was dis- 
cussed, Tom Gillice, secretary, reporting that addi- 
tional members could join the first of September, 
providing there were ten or more. 

Another matter of interest at that same meeting 
was the distribution of a box of cigars by Charlie 
Mueller of Joseph Dixon Crucible Company, last year’s 
president of the club. The occasion was the arrival 
of his first grandchild. Charlie received the hearty 
congratulations of everyone present. 

* ca 

At the monthly business meeting held Friday, June 
27, several dealers were present. They were as follows: 
Al Schmidt, Atlas Stationery Company; William 
U’Sellus and Al Schenkl of Utility Supply Company 
and Jack Kuresman of the Pounsford Stationery Com- 
pany, Cincinnati, Ohio. 

President Ed Rohrs called on Mr. U’Sellus, who in- 
vited all members of the club to attend the fifth an- 
nual picnic of the Utility Social & Athletic Association, 
scheduled for the following day, at Fox River Grove, 
Tl. 

Mr. Kuresman also responded to call and spoke 
briefly, expressing his pleasure at being present. 

Announcement was made of the death of Mrs. Tom 
Bledsoe, whose husband has been so long associated 
with the Autopoint Company. 

Following a discussion, a decision was reached to 
hold another golf tournament some time in August or 
September. Dick Gingland of the Esterbrook Pen Com- 
pany was appointed chairman of the tournament 
committee. 





WINDOW TRIM DEPICTS OIL FIELD SCENE.—When El Do- 
rado, Ark., celebrated on June 19 to 21 the twentieth anniver- 
sary of oil in Arkansas, among the many attractive windows 
depicting oil field scenes was that of the H. C. Bull Printing 
Company. Office supplies were used as imitations. The large 
derrick was composed of rulers and the “bull wheel” was rep- 
resented by a sealing machine containing a roll of tape. Cash 
register paper made the “separator” and (at right) a stack of 
cuspidors formed the “tank.” Busey No. 1 is the name of the 
first commercial well in Arkansas. 


*—-<« 


BOLENS PRODUCTS BUYS BOLENS MANUFAC- 
TURING COMPANY 

Announcement was made last month of the pur- 
chase of the Bolens Manufacturing Company, makers 
of garden machines and chair irons for office furni 
ture, by the Bolens Products Company, Port Wash- 
ington, Wis., a new corporation. 

Statement of the purchase was made by E. A. 


ee 





RECORDS 


As industry pitches into its gigantic produc- 


tion program full steam ahead, the need for 
fast, accurate, orderly figures grows by leaps and 
bounds. To speed this essential work, industry 
depends on Monroe .. . Calculators for statis- 
tics and basic figures; Adding-Listing Machines 
for proof and form work; Bookkeeping Machines 
for keeping all accounts and controls of business 
smoothly up to date. Offices and service within 
telephone call anywhere. Monroe Calculating 


Machine Company, Inc., Orange, New Jersey. 


ONROE 


MONROE MACHINES FOR CALCULATING, ADDING, BOOKKEEPING, CHECKWRITING 
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View of FLEXOLINE installation in 
a State Unemployment Service office 








This catalog should be | AS many as 147,600 names may be listed visibly in one double tier 
saeecec ncn —s revolving stand as shown above. 
With FLEXOLINE the necessary facts concerning hundreds of 
thousands of persons are instantly available—accurately, speedily 
and, above all, economically. 
Your customers have need for various types of high-speed record 
equipment—so write today for information on Acme’s complete 
line and the Acme franchise. 


VISIBLE RECORDS. Inc. 


122 South Michigan Avenue « Chicago 
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Vallee, vice-president and general manager of the 
Bolens Products Company, who said the new firm 
had acquired all of the assets of the former organ- 
ization and will continue the manufacture of the same 
products. Mr. Vallee also added that bills payable 
to suppliers prior to June 30, 1941, will be paid by the 
Bolens Manufacturing Company within the next ten 
days. 

“As rapidly as possible the plant will be modern- 
ized and equipment increased,’ Mr. Vallee declared. 
“And with these factors accomplished we will be in 
a position tc increase our output and to offer a 
much quicker service.” 





A CLEVER AND TIMELY WINDOW.—Appropriate for these 
times of national defense and armed forces activity is this 
window recently produced by the Newlin Office Supply Com- 
pany. Wichita Falls, Tex. Made up entirely of office supplies 
the window is a model of the construction job just begun on 
the $25,000,000 Army Air Corps technical school named Shep- 
pard Field and adjoining Kell Field. Behind the adding ma- 
chine paper highway is a Gem clip fence while the ink bottle 
engine and blackboard eraser flatcars run on a track of pencils 
and pencil erasers. The fountain pen crane is putting pencil 
shavings in the pin clip truck. Old Glory and the wind sock 
float from poles built of binder section posts. 


*—-¢ 


BAUER BEQUESTS AID CHILDREN 

The late Ralph S. Bauer, past-president of the Na- 
tional Stationers Association and former mayor of 
Lynn, Mass., whose passing is reported elsewhere in 
this issue, has continued after death the good he did 
in life. 

That fact was revealed late last month when Mr. 
Bauer’s will was filed for probate and it was learned 
that he had bequeathed a $2000 trust fund to Essex 
county with the direction that the income be used for 
the awarding of prizes to boys and girls at the Haw- 
thorne Agricultural school for “excellence in summer 
projects.” Mr. Bauer, who died July 13, was at one time 
a trustee of the school. 

He also left $1000 to the Aid Society of the Lynn Day 
Nursery. 

—-? 


VARAT OPENS NATIONAL SALES DRIVE 

The Murray Varat Company, Chicago, manufac- 
turers of brief cases and other leather goods, last 
month announced to the trade the opening of a na- 
tional advertising campaign to include reaching sev- 
eral million readers through the medium of Esquire 
and Life magazines. 

In addition to featuring the practical designs of the 
company’s products the campaign will also introduce 
two cartoon characters—a cow and a pig—which will 
Stress to the reader the fact that only the best “cow- 
plected” hides are used in Varat brief cases. The 
well-known Varat “V” will be featured as the signa- 
ture and each piece of merchandise will carry a tag 
which ties in with the national drive 
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YOU HAVE NEVER 
SEEN ANYTHING 
LIKE THIS—NOT IN 


FIBRE BOARD FILES 








* Trademark 


™ FLIREFOE: 
TRANSFILE’ 


is different. You should just see the 
smooth drawer operation under the 
heaviest loads. That new ball bearing 
assembly is a knockout. And it is fire 
resistive, too. 

But you expect TRANSFILE FILES to 
lead the parade—to have the latest and 
best features. The real advantage lies 
in the fact that in their 4 styles and 13 
sizes TRANSFILE FILES fit your cus- 
tomer’s requirements whatever they 
may be. 


TRANSFILE FILES will make money 
for you every day. Try them now. 


GUIDE SYSTEM & SUPPLY CO. 


335 CANAL STREET 


NEW YORK, N. Y. 





The REGULAR 
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READY! 


BRAND MARK 





TEBCO 


NEW 1942 LINE 




















WAIT FOR OUR REPRESENTATIVES 


OR 


WRITE FOR DETAILS 


STEIN 


231.239 SO. GREEN STREET 


CHICAGO, ILLINOIS 





BROS. MFG. CO., INC. 


ST 3CO J 
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TOPEKA, KANS., HAS A NEW RETAIL OFFICE 
SUPPLY 

Four young men who do not believe that summer is a 
bad time to start a new business, opened a retail office 
appliance store June 2 in Topeka, Kans. The name of 
the new firm is the Office Supply & Equipment Com- 
pany, with headquarters at 610 Jackson street. 

Galen E. Seal is the head of the company. He has 
had sixteen years’ experience, having worked from 
office boy to department manager at Crane & Com- 
pany, and as salesman for Thatcher, Inc. 

Melvin Haworth, in charge of sales for the new con- 
cern, has had seven years’ experience at Moore’s and 
Thatcher's, both Topeka stationers. 

John Meek, also a Thatcher-trained man, and O. L. 
Reynolds are the other two members of the company. 

“We had hoped to hold our own for June, July, Au- 
gust,” Mr. Seal said. “We doubled the mark set for 
June sales, and if the first two weeks of July is a fair 
foot-rule, we are going to have a mighty fine start 
marked up for the three dull months.” 

The men selected a building formerly used by the 
Triple A service and under the same roof with the 
Santa Fe Trail bus depot. The rooms are not elabo- 
rately decorated, but tastefully conservative. A model 
office has been equipped at the front of the room and 
their own office to the left of the entrance is illustra- 
tive of what a modern business should have. A large 
counter divides the room and a stockroom, shut off by 
modernistic doors forms a back for the display space. 

The offices of Messrs. Seal and Haworth are in the 
rear of the room, and are also models of the latest in 
equipment appointments. 

The Office Supply & Equipment Company is featur- 
ing National loose leaf books, Oxford filing systems, 
and Imperial office furniture and equipment.—LF 

© —— 
B. & P. ANNOUNCES PRICE RAISE 

The following announcement concerning a raise in 
the price of its products was issued to the trade last 
month by the Boorum & Pease Company, New York, 
ee Se 

“Due to steadily increasing costs it has become nec- 
essary for us to increase all prices in our price list 
“H” ten per cent. This ten per cent advance will be 
added to the bottom of every invoice until such time 
as we will bring out our new price list which is now 
in the course of preparation. All merchandise will take 
the price in effect at the time of shipment.” 

—-¢ 
MISS WEISS VISITS MILO HARDING HOME OFFICE 

Miss Dora C. Weiss, advertising manager of the Milo 
Harding Company, spent the summer months at the 
home office and factory of the company in Los Angeles. 

During her stay, the company which manufactures 
the Tempo brand of duplicating supplies, published a 
new catalogue. Many additional plans—advertising 
and sales—were formulated in anticipation of the in- 
creased business this season. 

Miss Weiss returned to Pittsburgh, Penn., at which 
point is located the eastern division of the company. 

- _° 
FOLDER ON ELKHART INCLUDES DOMORE 

A large folder describing and picturing the many fa- 
cilities, industries and beauty spots of Elkhart, Ind., 
and recently published by the Elkhart Chamber of 
Commerce, features the products of the DoMore Chair 
Company. On an inside page the folder presents a 
number of pictures including that of one of the well- 
known executive posture chairs manufactured by Do- 
More beneath which a caption reads “Chairs for office 
and industrial workers.” 

— « 
HENDERSON NAMED FOR ROYTYPE POSITION 
IN NORTHWEST 

James C. Henderson has recently been appointed 
Roytype wholesale representative for the territory of 
Portland, Seattle and Spokane. His headquarters will 


jbe at the Portland branch of the Royal Typewriter 
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Prompt deliveries are the key to sizeable orders these days, and 


because we anticipated current demands, we are now able to provide 
this important advantage to Security Dealers....Our complete line of 
steel office equipment which includes Vertical Filing Equipment— 
Storage and Wardrobe Cabinets— Sectional Filing Equipment—Desks, 


Tables and Chairs- -Storage Shelving — is 









illustrated and described in our catalogue. 


FOR MORE BUSINESS— 


We suggest that you communicate with us today. 


STEEL EQUIPMENT CORPORATION - AVENEL-N-J 


An Organization Which Understands The Dealer's Problem 
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To start a good autumn season, recommend 


JASPER CHATA CO. tptisterea cnair 


Comfortable, modern office chairs are like good morals, which 
when put into action become good manners: differences dis- 
appear and production goes up. They build up leadership, 


4 


the strength of industry. 
JASPER CHAIR CO. CHAIRS are good quality in every feature 
and point of construction; there are important refinements in 
the form and proportion of seats and backs, and the shaping of 
posts and arms. Genuine leathers in guaranteed colors add to 


the satisfaction in use and attractive appearance; the variety 


—_— — tn “Ra 


of colors available is a real aid in selling. Solid American 
walnut, handsomely shaped and finished is fitted and joined 


by master craftsmen, so as to assure long lived, perfect service. 


MAKE A SELECTION NOW for your September display. Com- 


pare the numbers illustrated in our catalog and send us your 


order. 


Jasper Chair Co. 


JASPER, INDIANA 


REPRESENTATIVES 





E. W. Thomas, (Southwest) Geo. A. Litchfield, Sales Mgr James S. Fowls, (Southern) 
Box 3493 Peninsula Station 3414 Euclid Heights Blvd 
Daytona Beach, Florida Cleveland, Ohio 

W.H. Brown (Chicago-Midwest) S. H. MacDonald, (West R. J. Freeman, (Eastern 
6708 Glenwood Ave., Chicago 40S Orpheum Bldg 383 Madison Ave., 


Phone ROGers Park 3644 Seattle, Wash. New York, N. Y. 
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Company. Mr. Henderson takes to Royal and to 
Roytype dealers the benefit of his wide experience in 
the typewriter supply business. 


eo te 


NORTHWEST TRAVELERS NOTES 


By A. J. Nordstrom, Correspondent 


The annual Twin City stationers and Northwest 
Travelers golf tournament will be held August 22.... 
Location is Charlie Regan’s home club the Southview. 

. Karl Castle has promised a program of events 
to eclipse anything done in that line before and the 
holdover champ, E. Mortimer Hansen will work hard 
to defend his championship in the special putting 
match. ... Fred Greshammer, for a long time with 
Stevens-Maloney in Chicago, is now associated with 
Bill Goff, Inc., Madison, Wis. . . . Midwest Press & 
Supply Company is the name of a new office supply 
house in Sioux Falls, S. D. . Among those con- 
nected with the new firm are Lysle Espi, for many 
years with the Brown-Saenger Company, and Cliff 
Halvorsen of the Will A. Beach Company... . Merrill 
“Rush” Hasty is enjoying the comforts of his beau- 
tiful new home at Lake Minnetonka these hot Summer 
days. . . . Space does not permit detailing the many 
surprises and unusual features of the coming Twin 
City tournament, but this columnist wants to advise 
everybody concerned that they’ll miss the event of 
their lifetime if they don’t manage to be at South- 
view with their bags of clubs. 
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ROYAL’S SAN ANTONIO BRANCH EXPANDS 


Completion of the expansion program of the San 
Antonio, Tex., branch of the Royal Typewriter Com- 
pany not only gives this branch double the working 
space formerly held, but also gives it the largest and 








TOP.—Night view of the enlarged home of the Royal Type- 
writer Company in San Antonio, Tex. (Lower) Interior of the 
branch. In front, close to the camera, is Miss Lois Rives, sec- 
retary to Branch Manager G. L. Davis, followed by Miss Halley 
Story, assistant secretary. Grouped around the desk (L to R) 
are Louis Dromgoole, city salesman; Branch Manager Davis 
and R. L. Massey, national accounts representative. 


one of the most modern typewriter stores in the city. 

The front half of the present space is given over 
to the offices, salesmen’s desks and display space. The 
walls and ceiling are finished in a two-tone treatment 
of cream and tan, with indirect lighting fixtures pro- 
viding an abundance of non-glare illumination. 

The back half of the space is divided so that the 
Shipping and service departments are separated. This 


119 








COLUMBIA 








‘F 4 
CM - CM COR CR 
( 


Ge He Lae He 






LO Me jade Hae 


1a) se ee Ha 


REPEAT BUSINESS 


is profitable business. It is the re- 
sult of confidence and satisfaction. 


When you sell Columbia steel office 
equipment, you sell a line that is 
correctly designed, offers a wide 
variety of choice, is competitive in 
price, and is backed by unfailing 
service. 

The Columbia line promotes confi- 
dence between dealer and consumer 
and encourages repeat business. 


EE 
COLUMBIA STEEL EQUIPMENT CO. 


LINCOLN-LIBERTY BUILDING 
PHILADELPHIA, PA. 
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ROSSI a> A lance at 
their prices and 
a comparison of quality will convince you that 
here’s America’s leading costumer line. Lac- 
quered-finished; hand-rubbed; tastefully de- 
signed in 6 modern ~ 





CHAIR CUSHIONS OD EATR’s Sponge 
Rubber Chair 
Cushions combine comfort, quality and work- 
manship at a genuinely low price. Built of 
brand-new solid sponge rubber in 3 popular 
‘sizes. Neatly covered with velours, corduroys 
and combination reversible fibres. 








TYPEWRITER TABLES DS asth ot 


example of how 
concentration, specialization and mass produc- 

_ tion'make it easy to clear greater profits. 
_ Astaple number that equals your higher-priced 
’. lines in quality, workmanship and construction. 


In the face of material shortages, Fair promptly 
delivers ie goods at wed ee 
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NEWARK, N. J. U.S. A. 
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greatly facilitates working conditions and eliminates 
unnecessary confusion. 

G. L. Davis is branch manager in San Antonio for 
Royal. 

That this larger and more modern home has been 
well deserved is shown by the fact that this branch 
led all others in the United States during the first 
six months of the current year in sales while June 
set an all-time record for sales through this branch. 
Although the second half of this year has only just 
begun, the branch has already produced its entire 1941 
quota, and is busily engaged in building up more 
sales —BCR 
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PARKER OFFERS DEALERS DISNEY DISPLAY AND 
SONGS IN SPECIAL DEAL 


A new and special deal for stationers who are inter- 
ested in increasing their sales of Parker’s “Quink”’ 
writing fluid has been announced by the Parker Pen 
Company, Janesville, Wis. 

This deal is coupled with advertising which is to 











| THE PARKER QUINK DISPLAY AND THE DUMBO SONG BOOK 


appear in comic color sections of the major newspapers 
from coast to coast and a full page in four colors in a 
coming issue of Saturday Evening Post. 

Calculated to appeal to adults and children, the 
highlight of the offer is Walt Disney’s “Dumbo” song 
book containing 100 famous melodies. Disney has co- 
operated in presenting his latest song hits plus the in- 
sertion of other songs from his numerous movie pic- 
tures. But there are other features all of which, how- 
ever, leave the song book in the center of the stage. 
These are Disney window posters and Disney counter 
displays. This song book is given away with the pur- 
chase of a 15c bottle of Parker “Quink.” 

Actually what the dealer will receive is the following: 

With two dozen bottles of “Quink” he gets (1) eight 
Disney counter displays and (2) eight Disney window 
posters and (3) 144 “Dumbo” song books. All of this 
material is free with the order for twenty-four bottles 
(two-ounce) of “Quink.” 


Se 
STEIBLE VISITS ITHACA AND LIKES IT! 


When Dan Steible, of the Allen-Wales Adding Ma- 
chine Corporation, New York City, recently paid a 
visit to the company’s plant in Ithaca, N. Y., he was 
so pleased with the town he wants the world to know 
it. 

Allen-Wales, as you may or may not know, issue a 
promotional bulletin from time to time and it so 
happened that No. 37 was about due when Dan Steible 
breezed back to the home office. So No. 37 came out 
five pages long—and if the Ithaca Chamber of Com- 
merce didn’t see it, they missed something! 

Page after page Dan Steible used to tell the beauties 
and the history of Ithaca (with an occasional plug 
for the Allen-Wales adding machine thrown in) in a 
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LIBRARIES 


There have been many 
public and private 
libraries equipped by 
Globe-Wernicke. 















This two drawer file with 


Counter height files are Standard height four drawer 
legs. ..letter or legal sizes... often used to partition off wood filing cabinet . . . for 
can be used beside a desk. various divisions of an office. private or general office. 





THERE ARE MANY OPPORTUNITIES TO 
SELL G/W WOOD BUSINESS EQUIPMENT 


Only Globe-Wernicke can offer you such a complete and profitable line of wood business 
equipment for business concerns, banks, libraries, public buildings and savings and 
loan associations. Fine craftsmanship is combined with dependable quality in wood 
products designed to meet the requirements of your customers 


SAVINGS AND LOAN 
ASSOCIATIONS 
Stock and custom-built 
Yoabbhobaat-bahat-ba-Mielobaalebbal-ve! as 

for efficient operation. 


Globe-Wernicke wood business equipment, like all G/W products, is sold by dealers 
who receive unusual cooperation. Write for information about our attractive proposition. 


5209 =) Fp (Ome -10800) 0) 8. (e—) 
Our dealers often find | 


opportunities to sell stock ARLINGTON SECTIONAL BOOKCASE GEORGE WASHINGTON STYLE 


or special Yeas bhebaal-baka for Beautiful modern design . . . attractive appear- Streamlined sectional bookcase . . . new fea- 


ance ... receding type door. . . available in tures . . . sliding wood doors . . . may also be 
public bu rate bb aterm mahogany and walnut finishes. had with plate glass doors. 


Globe Wernicke 


Ol arerlalarelemmelarce 


MAKERS OF OVER 4000 ITEMS NEEDED IN OFFICES 
Steel and Wood Office Furniture, Filing Equipment, Bookcases, Partitions—Special Stee! 
and Wood Equipment for Libraries, Schools and Public Buildings—Filing Supplies, 
Stationers’ Products; Storage and Visible Record Equipment and Stee! Shelving 
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GARDNER, 








BALANCED ACTION 
CHAIR IRONS 


A COMPLETE LINE 


OFFICE—STOOL AND TYPEWRITER IRONS. 
EQUIPPED WITH RUBBER CUSHIONS OR STEEL 
SPRINGS, C-K PRODUCTS ARE OF HIGHEST 
QUALITY, SERVICEABLE AND WELL BUILT 


OVER TWENTY YEARS EXPERIENCE IN BUILDING CHAIR IRONS 


COLLIER-KEYWORTH COMPANY 


MASSACHUSETTS. Se Be Rs 








Tocuuygrap LETTERING KIT 


MAKE YOu ion. slates 


POSTERS 















PRIKE Tacs 
BU Tons 
NOTICES 


LETTERING 






STOREREE PERG 
COLLECTORS 

p | ORAFTIMEN 

PROTOCRAPHL RS 

ARTHTS 





Mowe Titus 





SIGNS ETC 


Layout MEN 
LITHOGRAPH ERS 





IS A PROSPECT! 


@ THE MASTER PRINTER KIT, illustrated 


above 
consists of an adjustable drawing board, self-locking 
T-Square, large bottle Master Printer Black Drawing 
Ink, Lettering Guide, and Pen. 


@ THE MASTER PRINTER KIT is a set of many 
uses. Its 60 different lettering guides offer styles suitable 
for making price tags, show cards, announcements, 
diplomas, stamp page lettering, negative titles, blue print 
titles, movie film titles, layouts, master copies for multi- 
graph duplicator, etc., etc. 


DEALERS: Write today for supply of 


descriptive circulars, and discount sheet 
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ON REQUEST 





) The Guarantee 


that isn't needed 


When you sell Hotchkiss staplers you are selling not simply 
fine machines, but years of satisfactory stapling. 


Dealers who have handled Hotchkiss staplers know that 
the guarantee with each Hotchkiss machine is an expres- 
sion of an unalterable desire to satisfy the customer. 


If your customer does not get this service from Hotchkiss 
machines it is to your interest and ours to see that he 
does. Leading stationers feature Hotchkiss machines be- 
cause they know they will be supported in every reasonable 
effort to build and hold customer good will. 


In selling Hotchkiss products you can rely on our slogan: 
The Hotchkiss GUARANTEE Protects You and Your Customer 











| The Techmuygrapate, TEHNY, ILL. | 





HOTCHKISS norwatk, conn., DEPT. 0 


“Pioneers in a!l that’s best in Stapling” 
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An Inside Story Worth Knowing Sx 





“INTRINSIC MERIT THRU-OUT” 
“Write for YOUR copy of our CATALOG 


No. 291314 





“What makes it tick?”, everyone asks 
today. Buyers of office furniture are 
probing beneath the surface—looking 
for “reason why” information. Indiana 
Desks have an “INSIDE STORY” worth 
your knowing. Let us tell you about 
those intrinsic qualities of expert crafts- 
manship which play such an important 
role in winning customer satisfaction and 
dealer profits. Enjoy the advantages of 
selling Indiana Desks. 


INDIANA DESK COMPANY 


JASPER 


INDIANA 














MULTIPOST LETTER OPENERS 


2 Hand Operated—2 Electric. 


MULTIPOST ENVELOPE SEALERS 


2 Hand Operated—! Electric. 


ENVELOPE SEALERS WITH COUNTER 


Something NEW—counts your mail as it is sealed. 


COMBINATION Letter Opener & Sealer 


The only machine of its kind ever offered. 


MULTIPOST STAMP AFFIXERS 
4 Models—with & without counter. 
There are over 200,000 in use giving good service. 


30 YEARS EXPERIENCE ARE BACK OF THESE MACHINES. 
ALL ARE SENT ON FREE TRIAL—NO OBLIGATION. 
WRITE FOR FOLDERS GIVING DETAILS & PRICES 


MULTIPOST CO. 100 center Px, Rochester, N. Y. 








NEW INDIANA CHAIR CO. No. 2001 






for CLASS and 
DISTINCTION 


Built of genuine walnut and upholstered in genuine deep 
buff leather, this number is an eye filler for style and at 
the same time a No. | Hit for solid comfort and durability. 
For your customer's service and satisfaction, as well as 
your own, put this chair in your display. 


NEW INDIANA CHAIR CO., Jasper, Indiana 





























MURPHY CHAIRS 





No. 8283 No. 8273 


Pictures do not tell the true story of Mur- 
phy’s superior chair quality. The prospect must 
have an opportunity to try the chair, and thus 
will be convinced of the genuine sitting com- 
fort and smooth mechanical features, which 
make Murphy Chairs outstanding in a compet- 
itive field. 

Be sure you have a generous stock of Murphy 
Chairs. They will turn shoppers into cus- 
tomers. 


MURPHY CHAIR COMPANY 


INCORPORATED 
OWENSBORO, KENTUCKY 











Retails for $2. 








TUuCcH-RITE 


TEACHES TOUCH TYPEWRITING IN A FEW HOURS 


Tuch-Rite is a simple, inexpensive, scientifically planned and 
designed keyboard device with which anyone can learn touch 
typing within one day, without a typewriter and without a 
typewriting book. Leading school authorities acclaim it as 
the perfect touch system teacher. 


leading stationers and department 


A perfect graduation gift . . 
Send now for com 


stores are having quick and profitable sales 
plete information. 


Well made, durable, attractively packaged. 
Show This Sensational, Easy Method in Your Store 
The TUCH-RITE 
[49 BROADWAY 


CORPORATION 
NEW YORK, N. Y. 
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big wey. Just how enthused he was is indicated 
by a paragraph pulled in its entirety from bulletin 
No. 37: 

“IT have just celebrated my Allen-Wales anniversary 
by spending a couple of days at Ithaca. My trip wasn’t 
an official gumshoe affair, I took no notes and I 
report from memory. So what? Here’s what: If you’ve 
never been there, or not lately, this is all for you, 
brother.” 

And the other four-and-three-quarter pages follow. 


——_—__—__ 9 





SELLING ROYALS IN CHINATOWN.—Mr. and Mrs. Benjamin 
Lee operate the only Chinese-owned typewriter store in the 
United States. Their business, located in San Francisco's 
Chinatown is known as the Lee Typewriter Service and spe- 
cializes in Royals. A report of the opening of the Lee store 
appeared in a previous issue of Office Appliances. 
pl Se 
PACIFIC NORTHWEST NOTES 

Welcomed back to Seattle recently was Owen G. 
Bayless, one of the principal executives of Lowman & 
Hanford Company, president of the National Sta- 
tioners Association and also president of the Kiwanis 
Club of Seattle, who attended the Kiwanis national 
convention at Atlanta, Ga. Always in demand as a 
public speaker, Mr. Bayless reviewed his visit ‘down 
South” with a talk “Behind the Convention Scenes,” 
at a meeting of the Seattle Club in the Gowman hotel. 

* * * 

The General Envelope Company, located at 2128 
Westlake avenue, Seattle, is shortly to expand with 
larger quarters that will allow for greatly widened 
scope in the envelope field. 

” ” * 

The Sun Shop at 110 West Third street, Hood River, 
Ore., has been appointed official representative of the 
Stevens-Ness line of legal blank forms, such as bills 
of sale, warranty deeds, quit claim deeds, powers of 
attorney, etc. 

> > * 

Special inking processes and stamping of inked ini- 
tials on hands is the unique method recently adopted 
by a suburban dance pavilion near Seattle. A small 
stamp marks the letter “G” for the name of the dance 
resort on hands of dancers going off and who later 
expect to return to the pavilion. The letter is stamped 
in invisible ink, harmless to the skin, which glows 
brightly under a special black light lamp at the en- 
trance of the hall. Such ink, therefore, serves as a 
sort of pass or “ticket’’ for readmission. 

o > ~ 

Inviting over delegates to the big Pacific Coast con- 

vention of restaurateurs at the Hotel Olympic, Seattle, 











No. 7351 Cradle-suspension file 
with two letter-size filing drawers 
and two drawers for 5 x 3” 
cards. Commercial-utility grade. 
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NEW 
A-S-E 
BLUE 
PRINT 
CABINET 
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— gives clean and safe protection to 
plans, tracings, drawings, etc. Makes 
them quickly accessible . . . smooth 
coasting drawer action, Five-drawer 
and three-drawer units, both made 
in four sheet sizes. Units can be 
stacked securely on closed base. Mail 


coupon for full details. 














A-S-E AURORA 
Filing Equipment 


Gives You More 


VALUE TO SELL 


It’s filled with outstanding features — designed for the most active 
filing service — built to give a lifetime of trouble-free use. Assuring 
more dollar-for-dollar value, A-S-E Aurora Filing Equipment is 
building new sales records for hundreds of dealers. 


EXCEPTIONAL FILING CAPACITY —all cabinets are 28 inches 


deep — offering more filing capacity per drawer than ordinary 
filing equipment. 


FLEXIBILITY — 32 substitute drawers make it possible to adapt 


A-S-E Aurora Files to any change in office practices. 


A SIZE AND STYLE FOR ANY NEED — every filing requirement 


can be met with this complete line — made in 5, 4, 3, 2 and 1-drawer 
heights and in various widths. 


TOGETHER WITH MANY OTHER 
FEATURES — make A-S-E Aurora 
Filing Equipment the “buy” for your 
customers — and a “natural” for you 
to sell. Get full details today about 
these and other A-S-E products — 
This Emblem Is Your learn why dealers say A-S-E Aurora is 
Guarantee of High “the line with sales-punch in every 

Quality at Low Cost. 








product.” Mail coupon. 


All-Steel-Equip Company. In 


ALL-STEEL-EQUIP eee 


( ) A-S-E Aurora Filing Equipment 
( ) A-S-E Auro ra Blue Print Cabinet« 
» a Name 


Addres« 


606 JOHN STREET AURORA, ILLINOIS Mz 









— 











126 






go the sale of 
Peerless Rubber Keys! 


From Austin to Boston and from Bangor 
to Butte come reports of phenomenal 
sales of Peerless Rubber Keys. PEERLESS 
keys relieve strain and save fingernails. 
Typists want them. And now that business 
is universally good it's easy to get the 
boss to loosen his purse strings. Our sales- 
men's bonus system gives your men real 
incentive to push PEERLESS. Send for full 


details of unique merchandising plan. 
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THE Swing Is TO 


PEERLESS -IMPERIAL 


A wise old Chinaman once said—''Man never 
forget Baker who give 13 in a dozen!" 


PEERLESS-IMPERIAL said—"A ribbon and car- 
bon Dealer never forgets a manufacturer who 
gives him extra value, extra co-operation and 


extra Profits!" 


And PEERLESS-IMPERIAL has been saying it 
with action every day for more than a decade. 
That one immutable law of business is responsi- 
ble for our position in the trade today. 


Our files contain more ''success'' stories than the 
library. Stories of Dealers and Carbon Special- 
ists who climbed out of the sales rut thanks to 
PEERLESS-IMPERIAL. Stories of big new ac- 
counts opened up for Dealers who thought they 
were too small for such business. 


We're a strong, well-knit, happy family—we and 
our Dealers—and if you'd care to join us you 
can be sure of a royal welcome. Just drop us 
a line in the mail today. 





PEERLESS KEY-IMPERIAL MFG. CO., INC. 


THE KEY MEN OF AMERICA—Manufacturers with the dealers’ viewpoint. 
General Office and Factory: 409 Mulberry Street, Newark, N. J. 


NEW YORK CITY CHICAGO LOS ANGELES 
321 Broadway 


179 W. Washington Bivd. 828 S. Spring Street 
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Wash., this summer, the Burroughs Adding Machine 
Company opposite the big Seattle hostelry staged a 
show of its own—with a display of all manner of 
accounting equipment, adding and business machines, 
adaptable for use in the many Western restaurants 
and represented at the summer convention, held op- 
posite the Seattle branch of Burroughs. 


* * * 


Prizes and contests featured the “open house” and 
reception to summer students at the University of 
Washington, Seattle, by Dearle’s Book Store, the 
Washington Book Store, and the University Book 
Store, all with special stationery and student supply 
departments in their spacious set-ups along University 
Way, close to the campus of the big co-educational 
University of Seattle. Stationery, bookends and trade 
certificates were among the articles given the students 
as prizes for participation in the “open house” facili- 
ties which ushered in the summer quarter at the col- 
lege.—CML. 





COMPLETE LINE 





STENCILS 
INK 


avo SUPPLIES soe 
STENCIL DUPLICATORS 





MILO HARDING COMPANY 


LOS ANGELES PITTsAURGH 
’ 





COVER OF MILO HARDING CATALOGUE WHICH IS DE- 
SCRIBED ELSEWHERE IN THIS ISSUE. 


><> 
TOUGH JOINS SECURITY STEEL STAFF 

The Security Steel Equipment Corporation, Avenel, 
N. J., last month announced the appointment of Har- 
old Tough to its agency sales organization. At the 
same time the company said Mr. Tough is not a new- 
comer to the industry and possesses a wide experience 
in agency building and cooperation which will stand 
him in good stead in his territory which consists of 
Virginia, West Virginia, North Carolina and South 


Carolina. 
—- + 


PARKER ANNOUNCES BIG SALES BOOST 

Kenneth Parker, president of the Parker Pen Com- 
pany, last month announced an increase in sales by 
which business thus far this year is substantially 
ahead of that experienced in 1940. “Sales for the first 
six months of the calendar year are the largest of any 
similar period in the fifty-three years of our history,” 
Mr. Parker said. 

*—-> 
UNITED STATES NAVY CALLS HERRMANN 

The many friends of William Keith Herrmann, who 
has been a salesman for Finzer & Company, Portland, 
Ore., for over three years, will be glad to know he has 
received a long-coveted commission as ensign in the 
United States Navy.—BBC 
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VISIBLE 


For Machine 


vw 
WELL-TYPE 
TRA-DEX 
POSTING UNIT 


TRA-DEX Visible 


For use with any type bookkeeping machine, 





for any record. Thousands of records, visibly 
filed and all at the operator's finger tips. 
Closes and locks when not in use. At last, 


visible control for machine posting! 


Tra-Dex houses card sizes of Sito” to iZesz’ 
or larger. Made in three types—Sectional, 


Duplex and Well Type. 


Every bookkeeping machine user is a Tra-Dex 
prospect. Enjoy the profits and good will of 
Visible sales for machine posted records in 
your territory. Exclusive dealer franchises. 


Write for Catalog 41T NOW! 


Makers of Flex-Site Visualizing Equipment 


Posted Reeords! 





RECORDS 


EQUIPMENT COMPANY 


1432 Altgeld St. Chicago, ill. 
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FROM 
“SUNRUCO” 
SPONGE 
RUBBER 


CHAIR 


FLUTED 
CUSHIONS 


STYLE 


Write for Catalog and Price List 








THE SUN RUBBER COMPANY 


BARBERTON OHIO USA 





Back-to- 
School 
Business 

with 3 
“National” 


Cases 


Millions of students, 
grade school, high school 
and college students, all over 
the United States will soon be flock- 
ing in to dealers for sturdy brief cases for the next school year. 
National brief cases, ring binders and zipper 
envelopes include the latest and most popular 
styles, and the finest leathers, at prices your 
customers will be glad to pay. Outstanding 
sales points increase your sales volume and 
profits with this famous “National” line. Get 
set for increased business NOW! 


National Brief Case Co. 
512 S. Peoria St., Chicago, Ill. 
10 E. 34th St., New York 
1709 W. 8th St., Los Angeles 









| had the misfortune 
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TEXAS TRAVELERS NOTES 





By Fred Fenne, Correspondent 
Courtney Wall had the misfortune to lose his home, 
“Rumpus Ridge,” in the Ozarks, recently, by fire. As 
well as the entire building, some highly valued furni- 
ture and antiques and his dogs were destroyed. Then 
on top of all that both Mr. and Mrs. Wall were laid up 
in Dallas visiting the dentist for several days. 
* + = 
Gordon Steinmetz of Sanford Ink Company has a 
new assistant, Ernest Brevik. Ernest comes to Texas 
for the second time, having been in the employ of 
The Clegg Company a couple of years ago. His home 
and original place of employment was in Fargo, N. 
Dak., with the Pierce Company. 
+. a * 


J. B. “Jimmie” Wilson of Charlotte, N. C., is the new 
Cooke & Cobb man in this territory. He likes base- 
ball and when last seen was wondering if the army 
was going to need him soon. 

* ~ * 

Franklin Rising from Los Angeles, representative of 
Bainbridge, Kimpton & Haupt, made a trip for Billy 
Wallace through Texas in June, with a brief stopover 
at Juarez. (We both liked the floor show at the Lobby 
No. 2.) Stewart Last of A. W. Faber, Inc., also from 
the coast, had to leave before he saw the show. 

* + * 

Art Pfister, the funster, is wanted by a certain Hous- 
ton dealer. It seems that Art planted some Iowa hog 
corn in flower pots in this dealer’s home. Is it true 
that Mac thought he was raising rubber plants? 

* * oa 
Colomb of Weis Manufacturing Company, 
to contract the flu, which de- 
veloped into pneumonia, while in Kansas City. We 
hope he is well on the road to recovery now. 


* * * 


Lionel 


Some fellows I have missed lately: Horace Hamil- 
ton, L. H. MacDaniel, Tom Riley and Larry Pues. 
+. * + 


It’s moving day for several West Texas dealers. The 
store of the Abilene Printing & Stationery Company 
was moved to a new location, as was that of the Crain 
Office Supply Company in the same city. 

* * * 

Crowell Office Equipment Company in Odessa is 

also located in a fine new building. 
. aa 


* 


Mr. and Mrs. A. E. Horst of West Texas Office Sup- 


| ply at Midland, spent a vacation at Hot Springs, Ark., 


in June. 


* * * 


The national open golf tournament at Fort Worth 
attracted many stationers and travelers. Hap Pender 
of Abilene, Roy Shelby of Wichita Falls, Jim Shoffner 
of Rogers, Ark., and Don Craig of Carter’s Ink, were 


| in the gallery. 


* * * 


Ensign Cooper, the son of Jim W. Cooper, Jr., the 
Texan turned Georgian, was married this spring while 
stationed at Corpus Christi. Both Jim and Mrs. 


| Cooper attended the ceremonies. 


* * * 


Lyle Hauck, ex-stationer of San Antonio, is travel- 
ing for the Universal Book Binding Company of that 
city. He was formerly with the Sigmund Press. 

* * * 


The Maverick-Clarke Employees Booster Club really 
knows how to have fun. A recent bingo party and 
dance that I attended was a wow. 

os + 


A new branch store was opened in Harlingen, Tex., 
recently by the Clarke & Courts Company. Mr. Maxey, 
their valley representative, is the manager. 

* * 


Art Buchanan, who travels for the Carpenter Paper 
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.... FOUND WHERE BUSINESS SUCCEEDS 


PA) SVEELCASE 


Office Equipment 
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Feature STEELCASE Leads 


Again, in another new outstanding and progressive business instal- 


Feature for 


lation, Steelcase Desks, Chairs and related equipment became 
"First Choice” after careful consideration had established their 
superiority. 

Steeicase Equipment is winning everywhere, every day—not only 
because of its distinctive styling, attractive appearance and obvious 
efficiency features—but because careful analysis reveals its ability 


to serve well not only the needs of today—but of tomorrow! 


A steadily expanding army of alert dealers is increasing profits 


with the famous Steelcase Line. Steelcase has what it takes to ‘‘get 






the orders’’ and keep customers satisfied—-coming back for more 





Gia 
Ht 


equipment as they grow. Why not find out now 









what the valuable Steelcase Franchise can do for ’ , ae 






your business. 








STEELCASE 


Susiness Equipment, 


METAL OFFICE FURNITURE COMPANY, GRAND RAPIDS, MICHIGAN 
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SAFEGUARD YOUR CUSTOMERS- 
ORDER VAN DYKE FLUORESCENT NOW! 


The future is uncertain — raw materials are increas- 
ingly hard to get—and yet the demand for VAN 
DYKE FLUORESCENT continues to grow by leaps 


and bounds. IMPORTANT 


eee ee ae ss Therefore we urge office outfitters to place their 
juse the patented features perm VAN DYKE FLUORESCENT orders NOW. Insure an 


cause the patented features permit 


the shade to be turned in any di 4 : : 
cotian. Sent i Ganeele te une adequate stock of merchandise during the selling 


height, Colortone reflector, Mo season. Order today — don't wait — anticipate your 
rocco hinisn. . . - . 
fluorescent needs. This step will pay you dividends. 
Model No. 1280 


$ 7S i Model No. 425 


For distinctive use on ex 

ecutive desks in the 
Adjustable shade. home or on store count 
Lustrous Bronze ers. Solid walnut (waxed 
Applique” or Mo- base, solid bronze orna 
rocco finish. 15 ments. Height 14”, weight 
watt tube. Weight 10 lbs. 15 watt tube, A.C 
8 lbs. Morocco or Bronze fin 


Model 900 ™~” sheen. 


75 LESS 
$8 TUBE All orders received before Sept. 1 will be shipped at present 
prices. Prevailing prices apply after Sept. 1. ORDER NOW. 





HA 
iota saiplen aeOS 














For A.C. Current 











21st AND ROCKWELL STS. 





Dealers: You can sell these articles with good profit 


UHL Steel Combination Chair and Stand for Typists 


The lowest priced outfit on the market for such a high quality 
unit. 

Used quite extensively in offices but the greatest quantities 
are sold to business colleges, schools, etc., for classes in type- 
writing. 

Although low-priced they are made with the same Uhl care 
and material and speed as the higher priced articles. 





, The ''ECON- 
i - —— y OMY" stands come 
in 3 sizes and are 
built entirely of 
steel: chairs are 
equipped with 
wood or steel seats 
and backs on steel 
frames. All type- 
writer stands canbe 
equipped with cast- 
ers; some with Ask for Catalog 


drawers. 


No. 8931 = The Toledo Metal Furniture Co. 
1724 Hastings St. Toledo, Ohio 
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AUGUST, 
Company of Fort Worth, recently moved his home 
from Wichita Falls to Waco. 
«x ~ = 
This company’s new East Texas representative is 


John McKim, formerly of Fort Worth and Oklahoma 
City. 
— 
FINZER BUYS STORE BUILDING 

The landlord and lease problem has been effectively 
solved by W. E. Finzer & Company, Seattle, Wash., by 
the purchase of the building located at 2113 Third ave- 
nue. They expect to occupy their new quarters, which 
will require very little remodeling, shortly after Au- 
gust 1. 

The new property, a one story fireproof brick build- 
ing formerly owned by the Hauser-Stuart Company, 
will give them a thirty-foot front and a floor space of 
thirty by 108 feet on the ground floor, which is at least 
fifty per cent more than they formerly had. The new 
location is three blocks closer to the main business sec- 
tion, a fact they feel will be of distinct advantage to 
them.—BBC 

—-><¢ 


COXHEAD ANNOUNCES TWO PROMOTIONS 


The Ralph C. Coxhead Corporation, New York, N. Y., 
manufacturers of the Vari-Typer composing machine, 
has announced two important promotions by which 
G. James Farmer becomes general sales manager, and 
William T. Criswell has been elected a vice-president. 

Mr. Farmer has been connected with the company 
for the past six years and, according to officials of the 
firm, has contributed substantially to the ever-expand- 
ing volume of Vari-Typer sales. 

Mr. Criswell joined the corporation twenty years ago 
and is credited with the development of a highly effi- 
cient Metropolitan New York sales department. 

<=> 
ROYTYPE SCORES RECORD-BREAKING 
QUARTER 

James F. Vreeland, sales manager of the Roytype 
division of the Royal Typewriter Company, has an- 
nounced that sales by that division for the first four 
months of 1941 are running far ahead of any similar 
period on record. 

Both the retail and wholesale selling force has been 
materially increased and provide nation-wide cover- 
age. The plant at Hartford, Conn., is running at 
capacity and special equipment is being installed to 
handle all types of ribbons, carbon paper, carbon rolls, 
register rolls and other supplies for the various types 
of office machines. 


FIRST 


—- 


“THE PRESERVATION OF BUSINESS RECORDS” 


The third edition (fourth printing) of “The Preserva- 
tion of Business Records” has recently been published 
by the Business Historical Society, Boston, Mass. 
Written by Ralph M. Hower, the booklet is of unusual 
interest to businessmen and heads of organizations 
and the manner in which it thoroughly covers the sub- 
ject is shown by the following chapter heads: “Why 
Business Records Should Be Preserved,” “What Mate- 
rial Should Be Selected for Preservation,” “How Rec- 
ords Should Be Preserved,” and “When Systematic 
Preservation Should Be Undertaken.” 

—->¢ 
LAVIS TO HEAD UEF SYRACUSE OFFICE 

Charles H. Lavis has been appointed manager of the 
Syracuse office of the Underwood Elliott Fisher Com- 
pany, according to an announcement made last month 
by W. F. Arnold, general sales manager, at the New 
York City headquarters. 

Joining the UEF as a typewriter salesman in their 
Detroit, Mich., office, Mr. Lavis’ proficiency and fine 
record in this work singled him out for advancement 
when a vacancy occurred at their Binghamton office 
two years later. His ability at this new post earned 
his present promotion to manager of the Syracuse 
territory. 





Office Table 
No. 30 


GO MODERN! 


Write for the new catalog and price list today. 







The combination of beauty and function 
are two elements that are more and more 
becoming associated with the St. Johns 
lines of office tables. The new No. 30 
table which has both of these desirable 
qualities was designed to meet the demand 
for a modern table that had style and 
efficiency. Smart in appearance and sound 
in construction, it has all of the char- 
acteristics that make for leadership and 
already the No. 30 table is a top notcher 
in the fast moving line of St. Johns office 
tables. 


Description 
This table is made of solid Northern 
Michigan Hard Maple; Walnut or Ma- 


hogany Finish. Alse School Brown Finish. 
Plank edge top, 1%” thick with extra 
frame underneath te prevent warping. 
Legs are 2%”. Six foot table has 3” legs. 
Drawers are dovetailed front and back 
with framed-in 3 ply bottoms, dull chro- 
mium plated hardware. 5 and 6 foot 
length tables have two drawers. 
SIZES 
30 x 48 inches 32 x 60 inches 
34 x 72 inches 








ST. JOHNS TABLE CO. 


CADILLAC, MICHIGAN 


Office Furniture Warehouse Co., 573 Broadway, New York 

























HIGGINS ETERNAL BLACK 













HIGGINS 


HIGGINS INK CO., INC. 


Permanent for your customers 
Permanent customers for you! 


Higgins Eternal Black is the standard writing 
ink for contracts, deeds, publie records and all” 
documents where permanence plus blackness 

is required in writing inks. i 
against the ravages of age, air, sunshine, 
fire, flood and chemical eradicators. 
Urge your customers to use Eternal 
Black to their advantage in their 
business, social or professional 
life .. . for fountain or dip 
ens, Keep your stock up. 
Order from your jobber 
or write us direct. 


TAINING MEMBER N.S.A 


® 271 WINTH STREET, BROOKLYN, W. Y. 
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| We're Sorry— 
Like those of many other manufacturers, 
Acco deliveries are a trifle slow due to an 
unprecedented demand and to the difficulty 
of obtaining raw materials in sufficient 
quantity to meet this demand. 

The situation is, however, rapidly clear- 
ing up and we hope very shortly to have 
increased facilities sufficient to take care 
of all orders as promptly and as efficiently 
as ever. In the meantime, please accept 
our thanks for your patience and coopera- 
tion. 


ACCO PRODUCTS, Inc., 39th Ave. at 24th St., 
Long Island City, N. Y. 








FASTENERS e« FOLDERS 
BINDERS « PUNCHES 
CLAMPS e« CLIPS 








The BRIGHT 
Reclining Chair 
for Executive Offices 
No. 700 












WITH EXTRA PROFIT 
Opportunities for Dealers 
Simply lean back and relax —a new experience in restful 
comfort awaits your customer in this fine BRIGHT Chair. 
When the occupant leans back, the chair automatically ad- 
justs to the proper angle, and upon his resuming upright pos- 
ture the chair back at once returns to normal position. The 
mechanism is simple, strong. foolproof and positive in action, 

BRIGHT offers four different styles of reclining executive 
chairs, enabling the dealer to include it with harmony in 
recommendations for practically every executive installation. 
Order one of each style now and be sure to participate in 
these profits the coming season. 


BRIGHT CHATR CO. 


127-133 Bleecker St. New York, N. Y. 
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A TYPEWRITER COLLECTOR TELLS HIS STORY 
Continued from page 33 


old enough?” “No,” I replied, “older than that. I want some that 
you might consider junk.” 

“Come back here,” he replied, and led me to a shed in the rear 
of the store. There on the floor was quite a pile of old machines. 
I turned them over, one by one, and selected five of them. A Cran- 
dall, with inlaid mother-of-pearl; a Remington blind-writer No. 2, a 
Pullman-A, an American and a Franklin. I paid the man $5 for 
them, which must have seemed like gold to him, and had him 
ship the machines to Milwaukee by freight. The freight was more 
than the machines cost, $6.60. That was the beginning of the 
typewriter collection. 

In June of 1934 I made a trip in my car to Sheboygan, Manitowoc, 
Green Bay and up as far as Marinette and Menominee, Mich., 
returning by way of Appleton, Oshkosh and Fond du Lac. I came 
home with fifteen old typewriters in my car. I barely had room to sit 

Needless to say, I was hoping to find a Columbia Bar-Lock, but 
did not find one. Judd Russell, of Oshkosh, an old timer in the type- 
writer business told me that the woolen mills in Sheboygan Falls, 
Wisconsin had one, but inquiry there showed that those in charge 
now had never heard of it 

In July, I made a trip to Rockford, Illinois, found some other 
machines, but no Columbia Bar-Lock. On the way home I had 
intended going to Elgin and then to Woodstock, where the Wood- 
stock typewriter is made. It being near four o'clock in the afternoon, 
I had decided to go directly to Woodstock. When we arrived at 
Marengo, where one road turns northerly to Woodstock, and the 
other southerly to Elgin, right in the middle of the town something 
seemed to say to me: Go to Elgin. It was a powerful hunch. Instead 
of turning to Woodstock, I turned toward Elgin. 

In the very first place I visited, Wobro Brothers, I looked around 
in their service department, but saw nothing of interest. However, 
a young man clerk, who had heard what I was talking about, 
spoke up and said: ‘Mister, I have a Columbia Bar-Lock type- 
writer at home. Would you be interested in that?” 

I have never professed being a spiritualist, but if whatever told 
me to go to Elgin was not a spirit, he was certainly a good huncher. 


Other Experiences 


I have had other interesting experiences That fall I went to 
Philadelphia to a convention and in my spare moments scoured the 
town for material. I had been in several places along Walnut 
street, and the next afternoon called on a dealer in another part 
of the city. While talking to him, a gentleman came in and over- 
heard our conversation. He said to me: ‘‘Why don’t you come over 
to see me?” I asked him where he was located, and he replied: 


604 Walnut street.” (I helieve that was the number). I said to 
him: “I was over there yesterday afternoon. That's in a base- 
ment, and the lady told me you were in New York for the day 
She looked for some old models, but couldn't find any.’ “Ah,” said 


he I've got some under a stairway that she doesn’t know any- 
thing about. Come over this afternoon about quarter to five and 
I'll show them to you.”’ I did and secured from him two models, one 
of which was a Travis, a wheel machine, which was made in Phil- 
adelphia, the concern lasting only a few months. 

Now, wasn’t it peculiar that Mr. Marks (that was the gentleman’s 
name), should come in just at that moment and induce me to 
return to where I should not have gone again? 

Down in Brownwood, Tex., is a typewriter dealer named Collins. 
He heard about my collection and wrote me a letter, saying that he 
lived in dry territory, and that the only way they could get beer 
was to have it shipped in. That, if I could induce one of the Mil 
waukee breweries to ship him a half-barrel of beer, so that he 
could throw a party for the American Legion, of which he was a 
past commander, he would send me a little Bennett typewriter. 

Now, I already had two different Bennetts, but the story was too 
good to pass up, so I told the newspaper reporters at the city 
hall about it, and they published the story 

The next morning, bright and early, the advertising manager of 
the Schlitz brewery was on the telephone and told me to accept 
Collins’ offer and they would send him the beer. 

Well, that story went the rounds of the newspapers all over the 
country. Collins arranged his beer party. He pasted newspaper 
clippings about the story all over his front windows, and in the 
middle exhibited his Bennett typewriter. I sent him a big story 
in the Milwaukee Journal telling all about the typewriter collection. 
People were standing in front of his windows from morning till 
dark, reading the stories 

When the day of the party arrived, thirsty Texan Legionnaires 
from 200 miles in every direction came pouring into Brownwood, 
and instead of one-half barrel, Schlitz sent two half-barrels of beer. 

Collins and his beer party was the talk of Texas for many a day 
thereafter. A picture of the party can be seen in the museum 

Two Historic Typewriters 

There were, as I have said, about a dozen patents issued in 
America before Sholes and Glidden secured theirs. None of these 
inventions could be used for rapid writing, and were therefore 
commercially impracticable 

One of these was known as the Jones Typographer, the invention 
of John M. Jones, of Clyde, N. Y., who on June 1, 1852 received his 
patent No. 8980. 

In 1853 was held the first American world’s fair in the Crystal 
palace, New York City 

Jones prepared one of his Typographers for this exposition 
mounting it in a mahogany-glass case, after having written a poem 
very clearly and legibly on a sheet of paper around the platen 
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Both doing their part! 


The Boy—The GUN 
The Girl—The FILE 


Up-to-date efficient equipment is an 
absolute necessity in either case. 


‘ 


For ‘Filing Cases” it’s ‘‘Peerless.’ 


— PEERLESS STEEL EQUIPMENT CO. 


' ie / Unruh and Hasbrook Sts., Philadelphia, Pa. 
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THE Complete LINE IS THE 
STRAIGHT LINE TO Profits 


Study This List—It Means More Business—Repeat Business—To You 








. L a A bh G k I p CARBON CARBON INKED 
PAPERS ROLLS RIBBONS 
c 8 PA p Tailor’s Marking 
Cleangrip Photo Offset Stormtex Silk 
Its distinctive appearance catches the eye. Whitedge Billing Rolls for Elliott- | Stormtex Cotton 
Its efficiency, cleanliness, long wear and RESISTANCE Fisher Machines Cen 
T ‘Ty : . si ; Clean Pull Billing Rolls f. — 
TO CURL make it the carbon paper preferred by busy illing Rolls for 
users Cameo ae Posting American 
% ’ Machines . 
Cleangrip combines all the desirable features of good ora Register Rolls Reliance 
carbon papers plus the highly important special features Tally Rolls Ribbons for Address- 
Reliance — 
possessed by no others. : ; Teletype Carbonized ograph-Multigraph 
It is profitable to the dealer as it brings new business Carbons in al! Rolls Speedaumat 
and holds it against competition. weights and | Rolls for Elliott- 
DEALERS: Don’t overlook this business getter. Write Gatshes Addressing Machines | Dupligraph, etc., ete. 
for samples and prices. Special Rolls 























H. M. STORMS COMPANY 


Makers of “The Complete Line” of Carbon Papers and Inked Ribbons 
561 GRAND AVE. BROOKLYN, N. Y. 





















EVERY CONCERN A PROSPECT 


There is a far reaching market for Liberty 
Permanent Storage Binders. Nearly every 
concern uses many standard loose-leaf 
forms, and a great number have special 
sizes—forms that they have never been 
able to bind because they do not know 
that Liberties can be made-to-order eco- 
nomically to fit any form. 


PRICED FOR EASY, QUICK SALE 
Liberty Binders are economical. Priced 
low for volume buying—so low most buy- 
ers are surprised. In addition, customer 
labor costs are nil for everything is so 
simple and easy it can be done by office 
help, without the use of tools. Many con- 
cerns now use Liberties for records that 
used to be stored by merely wrapping 
and tying 


LIBERTY BINDER SALES GROW 
Liberty Binder usage by a customer just 
naturally grows. Your customer's first 
Liberty Binder will prove to him the 
economies and advantages. After that 
he'll buy them year after year. As his 
loose-leaf records grow, his purchases 
will grow 


> Write today for detailsstock sizes, special sizes, 
prices, our liberal trade discounts and FREE samples. 


BANKERS BOX COMPANY 


CHICAGO, ILLINOIS 


536 SOUTH CLARK STREET ° 


CELLULOID INDEX STRIPS 
at NEW LOW PRICES! 


mocgewn| SEVEN 
COLORS 

















AN \\ Yellow, Orange, Green, 
{ \ Pink, Red, Blue, Clear 
WFR \ 
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A new addition to the complete CESCO line— 
“CESCO-DEX” Celluloid Insertable Index Strips— 


Made in seven popular colors. 


Three tab widths; 44", 9s”, and '2 Packed—Two 
6-inch strips in an envelope, 25 feet in box. Each 
envelope complete with paper inserts for titling. 


New manufacturing methods plus volume raw ma- 
terial purchasing allow us to offer this fast-selling line 
of staple dealer items—at lower than usual prices. 


Send for samples and our Net QUANTITY RATES. 





gua) THE C. E. SHEPPARD CO. 


Ruews = 4407-21st STREET 


L. 1. C., NEW YORK 
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“WKEILTAR”’ 


Unground Ball Bearings for the 
Metal Office Furniture Industry 


(U. 8S. Patent 1,782,622. Canadiat Patent 324,059. Other patents pending.) 






All parts machined from bar stock and heat-treated, 
outer races are one piece and can be made in any desired 
shape. (No soft stampings used whatsoever.) For cradle 
slides our ball bearings and rivets are in one unit for 
quick assembly. 95% of filing cabinet drawer slides in 
United States and Canada operate on “Kilian” unground 
bearings. Samples made to your specifications. 


Kilian Manufacturing Corp. 








Syracuse, New York 





1728-1736 Burnet Avenue 














Codo “CARBON GRIPPER” 


A Flexible Backing Sheet 


“Carbon-Gripper” Grips and holds in place the assembled papers 







while being inserted in typewriter. Produces a greater number of 


fegible carbon copies at one writing. 


/ To insure clean, trons 
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See 1S 
cops + - ° USE TH 







“CARBON 
GRIPPER” 


List Price 25¢ 


@ Insures clean, 
strong copies. 


@ Assures per- 
fect alignment 


@ Saves wear on 
ribbons 


@ Saves wear on 
platen 


One “Carbon-Grip- 
per” in every box 
of Super-Kote and 
Keen-Rite Carbon 
Papers Without 
Charge. Write for 
details. 


Coho~ MANUFACTURING CORP. 


509 South Franklin St., 270 Lafayette St., 
Chicago New York 


Factory: Coraopolis, Pa. 
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After the fair was over, he took his machine in its glass case to 
his home in Clyde. 

A few months later, the factory in Palmyra, N. Y., where about 
130 of his Typographers were in process of manufacture, burned to 
the ground. Everything, including dies, was destroyed 

The only machines remaining were the one in the Patent Office 
in Washington, and the one in its glass case in the Jones home. 

A grandson, Harry A. Jones, took the inventor's model in its 


glass case to Los Angeles, Calif., where, in 1931, it was loaned to 
the Los Angeles museum. In 1939 I purchased this machine from 
the Jones family and brought it to Milwaukee, where it is to remain 


as a permanent part of this collection. 

It is still in its original glass case, perfectly preserved, just as 
it was exhibited at the first American world’s fair, nearly ninety 
years ago. 

The very next patent for a writing machine, after the Jones 
Typographer, was one issued May 20, 1856, for the John H. Cooper 
writing machine. A man in Columbia, Pennsylvania wrote me that 
he had the inventor’s original model. In August, 1939, the same 
fall I secured the Jones Typographer, I secured this Cooper machine. 
The letters and characters are inscribed on the machine by hand. 
You will find both of these historic models together in a special 
glass case, in the museum. 

Starting in 1934, I had collected in four years more than 400 
different typewriters. Naturally they come in very slowly now, 
for I have the American models nearly completed. There are now 
on exhibition in the Milwaukee Public Museum 445 models, the 
most complete record of the development of the typewriter ever 
assembled. 

There is no other similar collection in America 

There are three collections in Europe, one in the Kensington 
museum in London, England, numbering about sixty models, another 
in the museum in Munich, Germany, about 60, and the largest in 
Chemnitz, Germany, about 150 models. 


Old Advertisements 

I also have in the museum a large collection of typewriter cata- 
logues and an almost complete collection of typewriter advertise- 
ments taken from old magazines. Also, original letters and photo- 
graphs of Sholes, Glidden, Densmore and others. 

Come to Milwaukee and see the entire history of the development 
of the typewriter pass before your eyes. Old timers, live again the 
days when you worked on some of the old “mills.” 

Youngsters, come and learn what has gone before. 

No one, until he has seen all of the different ideas which went 
into the making of typewriters has any conception of the ingenuity 
which their inventors displayed 
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IMPORTANCE OF PERSONNEL MANAGEMENT 
Continued from page 34 


or bad, it is there. If it is good it will be maintained over a period 
of time. If it is bad it will eventually be changed. It will fall by its 
own weight. But the time it takes to accomplish those things is long 
compared with your own business life. Five or ten years is nothing, 
twenty years is nothing in a social evolution, in business change, but 
a businessman faced with five or ten years of crisis in his business 
has something about which he really has to worry. 

Therefore, I think today decisions that are made from a business 
point of view have to take into account some of these social implica- 
tions, as far as business and people in general are concerned. 

There is an increasing emphasis at the present time on the whole 
matter of the human variable in our industrial situation. Those who 
are engaged in sales work and distribution work have always been 
aware of it from the point of view of customer relationship. We are 
always anxious to serve our customers. That isn’t entirely an old 
philosophy. There have been very material changes over the past 
twenty-five years in just that outlook. 

We are all acquainted with the famous public-be-damned attitude 
of the railroads. They didn’t think their customers required much 
consideration, and they conducted their business without taking cus 
tomer viewpoints into account. The railroads in general got in some 
very serious trouble, not only from that, but that was a very impor- 
tant, contributing factor. Since those days, the customer attitude has 
become increasingly important and has lent itself to many specialized 
controls. 

Catering to Customer Wants 

Today, nearly all advertising agencies of any account maintain re 
search divisions. There are marketing research companies that are 
engaged purely in the problem of finding out what customers want 
what they like, and what their viewpoints may be, so that their 
needs better can be met. The customer attitude, the consumer picture 
is of increasing importance to everyone in business. 

Lagging quite a good deal behind this has been the problem of 
dealing with personnel. All of the legislation we have seen in this 
whole area, during our last two administrations, has been directed 
toward increasing the rights of rank-and-file personnel, as far as 
industry is concerned. It has been directed toward increasing security 
and increasing feelings of personal growth and confidence, and it is a 
movement that is great and impelling in its sweep. It is a thing that 
has sneaked up on us to the point that many of us are not aware of 
the hold it has. Businessmen are just simply going to have to face 
that 

Thomas Edison, a few years before he died, made 
in the next twenty-five years he felt there would be more work done 
in the field of human engineering than our past fifty years has seen 
in the field of engineering in the more technical sense. Certainly, he 
was able to see a trend that was coming, a thing that is of impor 
tance to every single business. Big businesses have seen that. Big 
businesses have gotten ready to meet it 

The businessman who has the smaller organization has not, because 
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RIBBONS & CARBONS 
Highest Grade Fabrics 
and Tissues 
Scientifically Inked 
for Long Life and 
Perfect Impressions 


Ames Supply Company 


564 W. Randolph St., Chicago 





37 Murray St., 583 Market St., 

New York ae es San Francisco 
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Ordinary Back Action 
Has Been 


REVERSED! 





XIII-3 Instead of flabby back-support, 


all Sikes Posture Chairs fit snugly against you due to the 


astonishing Sikes Spring tension which works backward. 


When you lean back, this tension lessens whereas the ordinary 
spring tension increases. You relax comfortably, without effort. 


This improved Sikes ‘Fixed Floating Seat’ is an exclusive feature, 


on all Sikes Posture Chairs. Send for samples and full details. 


THE) TKES COMPANY oc 


BUSINESS CHAIR MANUFACTURERS, BUFFALO 
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ELECTRIC TOOL =< 





DRILLS - GRINDS -SANDS 
SAWS - POLISHES 
SHARPENS - CARVES 





is the handiest powel 


The new WHIZ ELECTRIC TOOL 
tool ever made. A rugged tool for power and precision 
work. Drills through '4 inch iron plate in 42 seconds o1 
Handles any material: Metals 

Glass Steel etc. 
Plug into any socket A 
Ball bearing 
=TANDARD 


Normal Speed (uses 200 different accesso1 


engraves intricate designs. 
Woods Alloys Plastics 
Saves time. Eliminates labor. 
or DC, 110 volts. 
thrust. Powerful, 
MODEL, with 


ies, instantly interchangeable ). 


Chuck 14 inch capacity. 


triple-geared motor 
Price only $7.95. 
The only DRILL-TOOL with a full year’s guarantee 


Accessory outfit (Value $2) includes set of drills 


FREE mounted 114 ae Saeae sanding discs, cutting 


wheels, mounted brush, polishing wheel, carving burr, ete. 


I REE with each tool ordered NOW. \ ec pay postage. 


10-DAY TRIAL—MONEY BACK GUARANTEE 


PARAMOUNT PRODUCTS CO. 
Dept. 8-FAJ 545 Fifth Ave. New York, N. Y. 
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these things t represent broad social shifts and changes are first 
felt in large organizations that are somewhat inflexible, that must 
make their shifts over a period of time. Those businesses must do 
long-term planning. They must make long-range forecasts as to where 
things are going. If they are to survive they have to do that, and 
they do do that. Small businesses have a certain elasticity. They are 
able to shift to meet things, with the result that they get in the habit 
of waiting until problems overwhelm them before they really meet 
them. Today, with the swift moving tempo of our times, we must 
face those things a little more quickly, a little sooner than perhaps 
we have in the past 


Unionization to Increase 


What are some of these things that probably we will have to meet? 
One of them certainly is a long-term rise in unionism. This country 
has never really been unionized. The percentage of rank-and-file 
employees in industry and business in this country that have been 
unionized, that have belonged to organizations, has been infinitesimal 
ompared to England, pre-Hitler Germany, France, or any of the 
European countries. Industrially, we have gone through many of the 
things they have gone through, and we can see, from things they 
have had to face, many of the things we have to face 

Certainly that rise is going to come, and we are not going to be 
able to do anything to stop it. Personally, I don't think we ought to 
do anything to stop it. Personally, I think the movement is probably 
sound, basically, but its administration in quickly changing times has 
been difficult, and at times has hampered the businessman, and cer 
tainly has given him a lot of grief. We must do what we can now to 
meet that development in as sound a fashion as possible. 

The president of a manufacturing company in another state came 
to town a month ago to ask me how I felt it would be possible for 
him to keep the unions out of his plant. He had had an open shop 
always, and he wanted to maintain an open shop. The employees 
were happy under it, and the unions had been nipping at him. He 
wanted to know how they could be kept out 

I told him the only way | knew of was to let all his employees go 
burn down his factory, and get out of town quick. He thought that 
was a flippant attitude. He was serious in his desire to maintain 
independence as far as his company was concerned, and not have 
union domination in his plant 

That fellow will never be able to keep unions out of his plant. He 
is right in the midst of union activity, and they are going to get him 

oner or later. It isn’t so much the incursion of unionism that is so 
difficult; it isn’t so much the meeting of these problems that is diffi 
cult; it is meeting them over a period of time that constitutes our 
problem. Change is not a bad thing. We have always been faced 
with it. If we have time to meet change, and change can be assimi 
lated slowly and easily in our organizations, it is a healthy thing; but 
when we are suddenly faced with a great deal of change in a hurry 
then is when the disintegrating influences of these shifts are most 
greatly felt 

If that company of his began to make plans for what to do when 
unions arrive; if it set up the mechanisms to be able to deal with the 
union problem; if it had the right kind of general employee relation 
ships, then when the shop is finally organized the impact would not 
be so great. They would be doing many of the things under pre 
union conditions that they would have to do under union conditions 
They would be meeting now many of the problems they would have 
to meet then. They would become familiar with them. They would 
know where the ground was swampy and they would know where 
the difficulties might arise, and they wouldn't have to find it out the 
hard way, with someone else jockeying for position with them whx 
knew more about it than they did 


Office Workers Being Unionized 


This union movement is coming, not only into immediate industrial 
situations, but into the field of white collar workers. There isn't any 
question about that. How soon we will be faced with it, I am not 
sure; nobody knows, of course, but you can be sure it is coming. Now 
and then, you see little evidences of it. There have been union 
rganizations formed here and there among clerical workers. When 
you go into many restaurants now you will see many of the waitresses 
wearing union buttons. They have closed shops 

There have been some efforts to organize sales people. Those 
efforts have fallen by the wayside to some extent, because salesmen 
are a peculiar breed of person in themselves, as we know. However, 
even a salesman doesn't hold out for a long time against a broad 
movement when he is a lonely fellow in a sea of unionism. And when 
that type of organization has been developed, you will find there will 
be organizations you will have to meet in that field 

One of the things a business can do is to be concerned with the 
broader aspects of its fundamental and basic personnel problems 
One of the things that will help most in any business, large or small 

large businesses particularly are learning this-is complete frank 
ness and honesty with all employees. 

I heard a businessman speak for half an hour, not long ago, on the 
subject of lack of candor and frankness in Washington. He said 
Gee whiz, gentlemen, we are faced with a problem here. We don't 
know where we are going. We know there are lots of things behind 
the scenes that might influence our activities, that might influence 
our conduct, that might influence the things we do, but no one tells us 
about it. They keep us in the dark. They hide the facts from us and 
just tell us we ought to do this, we ought to do that, we ought to be 
good fellows, we ought to be Americans, we ought to be patriots, but 
they don’t tell us why, and they don't give us any of the underlying 
information we need on which we might base our judgments. We 
suspect there is skulduggery somewhere, and that is why they don’t 
tell us. Because we suspect there is some skulduggery, what we had 
better do is to protect ourselves in any way we can and fight against 





some of this 
That same fellow, in a discussion several of us had afterward, had 
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Strong! 
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these low priced, fast movers? 


Automatic File & Index Co. 
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the same attitude he was kicking about as far as his own company 
was concerned. He had a liftle problem with some employees out in 
the plant, and one of the group said, ‘‘Have you ever gotten together 
and shown them what your costs are, and really broken this down? 
Do they know how much your executives make? Do they understand 
the balance sheet, and know whether you are going broke or are 
making a lot of money?” 

He said, ‘That is management's business; they don’t have to worry 
about that.” 

His attitude was just exactly the same as the attitude he kicked 
about, as far as his employees were concerned. 


Take Employees into Your Confidence 


There are a good many companies that maintain that attitude 
because they have engaged in certain exploitation of their employees 
To some extent, they have got something to cover up. If a company 
doesn’t have anything to cover up; if it is not engaging in any prac 
tices that aren’t fair and honest, the best thing it can do is to take 
the employees into its confidence and give them the picture. If they 
don't do it, some day a union is going to force them to do it, and a 
union is going to want to sit in on the councils of management, and 
a union is going to teach someone how to run their business. 

I am one of those who does not have a very high opinion of the 
business ability, from the point of view I want to speak of it, of 
most union agents. I am one who believes that the rank and file of 
union agents just simply are not capable of that sort of thing. To 
have them sit in on business councils might be detrimental to the 
business in general. But if a business has set up a mechanism for 
having employees know how they run their business, know what is 
involved and what the problems may be, and be aware of everything 
that is involved, you have there the mechanism that will defeat the 
very thing unions use frequently to chisel into a business and engagé 
in the kind of activities that bring trouble to the businessman, as far 
as profit and loss are concerned. 

The company that has a good set-up for paying employees, that has 
a well defined, properly worked out system of compensations, is the 
one that doesn't have too much to fear from unions. 

In many companies, particularly small office and distribution or 
ganizations, the scale of pay is one that has many, many bad aspects 
to it. In many companies each department head hires his own people 
and pays them what he thinks he should pay them. You find people 
doing the same kinds of work on different pay scales, and that is the 
first thing a union picks on. Of course, it picks out the highest wage 
scale and says everyone must get paid according to that wage scale 
A company that has developed its compensation system along some 
reasonable, sensible, realistic lines doesn’t have that problem to face 
when a union gets into the organization, or when the employees get a 
committee together and come in and want to talk to management 
when they aren't unionized. It is the kind of a company that can ask 
its employees for things, and get things in the way of extra effort, 
extra help. They know they are being properly taken care of, and 
they know management has made every effort to deal fairly and 
squarely with them. 

There has got to be an effort, a basic philosophy on the part of 
businessmen that says, ‘Employees not only owe something to the 
business because it provides a livelihood, but business itself owes 
something to an employee.’ It owes, really, two things, two things 
that all people who work have as strong, motivating influences. One 
of them is a sense of security, and the other is a sense of self 
expression and self-development. Until a businessman can make 
anyone who works for him feel that the business is a mechanism 
whereby that individual can express himself, can grow and develop, 
can have some sense of meaning, as far as his living in general is 
concerned; as I say, until a businessman can do that, he has a dan 
gerous situation in his organization. 


Worker Should Have More Than a Pay Check 


There must be an opportunity for people to have more than just 
the pay check. They must know they are part of something that is 
growing, and that they have an integral place in it, and that they can 
use it as a method of self-expression and growth. A business must 
have that fundamental philosophy if it is going to survive in these 
times, and if it is going to survive the times we will be faced with 
after the emergency is over. 

How this can be accomplished will depend, of course, upon each 
individual business, but one thing all men can do in businesses, large 
or small, is to keep abreast, in the first place, of some of the tech 
nological improvements and developments we have had in the past 
decade or two in the personnel field. 

Academicians, the fellows who live in their ivory towers, have done 
a good deal. They haven‘t made it practical yet. Somebody out in 
business is going to have to do that. Someone who knows how to 
translate their efforts into the realities of business life can do much 
with the raw material they have provided. Once again, that has been 
the history of all business development. Somebody back in a uni 
versity, somebody in some field of education, or in some institution 
that does pure research, develops some new facts, finds out some 
things that we say are all theory, and then a man comes along who 
can put that to work in business. In the last ten or fifteen years, we 
have had a tremendous development and production of these raw 
materials with which the practical man is going to be able to work 

Anyone who deals with people today should be familiar with the 
instruments and tools that are available for the selection of employees, 
for the training of employees, for their maintenance. 

There has been an enormous amount of work done in the field of 
testing employees. Once you have hired an employee who is well 
fitted for his job, who has the right capabilities, the proper personality 
integration, who has what it takes to succeed in a job, if that fellow 
is brought into a position and given an opportunity to grow he is 
happy, and the company is happy. 

Heretofore, we have always selected people. We have selected 
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them by various methods, some good, and some bad. We still have no 
perfect method for selection, of course, but we do have in psycho- 
logical tests a very powerful instrument, one which will grow in 
precision and usefulness as we have more and more business expe 
rience with it. 


Employee Attitudes 


Another field of technical development has been that of attitude 
surveys, studies on the part of employees. Much work of that kind 
has been done by companies like Armstrong Cork, Eastman Kodak, 
Procter & Gamble, or Western Electric. There recently has been a 
book written called ‘Management and the Worker’ by some of the 
men who have done this work at Western Electric in the matter of 
investigating employee attitudes and finding out some of these basic 
things that make people unhappy. You don’t see it in dav-to-day 
conditions, but when the squeeze comes on, when we are faced with a 
crisis, when someone has to work overtime and begins to break down 
or refuses to play ball, or when jobs are plentiful those people who 
want to leave and go to other jobs, we are faced with that. We see 
evidences of a situation that has grown over a period of time, that we 
could have forestalled, that we could have met if we had gone after 
it soon enough and used some of the instruments that are available 
today. Big companies do it. 

Smaller concerns say, ‘Well, it is a great idea; it is good; we 
recognize that. But Western Electric, after all, has a larger gross 
income than we have, and so does Eastman Kodak. They are good 
sized organizations. How about my little company? I can't spend 
the kind of money that sort of research requires.” 

No, you can't go into basic research work that some of those com- 
panies can, but it has been the history of all industrial development 
that those concerns have led the way, that the things they do sooner 
or later come to all people. There are mechanisms being developed 
today that bring those things within the reach of the smaller business- 
man who can’t undertake the departmental problems the larger con- 
cern can undertake, from the point of view of institutional develop- 
ment of those programs. 

Certainly, today any man in a management position must be aware 
of what instruments are available, the extent to which he might be 
able to put them to use in his own organization, and he must move in 
that direction. He must recognize the things that are employed in 
problems of that kind and meet them in his own organization in the 
most practical way it is possible to meet them. 

Training procedures, of course, have always been important. There 
have been many instruments developed in the field of training, one 
of which you are going to see later this afternoon. Certainly, there has 
been much done in the field of sales training to develop new methods, 
better methods, sounder methods. Again, the academician has con- 
tributed much of that material. Today, you will see a slide film that 
will make realistic some things that have been the result of experi- 
mental work academicians have done in a way that would seem 
wholly impractical to the person who read the technological literature 
and read of the experimental work. But someone has boiled it down 
into an instrument that is usable. If we are going to get the most 
out of employees, and employees are scarce, we must meet the 
needs of today with modern training methods, and with these tech 
nological improvements. 


Trained Personnel Men Are Necessary 


Another thing businessmen should do is to employ trained per 
sonnel people whenever their organization is large enough to have 
personnel men. There has been a tendency on the part of organiza 
tions of all sizes, in the past, to say, ‘“‘We need a personnel man 
around here now. There is old Joe. He has been around for a good 
many years. There isn’t much else he can do. He is a kindly old 
fellow. He has a nice bedside manner and is pleasant, and we will 
make a personnel manager out of him.’ 

Many a company has had one headache after another, because they 
took some kindly fellow, who didn’t understand modern personnel 
procedures, and put him in an important job in the organization. 

Trained personnel men are necessary, and if a company isn’t large 
enough to employ a trained personnel man, once again, it is more 
important than ever that the executive who undertakes that respon 
sibility must have some technological training of his own or must 
know where he can get it in industry, in general, to assist him, just 
as a good advertising man always goes out and gets trained assist 
ants on the part of his agency people to guide him and help him in 
his work in the field 


Until these basic things are undertaken, it seems to me business 
men are going to have to depend upon good fortune rather than 
good management to come out in a strong, healthy position when our 
war effort is over. Certainly, it is necessary to have a basic creed 
today, a policy that is articulate, a policy that is understood by 


everyone in the organization, a policy that is living and growing as 
far as the company is concerned. 

Every man who employs people today must say I believe,”’ and 
then say what he believes. He may have the type of personnel 
philosophy that I have outlined very briefly here. He may have one 
that is quite contrary to that. There are some people who do 

I just finished teaching a course in personnel administration to men 


in defense industry, and when it was finished one man turned in a 
term paper and said that he had been employed for twenty-five years 
in a company that had grown from a few employees to 1500 em 


ployess, that did about ten million dollars of gross business, and that 
operated contrary to every single principle, as far as he could see, I 
had expounded in that course. He said, ‘‘The course has been inter 
esting and fine, and I think I have gotten a lot out of it, but there is 
the fact.’ 

I think that is a very legitimate question. Those are things we 
can't determine today. If that company’s policy is wrong, twenty-five 
or fifty years from now we will know about it. If that company has 
the kind of personnel philosophy that those of us who are in the field 
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THE CUSTOM QUALITY LINE 


MIDCO announces — 


A New Folder illustrating and describing our new 





1942 models as well as embodying a wealth of 
information on fluorescent lighting that will 
make it easy for you to pick the line of portable 
desk lamps that will give customer satisfaction 
from a lighting standpoint. 

Facts and figures from I.E.S. and leading light- 
ing authorities. 


Before you completely decide on what line you will 


concentrate, get a copy of our new folder which 
is really a concise education on proper light for 
different tasks. No obligation, of course. 


And we ask you to watch for our formal announce- 


ment of the most beautiful, most efficient and 
finest designed line of fluorescent portable 
lamps for 1942! 


For proper light, look to 
MIDCO the Perfectlite! 


Write for new folder today! 


MIDWEST NATURLITE CO. 
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New Catalog Available Now 


Write for your copy 


MILO HARDING COMPANY 


436 W. Pico Blvd., Los Angeles, Calif. 
617 Commonwealth Annex, Pittsburgh, Pa. 











OFFICE APPLIANCES 


believe is sound, twenty-five or fifty years from now we will know 
it is sound. But today we ean't be sure about some of these things 
Therefore, all anyone can do today is to say, “I am going to take a 
side; I am going to choose a stand. I have this creed, and I am 
going to fight it out and see where it takes me.’’ Everyone must have 
that who is dealing with people today, who is going to face the 
problems that are coming to all of us as soon as this emergency is 
over, and who, if the emergency lasts for any considerable period of 
time, will have to face it then 

Until we have that, I don’t think any of us are going to have the 
fundamentals that are required today for good management in the 

st important field of work today, and that is personnel relations 
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TRENDS IN PORTABLE TYPEWRITER MERCHANDISING 
Continued from page 40 

equipment set-up and this is wrong. By an office equipment set-up I 
mean the type of ad which includes office furniture and everything else 
in the office line in it and only mentions portables by showing a cut 
ind a line reading Portable typewriters, all makes prices, umph-to 
umph Sometimes the cut isn't even shown 

The right kind of a portable typewriter ad--the home appliance kind 

is this. Each ad should be devoted exclusively to one model of 
ne brand. If you don’t want to advertise Royals each week, adver 
tise another make each fifth week or something like that, but feature 
nly one model of one brand in each ad 

Use a model with a price low enough to justify your calling it a 
bargain” or a ‘special Show a cut of the machine. Blow up the 
brand name. List the features of the machine. Mention anything extra 
that comes with it-—-instruction book, touch typing book, free brush 
and so on. Explain that a case is included with the machine at no 
extra charge and be sure to mention that the machine can be bought 
n easy terms 

Boil this down to bare facts in the minimum number of words and 
you won't have any difficulty in getting it all in a small display ad 
This is the type of ad Mrs. Buyer understands and is accustomed to 
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ict upon 
Advertising Literature 

Let's suppose that for one reason or another you can’t use news 
paper advertising. Then use the folders and the blotters the manu 
facturers give you. As a matter of fact, use them whether you adver 
tise in the newspaper or not. I can’t understand why so many dealers 
let manufacturers’ good literature lie around their stores, often gather 
ing dust in the manufacturers’ original packages. The literature should 
be out working, bringing in prospects. The dealer who doesn't use it 
is deliberately passing up a way to increase his business 

This literature, too, presents a good way for the dealer to capitalize 

n the manufacturer's national advertising. I think it is newsworthy to 
mention that my company has approved plans calling for an increased 
1dvertising expenditure in the next twelve months-——-and I can tell you 
that in the past twelve months forty-nine million people a month read 
the publications we advertise in. The dealer should take advantage of 
this tremendous advertising force the manufacturer gives him—and, 
make no mistake, this advertising is being given him in his own city 

town--and one way he can do it is to use the manufacturer's 
literature 

What is the best way to use this material? 

I'd enclose a folder with every letter mailed out of my store, with 
every statement, and every so often I'd mail a letter to my customer 
and prospect lists, all with folders enclosed. The letter to customer, as 
I mentioned before, would ask for names of friends interested in a 
portable. I'd also have a letter for customers whose typewriters, ac 
cording to my records, were old enough to consider trading in 

There are many other types of direct mail campaigns. I am not 
going to recommend or discourage them. I have seen cases where 
cold lists worked beautifully and I have seen cases where the results 
were discouraging. The success of a direct mail campaign depends on 
the quality of the list and the ‘‘sell’’ that is put into the letter. So 
many factors play a role here that I could readily spend the rest of 
the afternoon discussing them Whatever you do on a cold list on 
direct mail, though, be sure to do this make a small sample test of 
your list and letter or postcard before committing yourself to an 
expensive mailing and guide yourself by the test results 

Returning to the folders- here is how I would use most of them 

If I were in a good-sized city I'd hire a boy to hand a batch out 
each month at nearby high schools, giving them to the youngsters as 
they leave school in the afternoon. If I were in a small city, I'd have 
the boy distribute them to every home in residential districts with fam 
ilies having income brackets of fifteen hundred dollars a year and up 








Window Displays 

Now, let’s move on to window displays 

Mrs. Buyer's first impression of the dealer is gained from his window 

and you've heard it said that first impressions are lasting 

Again, let’s recall that Mrs. Buyer is out to purchase a home appli- 
ance, not a piece of office equipment. Thus, a window that is drab 
colorless, and uninteresting is going to evoke a negative reaction from 
her. Neither is she going to feel at home entering a store that makes 
no effort to separate its portable typewriters from its office equipment 
in its window display. And, certainly, her housewifely instincts are 
going to be affronted if any portion of the window or the display is 
covered with dust and dirt 

Let's see how your successful dealer sells himself to Mrs. Buyer right 
1t the start through window eye-appeal. It goes without saying that 
he keeps his window and everything in it spotlessly clean. Likewise 
he wants a colorful window, one that is bright and sparkling and 
full of life 

He achieves this first by securing the maximum lighting he can in 
the window and, secondly, by concentrating on an all-out adaptation 
»f colors and colored material 

Most typewriters are black. So for contrast, he places a colorful 
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THERE’S PLEASURE AND PROFIT 


\\\alal.! / 7 


in handling 





Pleasure—because Royalchrome is so attractive to look at 
with its gleaming and durable chrome finish and its colorful 
Tuf-Tex leatherette upholsteries which make it sell almost on 
sight 

Profitable—because the wide range of prospects... 
stores, shops, factories, schools, hospitals, restaurants, drug 
stores, etc., assures you of a broad and ready market. Royal's 


offices, 


liberal arrangement provides ample dealer margins. 


Write for details and catalog. 


ROYAL METAL MFG. COMPANY 


187 N. Michigan Ave., Dept. B, Chicago 
New York 





Los Angeles Toronto 
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Ring Binders that have 
EVERYTHING Students Look For 


Style—Beauty—Quality and so many ex- 
clusive features for convenience and lasting 
satisfaction—all are found in MASHEK 
Cases. 
MASHEK Ring Binders come in 32 stock 
sizes and a wide variety of styles and leath- 
ers. They are priced to appeal to the student 
trade and also to those wanting the finest 
in linings and leathers. 

See MASHEK first! You can fill 

all your needs—and profit by it. 


FRANK MJASHIE Keca CO 


NEW YORK OFFICE: Harold Atwood, 280 Broadway 
“If it’s made with leather, MASHEK makes it Better” 














BENTSON 600 


STEEL FILING CABINET 


A Lifetime Value 
for Business Men 


SERVICE AND ECONOMY 
are always in demand! 
TALK ABOUT THESE FEATURES 


% Available in Every Size and 
Drawer Combination. 


Ten Roller, Cradle-Type Sus- 
pension. 


* 
% 281% Inch Cabinet Depth. 
% 263% Inches Clear Filing Space 
in each drawer. 
You'll Find High-Priced 
Features in the 600” Low 
Price Range. 


Write For Full Particulars. New 
catalog of complete line now avail- 
able. Write us if you have not 
received it. 


THE BENTSON 
MFG. COMPANY 


AURORA, ILLINOIS 

















CARDS 
GUIDES 
FOLDERS 


Complete Stocks 
Prompt Delivery 


* * * * * 


WRITE FOR 
CATALOG 
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CARBON 
PAPERS —#— 
CARBON 


INKED PAPER 


BEIDICH PROCESS 


RIBBONS — 


QUALITY” “ECONOMY” “SERVICE” 


THE NEIDICH LINE 


A trial of Neidich Carbon Papers 
and Typewriter Ribbons will be 
more convincing than a thousand 
words describing their points of 
























excellence. 


Wnite for full details. 


NEIDICH PROCESS 


DIVISION OF UNDERWOOD ELLIOTT FISHER 


BURLINGTON, N. J. NEW "YORK, N. Y. 
ST. LOUIS, MO. SAN FRANCISCO, CAL. 





Headquarters 


for 


TYPEWRITERS 


‘ (all makes) 
Rough—Rental—Re-conditioned—Rebuilt 


OFFICE MACHINES 


(Rough and Rebuilt) 
“SUPERFINE” Platens and Feedrolls 


ENAMELING 
NICKEL PLATING 
TOOLS 
SUPPLIES 
PARTS 


100% Service 


SHIPMAN-WARD MFG. CUO. 


The Dealers’ Quality Supply House” 
325 North Wells Street Chicago, Illinois 
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THE HILCO STREAMLINER 


More Duplicator For A Lot Less Money! 





Compare It With Anything Else on the Market 
. Has Features Absent From ALL Duplica- 
tors Selling at Twice the Price 


RETAILS AT $79.50 


Nowhere else can you get a duplicator with 
these 5 features . . . regardless of price. 


1. Automatic Feed Without Drag Return. 

2. Automatic Closed Cylinder Inking Prin- 
ciple. 

3. Front Paper Stop. 

4. Automatic Roller Brake. 

5. Automatic Counter That Counts Only 
Printed Pages. 


Write for details and a catalog 


THE HILCO CORPORATION 


1157 Merchandise Mart, Chicago 
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AUTOMATIC COIN WRAPPERS 


. ‘ i P , P 
Stationers! It’s your Line. Exclusively! 
Steel-Strong” Products are sold through Stationers and 
Office Supply Dealers only We have no retail salesmen to 
pirate your customers and cash in on your missionary wor) 


Write for liberal discounts and sales help on: 


Coin Wrappers Lead Seals 

Bill Straps Seal Presses 

Coin Bags Teller’s Moisteners 
Currency Bags Manual Coin Counters 
Draw String Bags Currency Racks 

Metal Clasp Bags Wrapper Cabinets 
Night Depository Bags Sorting Trays 

Linen Shipping Tags Coin anaee Trays 


Downey Change Trays 


THE CL DOWNEY CO. cincinnati o 




















AUGUST, 1941 


cloth, linoleum, or crepe paper covering on the window floor. His win- 
dow background is bright and colorful and if he uses pedestals, he 
paints them a light color or covers them with a colorful material. He 
brightens his window with flowers, blossoms and leaves—dogwood 
blossoms in the spring, autumn leaves in the fall, vases of garden 
flowers in the summer, or he may spend a few cents for some artificial 
flowers at the five and ten cent store and sprinkle these through the 
window. 

When he is through, his window sparkles with an invitation to Mrs. 
Buyer to come in this bright, interesting store and look at the portable 
typewriters on display. 


Typewriter Arrangement in Windows 

He places as many portables as he can in his window and arranges 
them in various patterns. Some lie flat, some in cases, some propped 
up at unusual angles give a novel touch to the arrangement. If he’s 
short on stock, he uses empty cases and sign cards to fill in between 
the typewriters. 

If the floor of his window is low, he builds up stands with boxes 
covered with colored material, so the lowest portables won't be too 
far below eye-level. Articles spread at your feet aren't inviting and 
many dealers’ windows are handicapped by a low floor. 

Many, too, are handicapped by extreme depth. When portables are 
placed flat in this type of window all the way back to the rear parti- 
tion, the machines seem to recede away in the distance, and the effect 
is uninteresting and uninviting. Here the dealer uses steps. As a mat- 
ter of fact, portables should always be displayed on steps. If the 
window is exceptionally deep, a large semi-circular column several 
feet high can be constructed in the center and decorated and the steps 
built about it. 

Plenty of explanatory signs and small cards are used in the window. 
Mrs. Buyer is accustomed to seeing prices on merchandise and every 
portable should have a price tag. Cash prices on the lower priced 
models and terms on the higher priced ones. 

Lastly, the dealer attempts to get motion in his window. Turntables, 
signs that jiggle, electric fans blowing pinwheels, or anything else. 
So much has been said about motion that I am not going to dwell upon 
it here, except to suggest you give your most ingenious serviceman a 
small electric motor and say to him ‘‘work out some way to use this to 
make a sign move in my window.” 

We now have Mrs. Buyer inside our store. 
home there—so let's let her sit down. 

That calls for a portable corner. I call it a corner—actually it can 
be anywhere in the store—against a back wall, or any other spot. 

It is simply a circular table with two chairs. I emphasize the two, 
one for the dealer and one for the customer. I fail to understand why 
so many stores that have demonstrating tables have only one chair at 
the table. The dealer sits down while the customer stands and this is 
as good a way as! know to tire her out and let sheer muscular fatigue 
dissipate any interest she might have in the typewriter being 
demonstrated. 

For the same reason, a counter is a difficult place to demonstrate a 
portable. Further, a counter has the disadvantage of forcing a demon- 
stration to be awkward. The dealer has to twist around and reach 
and stretch in showing the typewriter. A table for two is ideal. Mrs. 
Buyer is comfortable, relaxed and at ease and she will talk more 
freely. You will have her full attention. And last but not least, it is 
more difficult for her to get up and walk away from a table than it is 
to walk away from a counter. 

The circular table with a turning top is best. If, for one reason or 
another this cannot be obtained, a straight circular table is good. 

Our Mrs. Buyer would like the portable corner kept 100% for 
portables, with no other equipment on the table. It would, of course, 
be convenient to the dealer’s portable racks or showcases, and should 
have a few pieces of literature and demonstration sheets on it. Then, 
dress up the portable corner for her. Place a bow! of flowers on it 
and a fluorescent lamp if you have one. Hang a few pictures on the 
wall. If it's an actual corner, set off this portion of the wall from the 
balance of the store by a separate trim or attractive color arrangement. 
Paint the table and the chairs a harmonizing color. Ask your wife 
for suggestions. All women are interior decorators at heart and she'd 
love to contribute her suggestions on this. 

What you're really doing in a portable corner is to build a store 
within a store. If you can afford to redecorate and modernize your 
complete store, that’s fine, but few dealers can afford this. So, to take 
your home appliance customer out of the office equipment setting and 
at the same time so not to interfere with your office equipment 
business, set up this little portable corner arrangement. It will ideally 
serve the purpose of getting your home appliance buyer off in com- 
fortable, congenial surroundings and leave her in a receptive frame 
of mind for your demonstration 


We want her to feel at 


Store Demonstration 

In closing, I want to say a few words on the store demonstration. 

We know Mrs. Buyer quite well by this time. We know she is in- 
terested only in anything which will help her daughter better herself, 
and we know the only reason she’s considering the purchase of a 
portable typewriter is because she has heard but does not definitely 
know that a portable will aid her daughter 

The surest method to close a sale is being overlooked if the salesman 
merely gives a mechanical demonstration and neglects to present the 
machine and its mechanical features in terms of the many ways these 
can benefit the daughter 

The desire to own and use a portable typewriter must be stimulated. 
Simply to make a mechanical point-for-point comparison is not enough 
Mrs. Buyer does not know typewriters as we know them and she will 
fail to make the association between what the mechanical features do 
and what they will do for her daughter that we automatically make. 

The average portable salesman has a wealth of information at his 
command which he should give Mrs. Buyer, but he usually 
does not. 

Here are a few facts 


They have been proven in tests. They will 
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EMBOSSED 
REPORT 
FOLDERS 


= “4 -* 


COLORS: 








RED ny 

BLACK I OF uss 

ORANGE OFFICE AND SCHOOL REPORTS, 
PINK PROPOSALS, SALES CATALOGS, ETC. 
— An ideal and inexpensive method of binding cata- 
GRAY logue pages and school note books. With the 
GREEN Barkley Fastener, insertion and removal of sheets 
BLACK is an easy, simple, and fast operation. 


i =———— 
(Pp PATENT 
f NO. 18917569 “ j 
THE BARKLEY FASTENER 
Send for Color Sample Catalog 


C. L. BARKLEY & CO. 


ISHED 1921 






VManufactt 
517 S. JEFFERSON STREET 


QUICK PROFITS 


Ideal Stand applications multiply fast these days. Office 
space is at a premium. More business machines must 
be operated. Ideal Stands carry office machines com- 
pactly, rigidly and safely, and are instantly portable. 
Quick profits now for the dealer who stocks and pushes 
Ideals—because they do the job right. 


CHICAGO, ILL 








Safe, rigid, compact 
and portable — Ideal 
Stands are standard 
equipment in modern 
offices everywhere. 
23-A_ (illustrated) is 
ideal leader. Drop 
shelves interchange, 
right or left. Note 
distinctive raising and 
lowering device. 











other Ideals 
Write to- 


Many 
available. 






We sell 






through day for Price List 6, 
dealers Catalog 840 and 
only dealer discounts. 





SHERMAN-MANSON MFG. CO. 


625 South Kolmar Ave., Chicago 


Pacific Coast Representative: C. J. Schubert, Jr., 339 E. Third St., Los Angeles 


IDEAL STANDS 
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MORE THAN... 
Just LEATHER 














Write for fully Deft treatment and careful con- 
il sl . ° 
— struction constitute much to Ehrlich 


2 fine leather pieces—making Ehrlich 
furniture fine dependable sales 
making merchandise—styled with 
all the sales factors “built-in.” 







EHRLICH Upholstery WORKS 


520 West 43rd St., New York, N. Y. 









High speed 
equipment for 
the Action 
Executive 





Inside this attractive, modern exterior is a stor- 
age layout that encourages finger tip fact filing 
and finding, with all the document, correspond- 


ence. card record information immediately 
available. Much valuable time is saved and 
progress speeded by use of the Zephyr desk. 

Exposed surfaces are genuine walnut—desk is available 
in island or centered leg base. Drawer pulls are compo- 
sition, of streamlined design and drawer suspensions 
are silent and easy running. 

Put this Zephyr Desk in your display and demonstrate 
its many points of excellence—see our catalog for full 
details. 


Jasper Uffice Furniture Co. 


JASPER, INDIANA 
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help to sell a portable typewriter to everyone who is buying it for a 
youngster in school. Yet, how many of you gentlemen or your sales- 
men are using them. 
Important Selling Facts 

Here they are: 

A portable typewriter can raise a child's grades from 10% to 30%. 

A portable typewriter can mean 17% more work done. 

A portable typewriter will decrease errors in English by 75%. 

A portable typewriter will cut spelling mistakes in half. 

These are the facts Mrs. Buyer wants to know about a portable. 
These are the facts that will sell her a portable. 

So why not tell them to her? 

Use them to sell high priced profitable merchandise 

Don't give a strictly mechanical demonstration. Explain each fea- 
ture in detail, yes, but don’t stop at its technical explanation. Don't 
stop at its mechanical function. Paint a picture of what the feature 
means in terms of the values Mrs. Buyer cares about. Paint a picture 
of what it will do for her—how it will make her daughter's typing 
easier, how it will help her do her homework faster and how it will 
raise her grades in school. 

Take Magic Margin, for example 

Mrs. Buyer, your daughter’s school probably grades her papers 

for neatness. Now here is something I want to show you which will 
automatically assure her of always having a neat looking paper to 
turn into her teacher.” 

Then, go on and demonstrate Magic Margin to her. 

That gives you the idea. Use these human values inherent in the 
typewriter in every demonstration. Find out early in the conversation 
what the prospect is buying the portable for and who she’s buying 


and here’s how. 


it for 
Explain How a Portable Will Help 


If it's a gift for a youngster in school, or if you're talking to a 
youngster, describe the ways it will help with school work. 

If it's a man buying it for himself, point out how much more work 
he can do on a typewriter. 

If it's a woman buying it for herself, show her how much easier it 
will be for her to keep up with her correspondence and how much 
better looking her letters will be when they are typewritten 

These are the things people are interested in. If you associate 
these things with a portable and present the portable as the key to 
obtaining them, you are building up a desire to own a portable which 
will materially enhance your chances of closing the sale. 

This is the way to sell a home appliance because home appliance 
selling is simply the presentation of a mechanical article to the pur- 
chaser in terms of its human values. 

Helping the Child Is More Important Than Price 

I am not going to talk about price, but I am going to say this about 
it. The typical buyer cares more about helping her child in school 
than she cares about the difference of a few dollars between various 
models. 

Use this fact to your advantage. The dealer is more price-conscious 
than the buyer. If a buyer comes in and mentions a price of $29.95, 
let's say, which she has seen in an advertisement somewhere, don’t 
immediately decide you have to meet a $29.95 price. 

Again, find out what she wants the portable typewriter for. Show 
her a $29.95 typewriter, then show her what's wrong with it and show 
her the kind of typewriter she should have. Talk to her about install- 
ment terms and explain the difference in price is only a few extra 
payments and think of the difference the better typewriter will mean 
to her daughter. 

Don't try to do this alone by saying that one model has so-and-so 
features and the other model has such-and-such features. 

Show her the better model will be so much easier to use that she'll 
be better able to concentrate on what she’s writing and actually do 
better work. Show her how it will let her do much more typing and do 
it in less time, thus giving her added time for relaxation activities. 
Show her the work it does will be neater and will bring her better 
grades in school. Show her it has all the features of a standard 
machine so she'll be able to learn to use it easier and will be properly 
qualified to use an office typewriter in business when she gets out 
of school. 

Touch Typing Aids the Demonstration 

One final point. 

Have you ever noticed how easily an automobile salesman drives 
the car he is demonstrating—-how smooth and effortless he makes the 
handling of the car appear? 

Have you ever noticed how easily the vacuum cleaner picks up all 
the dust and dirt off the rug in your living room when it's being 
demonstrated by a vacuum cleaner salesman—how expertly and easily 
he controls it? 

Then, have you ever noticed how the typical typewriter salesman 
talks about the ease and speed of operating a typewriter and then 
proceeds to demonstrate this by clumsily picking away with one or 
two fingers at a couple of keys? 

It is no wonder people doubt the typewriter is easy to use when 
they see the way it is demonstrated. The dealer is not alone at fault. 
The average office typewriter salesman is no better an operator than 
the average dealer or dealer salesman. 

Yet I venture to say that one of the important unrecognized reasons 
many portable sales are never closed is that the prospect discounts 
what the salesman says because the salesman’'s actions fail to bear 
out his words. 

So my final suggestion to you is just this: Insist that your salesmen 
learn to type. Make them learn. Don't let them go out to sell until 
they know how to use a typewriter—how to use everything on it and 


how to type by the touch method. Typing is simply an added dramatic 
flourish which sets your salesmen up as typing authorities, lends 
weight to everything they say and graphically impresses the customer. 
Learning to type is well worth the slight time and trouble it will take. 
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YOUR CUSTOMERS ARE GOING 
TO BUY ERROR-NO WHEN YOU 
SHOW THEM ITS NEW SPACE 
SELECTOR! yes, sir. ITS NEW 
AND EXCLUSIVE WITH ERROR-NO 


The Down ———e Corn. 


IVISION 


| | HALL-WELTER co, INC. 


12 CHAMPENEY TER. ROCHESTER, N. Y. 





PAVES THE WAY FOR 
SCHWAB SAFE SALES 


The hazards of fire and 
theft never cease—day or 
night. For the same reason 
the necessity for adequate 
safe protection never 
ceases. When a_ dealer 
identifies himself with 
SCHWAB SAFES, he is of- 
fering his community the 
ultimate in Fire and Theft 
protection. The cost of 
safeguarding valuable pos- 
sessions is so low that no 
far-sighted business man 
ean afford to be without 
this modern protection. 


We offer a wide range of 
capacities for all business 
records and for postof- 
fices, banks, furriers, 
jewelers, etc. and __ fire- 
proofed for all emergen- 
cies. Send for the Schwab 
CATALOG — Investigate 
our dealer sales plan. 


THE SCHWAB SAFE COMPANY 
LAFAYETTE, INDIANA 
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Teacher's Pet 
..and the pupils’, Zoo ! 


Get ready for school-days with a stock 
of Esterbrook Fountain Pens. Individual, 
renewable points to suit every student’s 
writing style. Approved by schools. Par- 
ents like the low price. Nationally adver- 
tised Esterbrook Fountain Pens in black 
or colors— with Esterbrook Renew-Points 
at 25c up—retail for as little as a dollar 
complete! 

THE ESTERBROOK PEN COMPANY 
86 Cooper St., Camden, N. J. 












POCKET SEALS oF QUALITY 





The “ALUMINUM” Pocket Seal 


UNCONDITIONALLY 
GUARANTEED 





“BEST SELLER” for 40 YEARS 


THE NOTARIES FAVORITE 








The “OFFICIAL” Pocket Seal 


REALLY EMBOSSES 






HEAVY PAPER _ => 
“OFFICIAL 
A CORPORATE SEAL ( ed | 
POCKET SIZE xm a 
* 4 “J 

















MANUFACTURED BY 


MEYER & WENTHE, Inc. 


FURNISHED IN 3 SIZES 
Established 1854 


Eiko Dependable Service for 87 Years 


30 SOUTH JEFFERSON STREET, CHICAGO, ILLINOIS 








PLACE YOUR ORDER WITH YOUR LOCAL 


MARKING DEVICE DEALER 
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STAINLESS /'STEEL FILE SIGNALS 


LESSEN INCREASE 
LABOR SPEED 








CONFUSION 
IN AN OFFICE 


'SWASTE! 


Ny 
Hours lost assembling scat- 
tered data can be cut to min- j 
identifying similar 


utes by 
facts with Cook's Signals. 12 
colors and |8 types make it 


easy. Send for cards of sam- 





ples for your salesmen 


THE H. C. COOK CO., 14 BEAVER STREET, ANSONIA, CONN. 


“ONE HUNDRED PERCENT DEALER PROTECTION" 
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New Improved AIRMAIL Model 


TRINER’ 
Airmail 
Special 
No. 300 


EXTRA 
FINE 
CONSTRUCTION 





Capacity 1 ib. x Ye oz. 


for automatically indicating with highly improved 
legibility of figures: 

Airmail 

First-class Mail (local & out-of-town) 

Foreign First-class 

Merchandise & Printed Matter 

Catalogs, Books, Newspapers 

Publications, etc. 
Built throughout of steel, highly sensitive and accur- 
ate, handsomely finished in chrome and satin black. 
This special model offers a new range of opportuni- 
ties for selling scales for Airmail as well as general 
mail. 

Write for Circular X. 


TRINE SCALE & MFG. CO. 
2714 W. 2Ist St. Chicago, Ill. 








There's only ONE ALL-WEATHER 
STAMP PAD 








FULTON 


Product... 


W. rds are cheap ... imitation is the 


sincerest flattery . . . but only FULTON makes a 
Stamp Pad that retains its splendid ink-uniformity 
indefinitely, performs normally regerdiiess of the 
weather, stays dust-proof, lint- proof and _ sagless 
until you forget when you last pai id any attention 
to it. Be not misled by exaggerated claims. Insist 


on FULTON. ... 


SEND FOR ILLUSTRATED CATALOGUE 


FULTON SPECIALTY COMPANY 


200 FIFTH AVENUE, NEW YORK CITY FACTORY AT ELIZABETH,N. J 











When You're Asked 





Can You Give Them : ? 


ditions are chanaing daily in the Industr Are YOU 
"wN nq pace with them? Timely information will help you 
plan sales, act decisively, push ariiiteble items, keep your 


k up to date. 


The information your Service Bureau gave us was just 
what we needed an me placed us in a position to secure addi- 
tional business that otherwise we could not have gotten.” A. 
R. Taylor Co., Memphis, Tenn 

OFF ce APPLIANCES brinas you the latest styles, news and 
trade ossip every month. The ‘Serv ice Bureau helps you 
Jain canine on, hsts and data aratis, almost impossible to 


elsewhere at any 
Ask for your FREE copy of OFFICE APPLIANCES 
and subscription particulars. 


THE OFFICE APPLIANCE COMPANY 


20 North Wacker Drive Chicago, Illinois 
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SMART TAKES ON ADDED DUTIES 

Fred R. Smart, for a considerable time secretary- 
manager of the Stationers Guild of Canada, has as- 
sumed added responsibilities by taking over the secre- 
taryship of the Ontario Retail Hardware Association. 
The two organizations will continue to operate quite 
independently of each other. 

At the same time it was announced that the guild, 
formerly located at 137 Wellington street, West, in 
Toronto, has established new headquarters at Room 
606, 210 Dundas street, West. 
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WRITER-FISHERWOMAN AND HER ROYAL.—Betty Annette 

Lowman has bunked in sailing ships up and down the Pacific 

coast where she studies deep-sea fishing and writes articles 

for angling magazines. Quite often the lady finds the sea 

far too rough for writing her material in longhand so wherever 

she goes her Royal portable tags along as an indispensable 
unit. 
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San Luis Obispo, Calif.—Hill’s Stationery is now settled in its new 


home at 1127 Chorro street The fixtures are modern and specially de 
signed for efficiency and convenience Besides the complete stock of 
stationery and office supplies, the firm maintains an unusually large 
stock of typewriters and adding machines, and a well-equipped repail 
department to care for them.—SS 

San Francisco, Calif.—The National Blank Book Company of Holyoke, 
Mass., is now represented by the Morgan & Barclay Company, 404 
Market street They are carrying a full stock to serve the trade of 


the Bay district SS 


San Francisco, Calif...E. H. Wobber, well-known local stationer, as a 
director of the San Francisco Downtown Association, is proposing that 
the organization sponsor the establishment of a tourist bureau, with 
headquarters in a building to be erected in Union square The design 
of the building is to be such as to facilitate outstanding service in 
extending aid and information to tourists.—SS 


San Francisco, Calif.—Earle P. Hanley of Los Angeles has been named 


by Orrin H. Davison of the O. H. Davison Company, 788 Mission street, 
to care for the distribution of products for the Fulton Specialty Com 
pany of Elizabeth, N. J., in central and southern California and 


Arizona SS 


Oakland, Calif.—Laird’s Stationery Store has now settled down after 





moving to 320 Thirteenth street rhe new location furnish imple room 
for sales and display, and offices A large basement houses the stock 
and the shipping and receiving departments The management at 
tributes much to the fact that here everything is arranged for perfect 
placement, order and efficiency, so that merchandise is placed method 


ically and orders filled with a minimum of effort SS 


San Francisco, Calif.__Edward (©. Schweitzer has succeeded George O 


Hall of the Hall & Smith Company at 411 Market street Mr. Hall, as 
a member of this long-established stationery firm, has served the trade 
of the citv many vears, and is retiring to private life Ss 


Porterville, Calif.._The Porterville Stationery Store has been opened 


at 507 North Main street by Harold Landers He will also carry some 
related lines, like books and magazines, in the manner of the typical 
small city stationery store.—SS 

Berkeley, Calif—F. H. Lesh, wi pened his typewriter and adding 
machine business at 2021 Shattuck street about a year ag has moved 
to 2169 Shattuck.—SS 

Jacksonville, Fla._The new stationery and office supply firm of Hall 
& Auberry, Inc., opened last month at 122 West Bay street. The mpany 
is headed by B. K. Hall, president, who has been active in the field for 


the past ten vears. With him are T. T. Auberry, als well-known in the 





Seeing Profit Mirages? 


Profit’ mirages are beautiful to contemplate, but you 
can’t ring them up on the cash register. For an honest- 
to-downright dollars and cents profit margin on inked 
ribbons and carbon paper, stock the U. S. line. You 
realize more on every sale and insure customer satisfac- 
tion—repeat sales. The no-obligation coupon below will 
bring you free samples and price list. 








U. S. Typewriter Ribbon Mfg. Co. 
Filbert at 10th Street 
Philadelphia, Pa. 


Please send samples and price list. 

Name 

Company 

Address 

City sibel State 


AMERICAN SPEED SET 


NUMBERING MACHINES 








American SPEED SET Model 43, Employee's 
Record and Time Card Marking Machine for 
numbering tags, tickets, etc. 


Write for special SPEED SET 
folder describing all models. 


AMERICAN NUMBERING MACHINE CO. 


ATLANTIC AND SHEPHERD AVES., BROOKLYN, N. Y 
BRANCH — 105 WEST MADISON. STREET,- CHICAGO, ILL 
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CARBON 
PAPERS 
TYPEWRITER RIBBONS 


Made right — Priced right — 
Sold right. Here’s a ribbon 


and carbon proposition you 





can turn into real profit. You 
can always count on our co- 


operation. 


EXCLUSIVELY for 
DEALERS “ STATIONERS 


Complete details on request 


ALLEN & COMPANY 
DErT. = 
11-18-15 Vandewater St., 
? New York, N. Y. 

















DISPLAY THEM 
YOU'LL SELL THEM 


ad SUPERDEX Roll Labels, prominently displayed 


will help build up your sales. Everybody can 


8 PASTEL 
Once they do use them they 


COLORS use them. 

BUFF like them. 

—" Made on WARSHAW's full automatic ma- 

SALMON chinery, they are always uniform—perfectly 

GREEN perforated to part evenly and well gummed 

MANILLA for quick, permanent application. Their qual- 
ity and price are right. 


BLUE 
WHITE Try this idea today. Write for samples. 


THE WARSHAW MFG. CO., INC. 


1 MAIN STREET, BROOKLYN, N. Y. 


GUIDES INDEX CARDS FOLDERS 
PROTEX STICKONS MENDING TAPE GUMMED INDEX TABS 


stationery business, who is treasurer, and L 
cted for ten years with The Shaw-Walker Company. 


Noblesville, Ind.—Earl Kiger, president 
ently moved 


Lawrenceburg, Ind.—.The Doty 


Columbus, Ohio.—-The Harry L 


ith High street. The company, acco 


Cleveland, Ohio...The Addressograph-Multigraph 


Duncan, Okla.Fred K. Little, heac { Litth 


Tulsa, Okla.—M. R. Payne, forme 
Oklahoma City, Okla.— Office appliance repairn g 
ted for e€ ex nat s to be held soon in Oklahoma 


Ponca City, Okla.—The Albert Thorstenberg 





OFFICE APPLIANCES 


E. Thornton, férmerly con 
He is vice-president 


f the new concern 


of Kiger & Company, has re- 
his office from South Pennsylvania avenue to an address 
from the Bell Telephone building 

! 


Kiger has disposed of all his farm holdings’ in Hamilton county and 
devote his entire time to his school supply business. 


West New York street, across 





Office Equipment Company held a formal 

ning of its new quarters last month while officials were hosts to a 
number of visitors The firm recently moved to the new home 
is located in the Denton building, 5 West High street 


Morgan Company, 6515 East Gay street, 
four-story and basement building at 208-10 
rding to President Harry L. Morgan, 
ipy the premises as soon as the necessary alterations have been 
ted The company is exclusive distributor for products of the 
and Erbe Manufacturing Company, Gunn Furniture Company, 
Chair Company, Artility Metal Products Company, Lyon Metal 


Company and others 


recently purchased the 


Corporation is among 
newspaper 


Cleveland concerns which have joined a local 
Pentathlon on the city’s 200 playgrounds 
f the Pentathlon, who will 
to Greenfield Village and 


ght greater 

ring the Playground 
will make it possible for the winners 
er about 1000, to take the prize trip 


Institute at Dearborr Mict AK 


Akron, Ohio.—The Akron Board f Education last month awarded 
kha Little & Company, In of New York City, more than half 
in order totaling $9,255.64 spent for supplies in the 1941-42 semesters 
eased costs added approximately 0 to the annual bill for pencils, 
ebooks and crayons AK 


Printing & Stationery 


910 Main street, Duncan, Okla., was recently named vice-presi- 
the Duncan Rotary C to take office for the fiscal year starting 
with new men chosen last Apri Directors of the club named 
Little to the vacancy created by the resignation of N. L. George, who 
ed to Oklahoma City to become business manager of the public school 


there.—EVH 





rly a salesman for Remington Rand In¢ 


P i City, Okla., was recently transferred here, as district manager 
He succeeds |] 4. Ferguson, who was transferre 
t Lake City EVH 


the ystems division 
liar post in Sa 


mg the jobs 


nan Was an 


mpetitive civil ser 
t ipply about 500 rk ind mechanics for the air orps 


t here EVH 
Office Supply Company has 
ffices of Cuzalina Store N 1 to 114 East Grand avenue.—EVI 


Bill’’ Green are new floor sales- 


Oklahoma City, Okla._Gene Walker and 
y Company, 205-9 West First street, 


it Western Bank & Office Supp 


ihoma City Joe Green, Bill's brother, is new in delivery and stock 
K. ¢ Mullir formerly nnected with the company, has returned 
working as city salesmar Another new city salesman is Harry 
W. W. Lucas, manager of the furniture department, has returned 
} lesk after a two weeks’ vacation in Madison, Wis.—EVH 

Seattle, Wash.—The R. E. Winn Company, formerly located at 9 
ring street, has recently moved int urger quarters at 71 Columbia 
reet, where additional space and conditions offer the firm better fa 
t . rving its customers In addition to installing a new 
S 1 the par ha i idded B. J. Judd to the staff 

ll ikir plate ind negatives for offset work 





reU RMT Tt eke 





San Francisco, Calif.—George B 


saer of Baer & Gunderson 


dealers in office rnit i supplies, has been 
eastern trip, visiting the different factories where their 















is produced.—SS 
Marietta, Ohio.—The Marietta Chair Company received its biggest 
fense ntract from the government last month when an order for 
ded chairs totaling $75,447 w awarded The hairs are for 
f the il department of the United States Army and will 
i t enters ir ng St. Louis, San Antonio, Tex., 
Ss Frat Cali AK 
Youngstown, Ohio.—The General |! g Compar wal 
. { ntract for I g tl United Stat depa 
AK 
MACHINES 
Fairbanks, Alaska.—-Harold T! n has established the Alaska Bu 
é Service at 901 Cushman street Mr Thornton has tt agency f 
tt addressing chi 1 reparing t handle 4 types 
ff equipment.—SS 
Oakland, Calif.—Ralph D. Buckle wl represents the Automatic Per 
Sharpener division of Spengler-l if 
ig Ill., has been for a time in the Providence i 
n operation, but his doctors have promised him g 
r the needs of s customers by the fifteenth 
Adrian, Mich.—The former Line-O-Scribe Company factory building has 
been sold to the Gerity-Adrian Corporation Line-O-Scribe ha beer 
the Globe Cory atic Chicag the owners AK 
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THE HOME OF 
THE FAMOUS 
YELLOW BOX LINE 









Protection 


@ No Factory Competition. 








e@ Inquiries Referred to Deal- 
ers. 


OAKVILLE 


COMPANY 


Division of Scovill Manufacturing Company 
WATERBURY, CONNECTICUT 


NEW YORK HIC N FRANCISCO 
In Canada BROWN BROS., LTD. ; ATORONTO 2 


e Simplified Catalog. 
There is a Meilink safe for every 


protection requirement in the 
home and office. 


MEILINK STEEL SAFE CO., Toledo, Ohio 


























65 MILLION READERS MACIC FLOW 


Will see the National advertising on 


INKOGRAPH | cmuckinctn 
PENCIL POINTED PEN ring Also other 


T} He onl) SUCCE ossful Stylo Duplicating Supplies 


Starting in iechenhal and continuing through a 
the Holidays in S l , 
LIFE, SATURDAY EVENING POST Samples and Prices 
COLLIER'S, LIBERTY AND LOOK upon request, 
Alert dealers can cash in 
ttalog and discounts on request 
eee Gees CONTINENTAL INK CO. 


9encil Pointed Pens 
winnie Fo New York, N.Y. 544 W. LAKE ST. CHICAGO, ILLINOIS 























Map and 
Plan 
Steel Units 


ALLEN @ WALES 


ADDING MACHINE 


In every draught- 
ing room or of- 
fice where maps 
and plans are 
handled, there is 
a source of 
profitable busi- 
ness with B-M 
Map and Plan 
Units. A com- 
plete assortment 
of sizes. 


CORPORATION 


Write for 
information. 


Browne-Morse Company 
Muskegon, Michigan 


444 Madison Avenue NEW YORK CITY 



























Any of these paper mer- “WY 
chants will give you sam- * 9 
pies and prices ef Wiggins ’ hat you don’t know won’t hurt POS TAL PCA iE: 
oom ——— you”’ is obsolete as the letter press! 
ompac inders: ¢ e ; : 
New York City For if you don’t know what profit 
aa © Fang _ lies in business cards, it surely will hurt Speed up the 4:00 o'clock rush 
cela 2 nods ( vou. For these can be ordered easily in the mailing department with a 
Cincinnati is office supplies; and if you insist that Hanson quick action postal scale 
Tk} “hetfeld Paner © »e . 
— _ arene sich your ao nter or engraver uses Wiggins Instant reading on the self com- 
etroi : . ; , 
Seaman-Patrick Paper C Book Form card stock, you will have a puting dial with Hairline Accuracy 
Grand Rapids, reputation for a “better buy” than No beams or weights to adjust 
Carpenter Pa . others. Savings on correct postage will 
Houston 
: th C , ay for this scale in a short time. 
L. 8. Boswor Co., Ine dsk us for the stationer's diséd 
~ More Sales with Hanson Scales. 
T ab ine Papers, Inc proposition at once 


Ask your jobber for Bulletin No. 5 


HANSON SCALE! CO. *ntcco‘" 


The Joba. WIG GsSIN 


1162 Fullerton Avenue, Chicago oo a — 











Book Form Cards Compact Binders 
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“MAKERS OF THE ONLY 
| ¥. , “METAL-HOLED” 


ri RING BOOK 
! SHEETS 





NATIONAL BLANK BOOK CoO. 
Holyoke, Mass. 
NEW YORK CHICAGO BOSTON 




















Solves All 
Stamping Problems 


Amazingly efficient for office, shop, 
factory, shipping room, etc. Gives 
clean, sharp impressions long after 
other pads are worn out. Huge ink 
capacity. Available in models and 
sizes up to 20 x 20. DEALERS, 


write for attractive offer. 


RIVET-O MFG. CO. 
S PE E D - M 0 95 Jason St., ORANGE, MASS. 


Sponge Rubber or Louis Melind Co., Western Rep.; 


STAMP PADS 362 W. Chicago Ave., Chicago, Ill. 











CUSTOMER APPEAL! 


F CONS a 


LIST PRICE 


WRITE FOR FULL DETAILS 
531 NORTH ELMWOOD AVE 
OAK PARK ILLINOIS 











Oe 


CUSHIONS 


Value that sells all the 
year ‘round—especially 
in demand NOW 





One piece sponge rubber; cool woven We also 
fibre on one side and rich, durable cordu- distribute 
roy on the other. A good honest value at 

the Latex 
a price that really moves. Write us for : 
details. Dunlopillo 


THE PERFECT RUBBER SEAT CUSHION CO. 


1412 UNITY STREET PHILADELPHIA, PA. 











LET'S GO 


= || Ads 


THRU 1941 


The Complete Line of Office Equipment in Steel. 


| ART STEEL CO., INC. 


NEW YORK, U. S. A. 





OFFICE APPLIANCES 









Tabbing 
Desk Pads 
Indexes and 


Specialties 


ore manufactured and guaranteed by 


G. J. AIGNER CO. 


CHICAGO, ILLINOIS 














7 TWIRLIT 


plummets 
straight 
down thru 
150 sheets 
(a half 
inch) of 


paper. 


rfect registe 


1 32 or is ‘32 inch di amete -one, two or 

a = a time. The 200 series here 

at $7.50—other models at Full details in the 
T 


ate 
$2. $0 od Si2 50 


MITCHELL BINDER COMPANY, iaxccrstown, mo: 









— ta, 9/32, 


wirlit catalog. 











& f lm? \ 


DAYTON STENCIL 
WORKS CO. "onic" 
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STREAMLINED SHOWMANSHIP! 
STREAMLINED SALES! 


4 
4 
Zz; 


AQAA 


rted 
or write you 


QQ 


MOORE PUSH-PIN COMPANY ¢ 113-25 BERKLEY STREET « PHILADELPHIA 
MAKERS OF FAMOUS MOORE PUSH-PINS PUSH-LESS HANGERS 





—" 
wn 
st 








PRACTICAL — PROFITABLE 





(FOR YOUR CUSTOMER (FOR You) 
SLIDING No. $50 
LEAF +6* 
SUPER- LIST PRICE 
STAND TOP size, 
14x17%. 
SHIPPED 
SET-UP ALSO MADE 
FULLY IN 16x20. 
RIVETED ‘44 
TOGETHER am €6=NO- 2880 
RIGIDITY +945 
GUARANTEED a “i 
anes cctmmeneniaiaie LIST PRICE 
THE LEAF EJECTS FROM EITHER FINISHED IN OAK, GREEN, WALNUT 
SIDE BY MERELY PUSHING TO THE OR MAHOGANY. LARGE SWIVEL 
DESIRED SIDE. TOPS AND LEAF CASTERS ASSURE UTMOST PORTA- 
MADE OF FIVE PLY WOOD BILITY. IMMEDIATE DELIVERIES. 


1615 MELON ST. 
PHILADELPHIA, PA. 


METALSTAND CO. 


STOOLS and STANDS 











You can do a bigger, better business 
with OXFORD FILING SUPPLIES 


SALES HELPS Oxford offers a well-planned sales pro- 
motion program of circulars, package 
inserts, samples, displays, electros, and 
sales manuals. 

NO DIRECT Oxford dealers are never up against 

SELLING direct selling competition from the 
manufacturer. We sell only through 
our dealers. 

COMPLETE Oxford dealers handle a complete. 

LINE guaranteed line that sells quickly and 
easily at a profitable mark up. 


Write us OXFORD FILING SUPPLY CO. 


today for 349 Morgan Avenue, Brooklyn, N. Y. 
catalog 125 South 8th Street, St. Louis, Mo. 


























Loose-leaf envelopes, punched; card-cases, any 
size; menu covers; factory record protectors; tag 
holders; bill-fold envelopes; stamp containers, etc. 
Made of acetate (flame resistant) transparent cel- 
lulose. We build to fit your particular need. Write 
us for details. 


Markile Company, Mfrs. 


2628 S. Racine Ave. Chicago, U. 8S. A. 









7" ~~ ._- Attractive 
wes TYPEWRITER RIBBON 

Ne counter display 
SS with one gross order of 
@SDee oo, assorted ribbons. Each rib- 
ora er ier @ bon removed is gravity re- 

ves ae placed. 
. 54 

different ribbons always in 
full view. ‘In full view" 


power of suggestion pro- 
motes counter sales. 


FN 


FARBON & RIBBON MFG CORP 
FREE! WRITE TODAY! 165 DUANE ST 


NEW YORK. N.Y 














SELL MEILICKE CALCULATORS 
The Modern Method of Figuring 


PAYROLL, INTEREST, DISCOUNT, LUMBER, COAL, FREIGHT 
AND MANY OTHER CALCULATIONS 


No levers to pull. No 
keys to punch. No tedi- 
ous figuring. No errors 
Just copy the answers 
tabulated in convenient 
form. Sold on 10 day 
free trial basis. Nation- 

ally advertisedl Write Simply tip 
for details nowl - — 






3168 N. Clark St. 


Meilicke. Systems, Inc. chicago, ill. 














| 
W The MODERN Hectograph! 


R Consider the advantages of WRITO! 


Better Results—more and better copies with immediate 
reuse! Has Longer Shelf Life—gquaranteed indefinitely 

| against deterioration. Will not crack, dry or spoil! 
Odorless and non-sticky. Duplicates on any kind of paper 
without tearing. Saves you money—WRITO weighs less, 

T so you get more per pound. 
PURE—can be melted and 
reused. 


Oo Complete line in all popular 


sizes in both pans and refills 


Dealers: Write for complete price 
schedule, discounts and sales helps 
We offer you a real proposition 
ROSS LABORATORIES, Inc. 
4021 N. Hermitage Ave., Chicago, Ill. 























Stanley R.Bristow 
24 Central Ave.West Orange.N. 5. 














Efficient and economical. 
Will keep correspondence 
and papers alwayson hand 
and properly arranged. The 
most efficient desk file on 
the market. Made in four 
sizes. A very profitable 
item for stationers, 

































FREE... MORE SALES 


Without any more effort than you 
spend on other items ... you can 
increase your sales—and profits 

with Clarotype. This product gives 
your customers value and quick, 
thorough cleaning action Plus a 
dauber that stands up and works 
efficiently. Our free, tested advertis- 















ing aids build new sales. Clarotype 

makes repeat sales. Write today. 
The Clarotype Company, Inc., 

16-J Hudson St., New York City. 
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CLAR-O-TYPE 


THE BEST KNOWN TYPE CLEANER 
KNOWN AS THE BEST 


OFFICE APPLIANCES 











Speed Key Mfg. Co. 


IDEAL 1 
HOT WEATHER 


MASTER 
SPEED KEYS 


Springs instead of 
rubber. 


WHAT A DIFFERENCE! 
Send for sample. 





422 Columbus Place 
BROOKLYN, N. Y. 











ROLLING STORE LADDERS 


For use on Filing Cab- 


= inets and Shelving, in 
| Offices, Vaults and Store- 
ir —a | { rooms. 
' } 


"LIBRARY 
p— +H 
aaly LADDERS 
{ iow Equipped with rubber 
i tired wheels and Auto- 
j matic Safety Brakes. Made 
; in a variety of heights 
and forms. 

i} DEALERS—Don't overlook 
if sales opportunities in Roll- 
Ld ing and Library Ladders. 

Write for literature and 
prices. 
Manufactured by 
l. 


D. COTTERMAN 


155 N. Union Ave., Chicago 














users Should 
buy nm bulk 


i 


cans, Grippit’s economy invites you 


, \ | 
to use if wherever vou require adhesive that never wri! kles 


paper that keeps work and workers unsoiled . that 
holds permanently, yet can be peeled off without damage. Write 
for Free Tube and Profit Story to Harriman-Welts Products Co., 


200 Summer Street, Boston, Massachusetts 





Make More Money in More Ways With 






DARNELL CASTERS & WHEELS 


Remember... 


More profits! More business! More 
good will! The sale of quality 
Darnell products assure continued 
patronage. The Darnell name 
protects business prestige. Write 
for special dealer proposition. 


DARNELL CORP. LTD., onc seacn, carir. 


36 MH. CLINTON, CHICAGO © 60 WALKER ST., MEW YORK 








NEV-RO-KURL 


THE ALL PLRPC 


CARBON PAPER 


Baad | LASTS LONGER 


FEATURE 


=> 


on standard or noiseless typewriters, 


billing or bookkeeping machines. 


DAIL 


194 Mill Street 





NON-WRINKLE 


will mot curl, 


Clean Fhint 


PRODUCTS 


WOOD STAMP 
PADS 


TYPEWRITER 
RIBBONS 


HECTOGRAPH 
fon-¥ 4-10). 


White For Sample 
P| 


PS PROCESS CO_Inc. 


Rochester, N.Y. 
J} —L.A-PHILLIPS President 


tree, or wrinkle. 
SE Will not smudge. 


Tests show 35 to 


50° more copies. 


UNIVERSAL 


Same sheet works 








DEALERS: 


49 Automatic Numbering Machines 


at $7.50 list 
you will be 
sturdy, com 


ficient machines at prices scheduled 
to allow you a definite profit. Write 
for dealer price schedule 


ORDE 


Selling ROBERTS Model 


, is easily done because; 
offering your customers 
pact and wonderfully ef- 





R A STOCK NOW. 


ROBERTS NUMBERING MACHINE CO. 
694-710 Jamaica Avenue, Brooklyn, N. Y. 


362 W. Chicago Ave. 
ILL. SAN FRANCISCO 


CHICAGO, 


Western Distributor 


LOUIS MELIND COMPANY 


593 Market St. 


















Yowr QUESTIONS 


ANSWERED free 


Office Appliances have tree access 


service bureau which is prepared 


oubscribers t to 
a competent to 
answer almost any question relative to office equip- 


ment. 
A considerable number of our readers have found 
that this service in itself is worth many times the 


subscription price 


The Office Appliance Company: 20 North | 


Wacker Drive, Chicago, U. S. A.:::::3:3 
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AID TO 
BRITAIN 


BUY 
BRITISH 
GOODS 


THE 
BRITISH STATIONERY 


EXPORTER 


published quarterly by 
the proprietors of the 
BRITISH STATIONER 


contains a comprehensive display of 
the most attractive and saleable British 
Made lines of stationers merchandise. 
We shall be pleased to mail you a copy 
post free each quarter if you will com- 
plete the form below. 





BRITAIN DELIVERS THE GOODS 





SEND US THIS COUPON °29==<=-- 


To F. W. BRIDGES LTD., 

Proprietors THE BRITISH STATIONERY EXPORTER 

34, Bridge Street. 

HEREFORD, ENGLAND (Late of Grand Building, Trafalgar) 





Please send to the address below Free copy each quarter of 
the BRITISH STATIONERY EXPORTER. 


Name 
(Please attach your business card or letter-head) 


Address 


CRAMER 


The Complete Line of 
P OSture seating. 


A Price for Every Purse in Our 3 Price Ranges 


CRAMER POSTURE CHAIR CO. 
1210-18 Campbell St. Kansas City, Mo. 

















Date 





met ew ee 





BANK PASSBOOKS 


And Pocket Check Covers 


New methods of manufacturing 
make Low Prices and Easy 
Sales. Super Finish and An- 
tique Moorish Passbooks. N.C.R. 
and Burroughs Window Ma- 
chine Passbooks and all other 
style Passbooks and Check 
Cases. BIG OPPORTUNITY 
for Bank Supply and Stationery 
Salesmen. 


Write for samples and prices. 
Full particulars on request. 


AMERICAN PASSBOOK CO. 


AKERS BLDG. CLEVELAND, OHIO 








STEEL FILES 


Typewriter Tables . . . Map Cases... 
Storage Cabinets . . . Wardrobe Cabinets 
and allied steel products. 


YOUR INQUIRIES ARE INVITED 
ON SPECIAL STEEL ITEMS. 


ANDERSON-HICKEY COMPANY, 
GENEVA, ILLINOIS 


INC. 


Put A SENTRY 
SAFE on Duly 


and you'll be providing dependable, 
new-safe protection at a used safe price 


INSIDE DIMENSIONS: 15” x 12” x 12%” 
WEIGHT: 245 Lbs. 1-Hour Protection 
a 


DEALERS: You can make quick profits on this lower 


priced safe. Many exclusive territories open. Write 


UY Md LAA 2 


545 WEST AVE. - ROCHESTER, N. Y. 











pate onsen ttm 


er ae a 
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In pencils, the point counts most. "View- 
point" is the sharpest of all mechanical 


pencils—stays pointed when others wear 





dull. "Threadline" lead, put out where you 


alton ) 10 | 


a atoms can see it in a superthin steel tube does 


“i “ ? ay i the trick. And what a difference that ex- 


clusive Dixon Rite-Rite feature does make! 


Never before was there a pencil of any 





kind that stayed sharp without sharpening, 


made clean, clear writing so easy. Never 





before a pencil so pleasant and comfort- 


Red, White and Blue — rich Military Olive Green, are the popular 

it illite biti: Dlacasdlinn” Oa. Xe valine Ubiinag the Hhla,-add able to use. It's the best a dollar will buy. 
the ''twistproof" mechanism, smart design and ‘Threadline’’ Lead 

and you know why more Americans buy "Threadline at 49". DEALERS! WRITE TO ADDRESS BELOW! 


Subsidiary of Joseph 
Dixon Crucible Co. 








RITE-RITE MFG.CO. CHICAGO 











COMPLETE WITH SUPPLIES 


- FREE SUPPLIES INCLUDED ARE VALUED AT $3.56— 





ote can depend on your Under- 
wood Portable Representative to 
help you do a bigger, more profitable 
personal typewriter volume. That’s his 
business! 

Every Underwood Portable Repre- 
sentative is trained to serve you. He 
can show you how Underwood adver- 
tising creates the demand for Under- 
wood Personal Writing Machines... 


how Underwood prestige and quality 
g 7 





“Talk things ever” with your 
Unverwooo Porraste Saded Eapent 


actually se// these Portables to the 
various types of users. 

Remember, that your Underwood 
Portable Representative is definitely 
interested in your success. He is 
always at your service, that is why we 
suggest that you “talk things over” 
with him. 

If you want your Underwood Port- 
able Representative to make a special 


call, write us today. 


Portable Typewriter Division 


UNDERWOOD ELLIOTT FISHER COMPANY 


ONE PARK AVENUE 


NEW YORK, N. Y. 


Sales and Service Everywhere 





UNDERWOOD... Yypeuniter Leader of the World 











